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A B S T R A C T
This research is concerned with the effects of mass media 
campaigns. Specifically it explores the effects of a 
specially designed persuasive campaign on television in 
Bahrain, with the object of increasingthtnumber of female 
recruits into the nursing profession in that country. The 
research also seeks to make theoretical and more general 
contributions to the design of effective media campaigns.
The study was done at the instigation of the Ministry of 
Health in Bahrain. After a preliminary review of the 
literature, which showed up the many controversies in the 
field of persuasion, the first stage of the study explored 
the difficulties and resistances experienced by Bahraini 
girls who might wish to enrol in the School of Nursing. A 
series of television programmes was then designed specific­
ally to counteract these resistances. These programmes 
were broadcast by Bahraini television at peak viewing times 
on three successive weeks and their effects were assessed 
among 3,226 pupils between the ages of 13 and 16 years, 
comprising virtually all the potential candidates for the 
Nursing School for the following year.
The design used was a before-and-after field experiment 
in a naturalistic setting comprising:
(a)
and (b)
two experimental groups who had seen 
either some or all of the programmes,
a control group who did not watch any 
of the special programmes.
The pupils were all given a number of scales and questionn­
aires both before and after the programmes were broadcast 
and a special analysis was carried out between comparable 
sub-samples.
-Vi-
The results showed, broadly speaking, that the pro­
grammes had been successful in overcoming the earlier 
resistances, more so among the girls who had seen all 
the programmes. These girls also showed a significant 
increase in their knowledge about nursing and more fav­
ourable attitudes towards nursing as a profession. 
Information from the School of Nursing indicated a rise 
in the number of applicants and it was claimed that 
applicants were of an improved academic standard.
Previous campaigns of this kind in Bahrain have been un­
successful. The present study shows that if the programmes 
are carefully planned to counteract audience resistance 
which had been previously determined, positive results can 
be obtained. The study also shows that it is feasible even 
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Mass communications have become an important concern of 
several disciplines, which makes research in this field 
very broad and diverse. The present study deals with 
only one aspect of mass communication research: the area 
of overlap between mass communications and information & 
persuasion. Whilst most of the research in this field is 
of an emperical nature, this study also attempts to exam­
ine some of the available theories dealing with the effects 
and effectiveness of mass communication and to discuss the 
research designs used to measure the effectiveness of par­
ticular programmes (campaigns).
Before discussing the objectives of this research, it is 
essential to explain the setting in which it took place.
Bahrain is an archipelago of islands in the Arabian Gulf. 
(The basic statistics can be found in Appendix Q). It is 
a sovereign independent Arab state. Although its major 
source of income is still petroleum, Bahrain's reserves 
are extremely small compared to its neighbours, and there­
fore the government's policy has been working towards 
diversification of economic sources.
Bahrain's strategic geographical position, its early wealth 
(flourishing pearl industry before the discovery of oil in 
the 1930's), and its settled society (no nomads) has made 
it a centre of trade and influence from the outside world. 
These influences made Bahraini society as a whole cosmop­
olitan and sophisticated relative to the area. Moreover, 
as formal education had started in Bahrain as early as 1919 
for men and 1928 for women, the majority of its middle aged 
and younger generations are literate. Over the last two 
decades, the government's political, social, economic and
cultural openness has helped create diverse Job opportun­
ities for the young and educated people of the country.
Although the percentage of women in the country's work­
force is small, the Bahraini women have shown an active 
interest and participation in the Job opportunities avail­
able.
Since the beginning of education for women, they have been 
participating in the teaching and education sphere. In 
the late 1950's, the Bahraini women Joined the medical 
services and later the secretarial core of the major oil 
companies. With the move of banks, foreign businesses, 
large companies, hotels etc., to the Gulf during the past 
decade, all those avenues have become open opportunities for 
work for both men and women.
Although expatriates still account for a large percentage 
of the island's work force in the private sector, the 
government's planning over the past decade has been to 
train Bahraini men and women eventually to replace the 
expatriates in both the private and public sectors.
To achieve future employment stability, a transitional 
period was allocated to facilitate this gradual replacement 
process. Although the country was not short of Bahrainis 
with general education, it was the technical and specialised 
professional spheres which needed emphasis.
The Ministry of Interior and Social Services installed a 
Vocational Guidance Department (advised by consultants from 
the United Nations) to help facilitate this transition.
An abstract of some of the points in the directive of the 
Vocational Guidance Programme, which was being applied in 
its experimental stages, will help to clarify the setting 
of the study.
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The directive basically called for promoting general 
awareness of the contributions made by the various 
sectors of the economy, specifically those which trad­
itionally had enjoyed little prestige. Its aim was to 
start by drawing the attention of young people to the 
importance of general education, and more specifically 
to vocational and technical education, as they reflect 
the existing employment prospects with respect to on­
going economic development. Interest, the right of 
freedom of choice, fair promotion opportunities and the 
right to education were stressed. However, emphasis 
was put on help in personal decision-making, especially 
to those groups which need assistance in overcoming 
traditional restrictions in their choice of education 
and occupation. In this culture, some of the typical 
traditionally resisted jobs are those involving service 
or manual work versus, for example, a desk job. Full 
use was to be made of all available facilities, specifi­
cally the mass media, to fulfil these objectives. 
(Department of Vocational Guidance, Ministry of Work and 
Social Services, Bahrain, 1975).
The present research started as an off-shoot of this 
experimental programme. It aimed to study the problems 
facing the nursing vocation which, at the time, was 
short of new entrants. Although the Nursing School has 
been entered by Bahraini pupils since 1959, the number 
of applicants has always been relatively low, and there­
fore the number of expatriates working in this sector 
quite high.
Pilot work indicated that this occupation traditionally 
enjoyed low prestige when compared to some other jobs, 
as it was perceived as a service job. Therefore, the 
objective was to try and modify this image and, if 
possible, raise the number of recruits wanting to join 
it. Though the campaign was funded by several govern­
ment ministries, the procedure was basically planned
according to the directive of the vocational guidance 
programmes.
More specifically, the study encompassed two aspects: 
a practical objective and a theoretical one.
A. THE PRACTICAL OBJECTIVE
4
The Kanoo Nursing School, which belongs to the Ministry 
of Health in Bahrain, instigated the need for this study. 
They reported that ever since the School opened in 1959, 
they did have a small number of Bahraini applicants who 
chose nursing as a vocation and that the increase in 
this level over the past years has been relatively slow. 
They also claimed that there was quite a large number of 
drop-outs each year. Moreover, the majority of those 
who did apply were, as they put it, "low calibre pupils", 
that is, of an academic background that was not good 
enough. As a result of this situation, they wanted 
thorough research to be undertaken to find out the reasons 
for the resistances to this job in order to do something 
to remedy the problem. In short, their objectives were 
to promote a larger number of recruits for the coming 
years, fewer drop-outs and, to a certain extent, a better 
"calibre" of pupils.
The Nursing School has attempted at various intervals dur­
ing the past few years to get through to the potential 
candidates and to persuade more of them to join this 
occupation. They have sent several qualified nurses to 
different schools to try to inform the pupils of the 
prospects of this vocation. These role—model attempts 
have not been very successful. (There were several 
problems involved regarding those interpersonal communi­
cations, which will be carefully examined later in this 
text.) Moreover, during the last couple of years, the 
Nursing School, in collaboration with the local television
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broadcasting station (which belongs to the Ministry of 
Information) has gone further in its attempt to draw 
recruits by putting on the air some documentary pro­
grammes and interviews. However, it was claimed that 
these programmes were not very effective.
In most cases the designing of such television campaigns 
was done by a producer and some television technicians, 
without preliminary research into the problems involved. 
The true effectiveness of those programmes cannot be 
assessed, as no evaluation study was carried out. How­
ever, as will be explained later in detail, a television 
programme intended to persuade which is preceded by 
thorough research and planning has a better chance of 
success than one that has not been based on a thorough 
examination of the true problem, the predispositions of 
audiences, and other social psychological factors involved 
See for example, Belson (1967) and Mendelson (1973).
It was therefore decided to carry out such research, to 
find out the reasons for the resistances of the pupils 
to this vocation and to design a campaign (television 
was chosen in this case) to counteract those resistances. 
This time, the communication experts would work in 
collaboration with the researcher and base the programme 
on the findings of the study.
B. THE THEORETICAL OBJECTIVE
One of the most controversial fields in mass media 
research is the design of specific television infor­
mation programmes (campaigns) and the evaluation of 
their effectiveness. The basic question usually asked 
is:
"Are specifically designed television programmes 
actually effective in inducing modification of 
attitude or behaviour?"
Although much research has attempted to answer this 
question, the findings are not all conclusive. This 
research explores the problems, limitations - as well 
as vast possibilities - available for designing and 
evaluating television campaigns.
One of the main difficulties of this kind of evaluation 
research is the problem of carrying it out in a natural­
istic yet controlled setting. The researcher, in this 
case, found a perfect opportunity to look back over the 
work done in this field, to do a critical review of the 
situation and to apply the findings to the practical 
side of the problem in designing a framework that would 
best explain the problems involved, and their possible 
solutions.
The theoretical aspect of the study thus involved an 
attempt to review the published research on the effective­
ness of campaigns, with specific reference to television, 
and to analyse the reasons for the failures, or misinter­
preted failures, as well as for the successes of a number 
of those programmes. The subjects looked into were 
mainly in the applied fields of advertising campaigns, 
safety research campaigns, election campaigns, health 
campaigns and recruitment campaigns. All were intended 
to modify knowledge, attitudes and/or behaviour in some

CHAPTER II
THE PROCESS AND EFFECTS OF MASS COMMUNICATIONS
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THE PROCESS OF COMMUNICATION
Mass communications, in general, can be argued to be an 
extension of the basic communication process, (Francois, 
1977; Schramm, 1971).
A brief description of the basic process itself, to start 
with, will help portray the complexity of the variables 
involved in designing, measuring and evaluating the effect­
iveness of television campaigns.
It has to be specified here that the broadness of the topic 
precludes the examination in detail of all aspects of the 
process of communication. The purpose of this section is 
basically to introduce the variables involved, so as to 
build up towards the forthcoming chapters; therefore, the 
topic has been dealt with selectively.
1. DEFINITIONS
Agreeing on a working definition is the first step towards 
improving our understanding of this complex phenomenon.
The word 'communication' itself has very broad implications. 
There are more than forty disciplines which are directly 
interested in the study of communication and the number is 
still growing, (Francois, 1977).
Communication, in a different context, might be referring 
to a diversity of scientific processes or technological 
promotions, so it is important to emphasize that we would 
be referring to "human communication" whenever the term 
is used. The definitions as such would cover the meaning
reflected in the social sciences, specifically the psycho­
logical and sociological literature.
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Communication has been broadly defined as the sharing of 
experience and, to some extent, all living organisms can 
be said to share experience. What makes human communi­
cations unique is man's superior ability to create and use 
symbols. (Tubbs & Moss, 1977).
Human communication can be verbal or non-verbal, but in 
all cases it comprises the use of signs and symbols.
The meaning existing in a communication situation can be 
exchanged directly or indirectly (mediated), and the flow 
has been portrayed as one-way, two-way or multi-directional. 
However, some researchers have argued that the meaning 
actually existed in the medium itself - "the medium is the 
message." (McLuhan, 196 7).
The sociologist, C.R. Wright (1959), defined communication 
as "the process of transmitting meaning between individuals." 
He added that:
"communication is fundamental so far as all 
human society - primitive to modern - is 
founded on man's capacity to transmit his 
intentions, desires, feelings, knowledge and 
experience from person to person. (P. H )
Berelson & Steiner (1964) also referred to communication as:
"the transmission of information, ideas, emotions 
and skills etc. by the use of symbols - words, 
pictures, figures, graphs etc." (p. 527)
Both those definitions pointed to the function of communi­
cation as that of transmitting meaning. Transmission, it 
is argued, usually conveys the notion of a one-way process
and communication involves a more complex flow.
Barnlunds' (1962) description of communication attempts 
to clarify this complex flow.
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"Communication as I conceive it, is a word that 
describes the process of creating a meaning.
Two words in this sentence are critical. They 
are 'create' and 'meaning'. Messages may be 
generated from the outside - by a speaker, a 
television screen, a scolding parent - but mean­
ings are generated from within. This position 
parallels that of Berio when he writes, 'communi­
cation does not consist of the transmission of 
meaning. Meanings are not transmitted, or trans- 
ferrable. Only messages are transmittable and 
meanings are not in the message, they are in the 
message users.' Communication is a man's attempt 
to cope with his experience, his current mood, 
his emerging needs. For every person is a unique 
act of creation, involving dissimilar materials.
But it is, within broad limits, assumed to be pre­
dictable, or there could be no theory of communi­
cation." (Barnlund, 1962, p. 199).
This definition emphasizes the fact that communication is 
never a one-way process, but it comprises a more complex 
flow than the simple uni-dimensional one inferred from the 
definitions of Wright, Berelson & Steiner. What the receiver 
brings to a communication situation is as important as what 
the communicator is trying to put forth. Although 'meaning' 
as stressed by Berio (1960) is "not transferrable", messages 
can be exchanged and interchanged in a communication situ­
ation.
Besides the function of exchanging information, knowledge 
and skills,which is found in the majority of definitions ,
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such as the Oxford English Dictionary, Webster's New 
Twentieth Century Dictionary and others , communication 
is described to have other inherent functions. One 
other function is persuasion, as it is described by 
Peterson, Jensen and Rivers,
"Communication is all the ways in which one 
person influences another and, in turn, is 
influenced." (Peterson, Jensen & Rivers, 1965, p.l4)
However, the detailed definition presented by Schramm 
(1973)* covers every aspect of human communication and best 
explains what a communication process is about:
"Human communication is something people do.
It has no life of its own. There is no magic 
about it. There is no meaning in the message 
except what people put in it. When we study 
ccxnmunication, therefore, we study people - 
relating to each other and to their groups, 
organizations and societies, influencing each 
other and being influenced, informing and being 
informed, teaching and being taught, entertain­
ing and being entertained. To understand comm­
unication, we have to understand how humans 
relate to each other." (P.3)
Therefore, the meaning of communication in this context 
would be used to reflect a process of human relationships. 
Inference would not be one involving a one-way flow or a 
two-way flow, but one of multi-directions. Emphasis will 
not be concentrated on the participants only in their 
direct relationship, but also on their surroundings and 
the indirect influences of group membership, social norms 
and culture. Attention will be directed to the fact that 
the function of a communication is not only that of trans­
mitting knowledge to inform and teach, but also to entertain 
and persuade, plus many other things.
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II. CHANNELS
In simplified terms, the channels in the communication 
process can be described as the distinguishing ingredient 
between communication and mass communication; however, 
the communication situation (as it will be explained in 
this Chapter) is much more complex than this.
The word 'channel' is borrowed from certain scientific 
and technological spheres. In reference to human communi­
cation, Schramm (1973f defined a channel as: "the ways 
the signs in a message are made available to a receiver",
(p, 116). Rogers (1973) added that channels can be 
thought of as: "the paths or the vehicles that carry 
messages from an originating point to a destination",
(p. 290)i
Broadly, communication channels can be categorized as inter­
personal communication channels and mass communication 
channels. Interpersonal communications can be described 
as a face-to-face interaction between two or more individ­
uals and within visual and auditory presence. Mass communi- 
cacions usually involve the use of a mass media channel 
in the interaction process, the channel being a "mechanism 
to reach a wide and usually non-contagious audience", 
(Rogers, 1973, p. 290).
This channel can cover both the electronic and broadcasting 
media: the radio, television (motion pictures); and the 
print media: the newspapers, magazines, books, posters,
pamphlets, etc.
Under the above categorization, a church sermon or a theatre 
play, for example, would be referred to as interpersonal 
communications, although they reach a large audience. On 
the other hand, an ordinary telephone conversation 
although it involves an interposed channel - cannot be
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regarded as a mass communication situation because it 
usually involves only two individuals at a time.
These two examples portray the complexity of the problem 
involved in drawing a line between mass and non-mass 
communications' situations. In the first example, although 
there was no interposed channel, it involved a large 
audience. In the second case, an interposed channel was 
used, but the participants were limited.
Therefore, besides the size of the audience and the use of 
a channel, other elements have to be clarified in attempt­
ing to distinguish between interpersonal and mass communi­
cations. Some scholars argued that it is vital to specify 
the motivation and activity of the parties involved, plus 
the channel characteristics.
In an attempt to clarify this distinction, Deutschman 
(1957) and many others suggested several classifications. 
However, Francois (1977) explained that the vital differences 
between interpersonal and mass communications lie in their 
inherent characteristics and functions. He said:
"Interpersonal communication can be contrasted 
with and distinguished from mass communications 
on the basis of the following differences: 
personal vs. impersonal communicator, face-to- 
face communications compared to unknown audiences, 
immediate vs. delayed feedback and, in the case 
of mass communications, the transmission of 'to 
whom it may concern' messages by various media."
(Francois, 1977, p. 17).
It is important to portray the distinguishing characteristics 
between interpersonal and mass communication as they play 
a central role in audience analysis and the designing of 
effective campaigns.
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A comprehensive classification has been suggested by 
Schramm (1973). He pointed out eight distinguishing 
characteristics between interpersonal and mass comm­
unication channels.
The Senses affected:
Face-to-face communication provides the opportunity to 
stimulate all the senses, if required. When something 
is interposed in a communication situation, some re­
striction is put on the use of the senses. For instance, 
television and movies reach the eye and the ear, while 
the radio and telephone reach the ear and print reaches 
the eye (although the tactile sensing of the object may 
be relevant).
Some would argue that it is more advantageous to reach 
as many senses as possible, for the more the senses, the 
more "complex" the information delivered. Therefore, a 
face-to-face setting would deliver a more complete comm­
unication than an audiovisual channel which is in turn 
better than a radio or print channel.
Against this advantage of face-to-face communication, one 
must consider the special advantage of skillfully presented 
mass media programmes, particularly in developing countries 
where fewer people have efficient personal information 
resources.
Moreover, is the assumption that the "more the senses" the 
better the understanding an accepted fact? Many researchers 
(especially those who worked on human perception) argued 
that their evidence pointed out that the human perception 
operates through one channel only and the sense organs 
to the brain are a one—lane—road, and either audio or 
visual information can pass but not at the same instant. 
(Broadbent, 1958; and others).
There is further evidence that interference may occur
15
between sense channels when two or more channels are 
stimulated at the same time, and so it may sometimes be 
more effective to concentrate on a single channel. In 
addition, there are individual differences in the situation 
where a single channel is being used, because individuals 
differ in their responsiveness to the different senses.
2.____ The Opportunity for Feedback
Face-to-face communication makes it possible to exchange 
information quickly and effectively. As the inter­
personal group grows from a two-way setting to a larger 
one, attention becomes diffused and a smaller proportion 
of the available feedback is used by any single person. 
When something is interposed, the feedback is attenuated. 
Furthermore, when a mass medium is interposed, both the 
speed and amount of feedback is restricted, and in actual 
fact, the impersonal characteristics of the media organi 
zation discourages it.
3 . The Amount of Receiver Control
Face-to-face communication makes it possible for the 
participant to ask questions and steer the conversation 
in accordance with preferred pace. A person reading print 
can also set his own pace, repeat a passage, pause to 
think over a point, etc. However, a listener to radio or 
a viewer of television or films has no such control 
except that of avoiding the communication altogether. The 
control over the pace of a communication for better under­
standing is almost non-existent in the television movies 
and radio channels and is regarded as a drawback. This is 
why better learning is still associated with a reading 
text and print advertising is used to supplement elec-
tronic advertising.
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4. The type of message coding
In a face-to-face conununication situation, a high prop- 
portion of all the available information is non-verbal. 
This is only slightly less true of television and movies, 
still less true of radio and silent movies, and least 
true of print. Therefore, some communication channels 
are better transmitters of the silent language of culture, 
gesture and body movement than others. A user of print 
can abstract, but with an audiovisual channel, he usually 
concretizes.
5. The Multiplicative Power
Face-to-face communication can only be multiplied with 
great effort. Mass media, on the other hand, have the 
enormous ability to multiply a message and make it 
available in many places. Mass media can overcome distance 
and time and in developing regions, the audiovisual media 
can also overleap the barriers of illiteracy.
This advantage of the media has to be compared to the 
advantages of f-eedback of face-to-face communications, 
and priorities for campaigns have to be set. A large 
number of campaigners use a combination of both channels 
to make use of the advantages of each.
6. The Power of Message Preservation
Face-to-face communications are evanescent, they fade in 
seconds. The electronic media has the same character­
istic if the message is not recorded. On the other hand, 
the print media have the great advantage of being able to 
preserve facts, ideas, pictures etc.
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7, The Power to Overcome Selectivity
It is obvious that it is easier to command and monopo­
lize attention through face-to-face communication than 
through media channels, if all other things are equal. 
For example, it is easier to change a television channel 
than to tune out when somebody is in conversation with 
you. As the interpersonal group grows larger, the 
ability to be selective (doze off) becomes easier. It 
is also easier to avoid reading an advertisement or news 
item in a newspaper than avoid it completely when con­
fronted with it on radio or television, although one can 
be selective in what one receives from it.
The Power to Meet Specialized Needs
The media possess the unequalled power to serve "common" 
needs of society quickly and efficiently, like chief news 
bulletins, weather broadcasts and sports results, etc.
However, informed individuals, books and magazines, 
play a more important role in serving "specialized" needs, 
like house repairs, science, geography, etc. Still, the 
day when video casettes will accommodate for those 
specialized needs is not far off.
Rogers (1973) summarized some of those distinguishing 
characteristics in the following table:
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1. Message flow tends to be 2- tends to be
way one way
2. Communication content face-to-face interposed
3. Amount of feedback readily 
available
high low
4. Ability to overcome selective 
processes (primarily selective 
exposure)
high low








Taken from Rogers (1973) Table 1. p. 291
In discussing the effectiveness of an interpersonal versus 
mass mediated communication, one has to be cautious not to 
Judge one to be better than the other, as the boundaries 
between them are not clear cut and their characteristics 
are, in many cases, complementary. The most important 
thing to note is that, with the knowledge of those charac­
teristics, and clearly set objectives and priorities of a 
specific study, one can choose either channel or a combin­
ation of channel systems, weighing the advantages, dis­
advantages and role each can play in shaping a desired effect. 
Most campaigns aimed at teaching or persuading use a com­
bination of media and personal channels to supplement and 
reinforce each other. (The theoretical conceptualizations 
of how those delivery systems work together to produce the 
final effect is discussed later in the text).
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1. Message flow tends to be 2- way
tends to be 
one way
2, Communication content face-to-face interposed
3. Amount of feedback readily high low
available
4. Ability to overcome selective high low
processes (primarily selective 
exposure)
5. Speed to large audiences relativelyslow
relatively
rapid
6. Possible effects attitude form­ation & change
knowledge
change
Taken from Rogers (1973) Table 1, p. 291
In discussing the effectiveness of an interpersonal versus 
mass mediated communication, one has to be cautious not to 
judge one to be better than the other, as the boundaries 
between them are not clear cut and their characteristics 
are, in many cases, complementary. The most important 
thing to note is that, with the knowledge of those charac­
teristics, and clearly set objectives and priorities of a 
specific study, one can choose either channel or a combin­
ation of channel systems, weighing the advantages, dis­
advantages and role each can play in shaping a desired effect 
Most campaigns aimed at teaching or persuading use a com­
bination of media and personal channels to supplement and 
reinforce each other. (The theoretical conceptualizations 
of how those delivery systems work together to produce the 
final effect is discussed later in the text).
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III. THE PROCESS AND THE COMMUNICATION SITUATION
Whether interpersonal or through the mass media, in its 
simplest form, the three principal ingredients in a comm­
unication process are a source, a message and a receiver. 
This can be represented as:-
M
(where S stands for source, M for the message and R for 
the receiver),
Whitney (1975) added that as a communication act is never 
really without purpose, the source usually has an intention 
which, in turn, has an effect on the receiver, who responds 
or reacts if the communication process actually took place. 
This response posits another principal ingredient in the 
communication process called "feedback".
1 M(purpose) S ^ R (effect)
Ch
f (reaction)
(Here, f stands for feedback and Ch for channel) Figure 
from Whitney (1975), p. 4.
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As explained earlier, in the case of interpersonal communi­
cation, feedback is usually direct and sometimes immediate, 
while in mass communications the feedback is indirect, 
usually delayed.
Schramm (1971) explained the process further by stating that 
there is another kind of feedback that goes on in the process 
and that is the feedback from the message itself to the 
source^** the kind of information that comes back to the 
sender from seeing or hearing his own message is one kind
20
of feedback by means of which he can guide his further 
communication and try to repair the damage, if any.” (p.26)
“feedback--
^  —  -feedback—  —  —
Figure from Schramm (1971), p. 26.
(Here A stands for the source and B for the recipient)
It has to be emphasized that these are extremely simplified 
models of the communication process. The message in itself 
is nothing but a set of symbols or signs that both evokes 
and receives 'meaning' between the source and the receiver. 
The 'meaning' of the message, exists within the participant. 
"It is both cognitive and emotional, connative as well as 
denotative." (Schramm, 1971, p. 30). It represents the 
response of a whole personality,cultural background and 
resources to a message.
What the source tries to convey in a message may be far 
different from what the receiver understands it to be. Those 
differences are known as the "manifest content" of the 
message; i.e. what the source intended it to be, and the 
'latent content' of the message, i.e. what the receiver 
understood it to be. (Francois, 1977)
The source attempts to encode meaning into the message which 
is formulated according to his own background, experience 
and orientation. On the other side, the receiver would 
select, perceive and comprehend specific aspects of the 
message according to his own background, experience and 
orientation. Each participant relies on his own "frame of 
reference" as put by Schramm, on which he perceives the 
meaning in the message he is trying to encode or decode. 
Schramm (1971) described this "frame of reference" as the 
store of usable experience which the organism has proc-
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cessed and organized and is the reality to which it responds.
It has to be further emphasized that the framework within 
which each participant is responding,is additionally influ­
enced by "relevant" groups, whose beliefs and role patterns 
are internalizedias well as societal norms and restraints, 
which in themselves govern the acceptability of a specific 
response.
Moreover, there is the overall communication situation 
reflecting the physical surroundings of the communication 
and its type, i.e, whether it is a face-to-face situation 
or interposed, and whether it is a loving atmosphere or one 
of challenge and anger.
In the process.of transmitting the message, there is another 
kind of obstacle that could occur, which is technically known 
as "noise". This noise has been categorized as mechanical 
or channel noise and semantic noise. Channel noise has been 
defined as any obstruction that occurs outside the message 
itself, either in the channel or the surroundings. Semantic 
noise has been regarded as a more serious kind of interference 
as it usually involves ambiguity in the message itself, which 
is one of the important ingredients in the communication 
process. A common example of semantic noise is language - 
for instance, when a Russian with very little grasp of the 
English language is trying to communicate with an English­
man. There are other categories of semantic noise, and 
they usually reflect problems in communication as a result 
of differences in education, -socio-economic status, residency, 
occupation, age, interest etc. (Whitney, 1975). Another 
type of semantic noise,as described by Francois (1977), is the 
one generated by the "emotional charge that may be attached 
to words or gestures," (p. 42). This might reflect what 
is known as 'unacceptable' words that cannot be used in any 
medium. Francois added that over time, noise level may sub­
side. Some words that were immediately excluded from a
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message at some time are more tolerated nowadays.
The reason for discussing this noise problem in detail is 
because it is regarded as one of the reasons why campaigns 
may fail. Ways of avoiding those obstructions have been 
developed. Briefly, regarding channel noise, besides 
applying all the technological experience and facilities 
to minimize interference in the channel, repetition (with 
discretion) was generally considered as the most useful 
solution. As for semantic noise, simplicity and common­
ality were quoted to be the most effective # (Whitney, 1975).
To overcome channel and semantic noise, the source of the 
message has to clear up the atmosphere of the communication 
situation and attempt to convey the message at the level 
of understanding of the receiver. For example, a common 
policy of commercial television (in order to hold the 
largest number of viewers) is to present programmes struc­
tured in accordance with "the lowest common denominator" of 
audience understanding intelligence and common interests.
In addition, some researchers further noted that the majority 
of programmes are designed to be non-controversial and on 
the neutral side.
To summarize the communication process, a simple model has been 

























These four ingredients - source, message, channel and 
recipient - are present in every communication situation.
As the situations become more and more complex, those 
basic elements remain, although one might encounter more 
than one source, more than one receiver (the first one 
not necessarily being the intended target) , many messages 
spread out over time, and different, sometimes multiple, 
channels being used. As the communication situations be­
come more complex, the models derived to explain those 
situations become more complex. It is not the intention 
of this Chapter to go into details regarding those models, 
more thorough analysis can be found in Berio (1960);
Schramm (197X), Poole (1973)» plus others.
Lasswell (1948) best described the communication process 
in his famous formula:
"Who says what in which channel to whom with
what effect." (p. 37).
Widespread research has developed into fields of analyses 
investigating each of those dimensions. As the emphasis 
in this text is on "effects", it will become obvious in 
the forthcoming Chapters how the interaction of all those 
dimensions is an essential aspect of a communication sit­
uation.
Before discussing the elements of mass communication effects, 
it is of importance to clarify our position regarding the 




Nowadays, when attempting to design effective mass media 
campaigns, the greatest amount of concentration is put 
on the "to whom" category: the audiences of a mass 
communication process. This is not a long-lived tradition 
but has developed only within the last thirty years.
Between the two World Wars, the concept of the audience 
was quite different from that of today. Communication 
research then was known as "propaganda analysis" (Doob, 
1935). The stress was put on the message, more specific­
ally the "tricks of the trade" of the propagandist. The 
assumption then was that propaganda could be made very 
persuasive with clever use of "gimmicks" in the context of 
the communication. Such gimmicks as "name calling", 
"testimonial", "glittering generality", "plain folks",
"card stacking", "band wagon", and others (Sears & Whitney, 
1973) .
This concept has changed, and as it will be explained, this 
change weighs heavily on our understanding of the communi­
cation process.
"Whereas the relationship between a power source 
and the filament of a light bulb might be described 
adequately in terms of a connection channel to a 
passive receiver, the relationship between sender 
and receiver has proved to be immensely more 
complex." (Schramm 1973^ , p. 117).
This analogy helps explain why only until three decades ago 
the concept of the "recipient" in a communication process 
has been an inaccurate one. Social scientists in their 
attempts to make the study of man more objective by borrow­
ing scientific concepts to explain behaviour, have sometimes 
overlooked the complexity of human behaviour.
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The audience (which would be used here as the recipients of 
a mass mediated communication) have been regarded as passive 
"targets" to communication messages. They have been visual­
ized as inactive and defenceless, moulded by the messages 
from the media that constantly impinged upon them. Schramm 
(1973)^ presented another analogy to describe this situation, 
that of a marksman shooting a bullet from a gun into a 
target which, if hit, would be knocked out. This theory 
of communication effect, he claimed, has been called the 
"bullet theory". This concept of the gullible masses has 
probably evoked the frantic fears and skepticism of prop­
aganda between the wars.
It was only around the 1940's that this concept has been 
questioned and the image of a passive audience began to be 
gradually disproved, while that of an active audience, 
deciding what to pay attention to and reacting differently 
to the same communication, materialized, Bauer & Bauer 
(1960) presentcdadetailed analysis of this transformation. 
Moreover, Friedson (1953) criticized the notion of a "mass 
society" responding to communications as "social atoms" 
and brought forward the increasing awareness of the concept 
of the people reacting to communications as members of social 
groups.
At this point, the limitations of mass communications began 
to be taken into account. To try and explain the reasons 
behind the failure of the notion of a passive audience, 
another hypothesis was developed: the category theory of 
communication* This stated that the audiences could be 
divided into categories in relation, for instance, to their 
age, sex, socio-economic status, education, etc. These 
categories composed clusters of people who held similar 
attitudes, beliefs etc, and would thus respond to a comm­




The limitations of the direct effect of mass communications 
gave way further to concentration on the effects of inter­
personal (informal) communications. A study in Ohio during 
the 1940's U.S, Presidential Election directed by Lazarsfeld 
found that people not only reacted according to their category 
classification, but to a reference group norm which dictated 
their behaviour. This showed that the influence from the 
media was not one-way but was mediated by "opinion leaders" 
and reference groups. The two-step flow of communication 
came into existence, (Lazarsfeld & Merton, 1948; Berelson, 
Lazarsfeld & McPhee, 1954; Katz & Lazarsfeld, 1955; Katz,
1957).
The two-step flow further gave way to a more complex multi- 
step model positing a more extensive interaction process 
among individuals, some of whom act as opinion leaders at 
some times, and as information processors at others. Sub­
sequently, the return to the direct effect model of mass 
communications regained status with respect only to the 
processing of information. (Rogers, 1973).
Therefore, the role of the audience in the communication 
process has changed drastically over the last thirty years.
No matter what model is adopted, what almost everybody 
agrees upon is that the audience can no longer be regarded 
as completely passive, but basically they are seen as 
"exercising a mediating role in which it can stop, deflect 
or modify the intent of the communicator." (Bauer, 1973,
p. 143).
It is with this concept in mind that the effects of mass 
communications will be explained.
EFFECTS OF MASS COMMUNICATIONS
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The term Effects', in a general sense, will be used to 
describe all the possible consequences of a communication 
process.
The assumption that most communications are produced with 
the intent to have an effect (of some type) is implicit 
in most approaches to communication studies, (McGuire, 
1973; Robert, 1971; Martin, 1971).
When the question is asked: What are the effects of mass 
communications?. several points have to be re-emphasized 
before attempting to present an answer.
The audiences of a communication process are not 
passive targets, but are active participants in the 
communication situation.
The communication situation is not one-way, but 
involves besides what the message brings to the 
audience, also what the audience bring to a communi­
cation situation.
The characteristics of a mass communication situation 
have to be kept in mind, especially when compared to 
interpersonal communications. In a mass communication 
situation :
the source receives very little feedback, 
if any, from his recipients; 
the heterogeneity and size of the mass 
audience presents the problem of a diversity 
of frames-of-reference, values, needs, 
habits, capabilities, etc., which is reflected 
by the enormous possibilities of reponses 
and interpretations of the mass communicated 
message ;
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(C) there exists the problem of selection due 
to the inability to enforce attention when 
compared to a face-to-face situation.
(For the purposes of this study, the term "mass communication' 
will be used to refer to the process of a communication 
utilizing a mass media channel. These channels will include: 
the print media of newspapers, magazines and books, the 
broadcast media of radio and television, plus the movies.)
I. DIMENSIONS OF MASS COMMUNICATION EFFECTS
There are a number of ways and approaches in which mass 
communication effects can be studied. Different scholars 
use different terminology in categorizing those approaches 
or perspectives; however, they are all, more or less, the 
same. It is vital to examine briefly the different 
approaches so as to clarify where the stress of this study 
has been placed.
a) The Methodological Dimension of Effects
Some mass communication effects are studied on the 
basis of experimental studies, others reflect non- 
experimental approaches. In experimental studies, 
the investigator is able to manipulate some variables 
which he is studying as mediators of communication 
effects, while controlling for all other variables. 
For example, the investigator might manipulate 
message content by presenting one group of people 
with a one-sided argued message, and another group 
with a two-sided argued message. Besides making sure 
that the groups are selected on a random basis, the 
investigator would control all the other variables 
that might affect the communication situation for
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both groups. Examples of studies using this approach 
are Carl Ho viand and his colleagSues' (1948) work on 
persuasive communications; Albert Siegel's (1956,
1958) work on child development and television.
In non-experimental studies, the investigator would 
not be concerned with how a particular variable in­
fluences a specific effect, but, given all the possible 
factors varying freely, how would they - or could they - 
produce a given effect? Measuring the audiences' 
characteristics, their response to a particular message 
and the communication situation in which the message 
could have been received, the investigator attempts to 
infer the impact of a communication by relating the 
various audience and situational characteristics to the 
effects which occur after the communication. Examples 
of studies using this approach are information and 
persuasion campaigns in the different political, adver­
tising and social development spheres, as well as the 
research on long-range effects of television on children 
etc.
b) The Source Dimension of Effects
Another important dimension, or approach, in which 
mass communication effects are studied is related to 
the source of the stimulus, or - as put by Weiss (1969)- 
"the agent of the effect". The question that can be 
asked with respect to this dimension is: What is the 
source of the effect we are talking about? This source 
can vary from the global to the very specific. For 
example, we can talk about the effects of the media in 
relation to their societal functions or the effects of 
a specific persuasive message put in a specific medium. 
It is confusing to discuss the effects of mass communi­
cations without specifying the level of analysis one
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is concerned with. Diverse theories, formulations, 
experimental validations, etc., have developed around 
each level of analysis. Although in some respects, 
the generalizations from those empirical validations 
are wholly inclusive, there are variations of effects 
related to each level. The investigator, by specifying 
the explicit intention of a communication, makes 
generalizations and predictions about the effects more 
clear and useful for other researchers.
In general, the source dimension of effects can cover 
two categories which, in themselves, involve several 
levels of analysis:
i) The Medium Category:
Effect here is attributed to the simple existence and 
availability of the medium as a whole. Basically, 
the majority of work in this area is carried in some 
developing countries, where the media are just being 
introduced. Studies about the relationship of the 
availability of the media to national development, 
etc., form the basis of this analysis. (UNESCO, 1970; 
Schramm 1954, 1964). Research in industrial countries 
in relation to this dimension is more specific. Some 
investigators concentrate upon the change of time 
allocated to other behaviour characteristics as more 
time is being consumed by media attention. Examples 
of such work include (Himmelweit, Oppenheim & Vince, 
1958; Schramm,Lyle & Parker , 1961). Another type 
of research revolves around the study of intermedia 
differences and characteristics, whether in relation 
to content (Knower, 1935; Lerner, 1958); or trust, 
(Carter & Sepulveda, 1964; Schramm 1964), or method­
ological difficulties (Lazarsfeld, 1940).
ii) The Output Category
Those effects are related to a more specific aspect
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of the whole agent dimension: the contents. From 
the general to the particular, levels of effects 





Effects of the output of all programmes as a 
whole (including commercials).
Effects of a group (set) of programmes 
(cumulative effect).
Effects of a specific designed programme 
like an information or persuasion campaign 
or commercial.
Effects of a specific ingredient of contents 
like violence, news, etc.
Although this classification of the output category of 
the source dimension brings down the study of effects to 
a more particular and defined state of analysis, it has 
to be stressed that there are several further constit­
uent factors involved at each level. For instance, 
researchers might concentrate on content analysis of 
the output by simply describing what the media are 
making available to the public. The rules for such 
a description, in themselves, involve several dimen­
sions (see Lindzey & Aronson, 1968). On the other 
hand, some researchers might be more concerned with 
the relationship of the contents to the audiences. 
Another constituent factor might be the study of the 
j»0la,-tionship of content to intermedia differences.
And so on....
c) The Audience Dimension of Effects
Specifying the audience unit under study is another 
necessity in the analysis of mass communication effects.
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oi the whole agent dimension: the contents. From 
the general to the particular, levels of effects 
studies on the content of mass communications may 
involve : -
1. Effects of the output of all programmes as a 
whole (including commercials).
2. Effects of a group (set) of programmes 
(cumulative effect).
3. Effects of a specific designed programme 
like an information or persuasion campaign 
or commercial.
4^ Effects of a specific ingredient of contents
like violence, news, etc.
Although this classification of the output category of 
the source dimension brings down the study of effects to 
a more particular and defined state of analysis, it has 
to be stressed that there are several further constit­
uent factors involved at each level. For instance, 
researchers might concentrate on content analysis of 
the output by simply describing what the media are 
making available to the public. The rules for such 
a description, in themselves, involve several dimen­
sions (see Lindzey St Aronson, 1968). On the other 
hand, some researchers might be more concerned with 
the relationship of the contents to the audiences. 
Another constituent factor might be the study of the 
relationship of content to intermedia differences.
And so on....
c) The Audience Dimension of Effects
Specifying the audience unit under study is another 
necessity in the analysis of mass communication effects.
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This dimension can be found under several other 
headings in the literature, like "the human organization 
dimension”, (Roberts, 1971), and "the social
dimension" (Weiss, 1969). Basically, it involves two 
aspects :
1. the identification of the size and nature 
of the unit under study;
2. the specification of the context of recep­
tion in relation to the unit under study.
(Weiss, 1969).
For instance, the investigator might be interested in 
the study of the effects of mass communications on 
idividuals as exemplified in some of the experimental 
studies of the Yale School. On the other hand, the 
stress might be on groups (Lewin, 1953» Katz, Levin 
& Hamilton, 1963), or on societal functions.
Frederick T.C. Yu's study of campaigns and communication 
development in communist China exemplifies the stress on 
the cultural unit of analysis. (Yu, 1967).
Examples of the effects of the social context of recep­
tion include such studies as Friedson (1953), who 
Q_nalysed the different media use contexts of children 
from the kindergarten to sixth graders.
The Time Dimension of Effects
This category is sometimes considered as the most 
important for almost all types of effects are related 
in some way to time span.
Some studies in connection with this dimension investigate 
the difference between specific individual directed 
response effects, which might require a shorter time to
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materialize as compared to societal change responses, 
which might require longer periods, e.g, Hovland, 
(1954), Nevertheless, the opposite case can be argued, 
especially in developing countries where, because of 
the widespread use of the media, social change can be 
hoped to take less time to materialize than when the 
media did not exist, e.g, Schramm (1964),
The study of change as related to low involvement vs. 
high involvement topics is also dependent on the dimen­
sion of time. It has been argued that information 
increase, and the change of weakly-held attitudes, 
beliefs and values, take a shorter period of time 
than that of the change of deeply-held values or those 
with societal consequences.
Some methodological problems of measuring mass media 
effects are also related to this time dimension. It 
is easier to measure direct effects of communications 
over shorter period of time, as long-term effects get 
entangled with additional unidentified intervening 
variables. (Emmett, 1975; Belson, 1967).
Finally, there are several types of mass communication 
effects that can be studied. Besides the work on long- 
range cultural and societal effects, an investigator 
might be interested in how mass communications can 
influence political behaviour, or economic behaviour, 
social attitudes, popular tastes, or other behavioural 
activities. More specifically, the investigator 
might be interested in how mass communications influence 
emotions, attitudes, cognitions, connations^ or 
some specific overt behaviour.
Therefore, there are several dimensions upon which mass 
communication effects can be conceptualized. Specifying 
the perspectives is essential in order to identify the 
methodologies, formulations and theories related to the
category under study.
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II. SPECIFIC COMMUNICATION EFFECTS
The emphasis in this study is not on effects of mass 
communications as a whole, but on specific effects of 
specific mass communications. The latter is usually 
referred to as studies of communication "effectiveness".
While the term 'effects of mass communications' is used 
to point to all the possible consequences of exposure 
to mass communications (direct or indirect), effective­
ness will refer to the study of specific consequences 
designed and planned for by the investigator. Communi­
cations effectiveness covers the situation when there 
is a specific intention, objective or goal set to be 
realized as a result of exposure to a communication.
(Gerbner, 1967; Roberts, 1971)*
The majority of researchers on mass communication effectsout
have stressed that enough research has been carried^on the 
effectiveness of specific communications and that more 
attention should be directed towards more complex long- 
range societal effects of mass communications (McGuire, 1969; 
Schramm, 1973^ UNESCO, 1970; Weiss, 1971; Davison,
Boylan & Yu, 1977), plus several others.
Still the effectiveness of specific mass communications 
is dwelt upon as the principal topic of this thesis.
Besides the obvious reason for this choice, in that an 
atteinpi is made to modify female pupils ' attitudes and 
behaviour towards nursing, there is a deeper theoretical 
basis involved. The thesis attempts to re-examine the 
assumption of the negligible ability of mass communications 
to change attitudes in information and persuasion campaigns. 
Adding to this is the fact that the research has been 
carried,^in a developing country, where the role of the 
media differs greatly from that of the industrialized 
nations. It is more vital in an underdeveloped country 
to direct the research where it is most needed and that
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is in national development. The practical application of 
mass communication research for educating, informing, and 
modifying behaviour is more compelling.
The report presented by UNESCO (1970) in Paris on mass 
media and society: the need for research,supports this 
view. I quote;
"In developing countries the mass media are 
an integral part of national development, 
inedeed they have a leadership role to play 
in this field. Therefore, the primary concern 
of the researcher for some time to come will be 
to relate communication to nation-building.
Subjects to be taken for continuing study will 
include: the promotion of national unity,
the role of communication in developmental 
campaigns relating to agriculture, health, 
education, family planning, adult literacy, etc."
(UNESCO, 1970)
In retrospect, a summary is presented of how this research 
is structuredin relation to the dimensions of effects dis­
cussed earlier.
1. METHODOLOGICAL DIMENSION: Controlled field study
2. AUDIENCE DIMENSION: Individual adolescent female
pupils in a family group context
3, TIME DIMENSION: Short span programme
4. TYPE OF EFFECT DESIRED: I n formation/persuasion
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CHAPTER III
COMPONENTS OF EFFECTIVENESS OF COMMUNICATIONS
A. PERSUASIVE COMMUNICATIONS AND ATTITUDES
Persuasion always involves a communication process. The 
difference between a communication situation and a per­
suasive communication situation depends on the variable 
of the "intent" of the communicator.
The Random House dictionary (1967) stressed that persuasion 
always implies "... influencing someone's thoughts or 
actions", (p. 1076). Andersen (1971) further added that 
"persuasion is a communication process in which the commun­
icator seeks to elicit a desired response.” (p.6).
Bettinghaus (1973) maintained that, for a communication 
situation to be persuasive, it must involve, as a minimal 
condition, "a conscious attempt by one individual to change 
the attitudes, beliefs, or the behaviour of another indi­
vidual or group of individuals through the transmission of
some message." (p. 10).
It has to be emphasized that t . source of the persuasive 
communication does not necessarily have to be one individual 
but'^Veveral, and the flow of the message usually involves 
all the participants. In fact, all the variables that have 
been argued to be of significance in a communication process 
apply to a persuasive communication situation. The only 
distinction is in the characteristic that a persuasive 
communication involves a conscious attempt to change (besides 
other things) beliefs, attitudes or behaviour.
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It is the ability of the mass media to make this change 
in beliefs, attitudes or behaviour which is the main 
concern of this study. Before studying the controversy 
around this problem, it is vital to examine the components 
of effectiveness we are dealing with. The voluminous 
literature preclude the examination of all aspects related 
to the effectiveness of specific communications. The 
research literature will be studied from the perspective 
of three.'components of effectiveness : the cognitive, affect­
ive and connative dimensions of attitudes.
Why attitudes? The argument might arise. Why should we 
consider beliefs and attitudes when it seems more efficient 
to talk solely in terms of the observable action effects 
of persuasion? There are basically three reasons for con­
sidering attitudes in this text.
First of all, for a social scientist it is both interesting 
and useful to have a "conceptual bridge" between what an 
individual does and the cognitive and affective processes 
that lead him to do so.
Secondly, the assumption that the effects of a persuasive 
communication are always observable to an onlooker or 
researcher studying the situation does not, in fact, reflect 
a real-life persuasive communication situation. Let us 
consider an example presented by Bettinghaus (1973).
"Imagine an individual listening to a Black Power 
advocate. Before the speech, the listener declares 
flatly that he is opposed to the black power move­
ment. After hearing the speech, the listener says 
that he still cannot support the movement, but that 
the speaker ...is certainly dynamic, and a good 
spokesman for his cause. There was an effect, but 
it was not as positive as the speaker desired. 
Nevertheless, the change in the listener's statement
38
is an effect that can be traced to the speech, 
and is an effect in the direction of the speaker’s 
original intention. Such a change may not result 
in immediate differences in the way the listener 
acts toward black power movement, or towards blacks, 
but this initial effect could lead in future to 
positive behaviours on the part of the individual",
(P.l^  .)
This illustrates the reasons why the effects of a persuasive 
communication cannot be assessed merely in terms of changes 
in observable behavioural action only, especially not 
immediate observable behaviour. Other cognitive processes 
of change might have occurred and might be more relevant.
Finally, in the evaluation of a communication, it has to be 
accepted that the availability of data measuring overt behav­
ioural action, although ideal, is not always possible. In 
a natural field setting, difficulties in collecting this 
data and the expenses involved, are apparent.
However, although attitudes will be used, we will be very 
careful not to assume that attitude change can be substituted 
for, or is the cause of, behaviour change. The whole of 
this Chapter will be allocated to discussing this reservation
Attitudes
Several definitions of the attitude construct exists reflect­
ing diverse, sometimes conflicting, viewpoints about its 
conceptualization,
Gordon Allport described the concept of attitude as "the 
primary building stone in the edifice of social psychology", 
and defined it as "a mental and neural state of readiness, 
organized through experience, exerting a directive or dynamic
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influence upon the individual's response to all objects and 
situations with which it is related", (Allport, 1954, p.45). 
Rokeach (1966) added that an attitude is "a relatively 
enduring organization of beliefs about an object or situa­
tion predisposing one to respond in some preferrential 
manner," (p.529)
Whether attitudes are described as mental states or endur­
ing beliefs, it should be emphasized that they have to be 
inferred from some overt response. They are, as put by 
Schramm (1973), "hypothetical constructs" devised to 
clarify what happens in the "black box" between the communi­
cation and the response.
As attitudes are inferred, whether from physiological, verbal 
or behavioural responses, concepts have been developed to 
explain the existence of those inferred hypothetical 
constructs. De Fleur & Westie (1963) suggested two of those 
concepts known as "the probability" and "the latent process" 
constructs.
The probability construct basically maintained that atti­
tude responses are more or less consistent,
*
"TIb  attitude is an inferred property of the
responses, namely their consistency. Stated
in another way, attitude is equated with the
probability of recurrence of behaviour forms
of a given type or direction," (De Fleur & Westie, 1963,p.21)
Controversy has arisen as the result of describing attitudes 
as consistent responses in a specific direction, Fishbein 
(1975) argued that such a definition is ambiguous because 
the consistency of responses can be interpreted in a number 
of ways. He stressed that an attitude should be visualised 
in a more evaluative sense, concentrating on affective
consistency instead of response consistency, as the 
affective component is the one that best distinguishes 
between an attitude and another concept.
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The second construct referred to by De Fleur & Westie, 
the latent process construct, postulated "the operation 
of some hidden or hypothetical variable, functioning within 
the behaving individual, which shapes, acts upon,or 
'mediates' the observable behaviour. That is, the observ­
able organisation of behaviour is said to be 'due to', or 
can be 'explained by', the action of some mediating latent 
variable." In this sense, an attitude is regarded not as 
the response itself, nor the probability of the occurrence 
of the response, but "an intervening variable operating 
between the stimulus and response, and inferred from the 
overt behaviour". (De Fleur & Westie, 1963, p.21 )
While the probability concept makes no assumption regarding 
nature of attitude-behaviour consistency, the latent process construct, 
also known as the 'predispositions' construct, does imply 
an attitude-behaviour consistency. De Fleur & Westie 
explained that since both verbal and overt behavioural 
responses are supposedly mediated by the same underlying 
latent variable, attitude, responses of a specific kind, like 
verbal, should both show consistency over time and co-vary 
with other kinds of responses, like overt behaviour. It 
is this underlying assumption that brought up the criticism 
of this construct and added to the controversy around 
attitude-behaviour consistency. (This will be further 
discussed later in the text).
Nevertheless, this conceptualization of attitude is the most 
popular and is regarded as the main form in which attitudes 
are discussed in communication research.
Despite the diverse views, most investigators would probably 
accept the conceptualization of attitude as:
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"either mental readiness or implicit predispo­
sitions which exert some general and consistent 
influence on a fairly large class of evaluative 
responses. These responses are usually directed 
towards some object, person or group. In addi­
tion, attitudes are seen as enduring predispos­
itions but ones that are learned, rather than 
innate. Thus, momentarily transient, they are 
susceptible to change." (Zimbardo^Ebbesen, 1970, p.6)
To evaluate attitude change, a measurable entity of attitudes 
has to be identified. Therefore, the practical implications 
of the definition of attitudes are pointed out by them;
i Attitudes are learned, therefore all that is known about 
learning theory can be applied to the understanding of 
attitude formation and change. Investigations into past 
experiences, which determine the learning process, are 
consequentially reflected in the study of attitudes.
ii Attitudes are enduring predispositions, therefore it 
may be possible to produce long-lasting, rather than 
momentary, change in the various behavioural responses 
from which attitudes are inferred.
iii Attitudes are highly generalized predispositions, 
which implies that, by changing attitudes, it is 
possible to produce 'many' specific changes in overt 
behaviour.
In a further attempt to produce a practical solution to a 
highly theoretical concept, attitudes have generally been 
divided into three components:-
THE COGNITIVE COMPONENT: This refers to the intellectual 
content of the attitude dealing with factual knowledge, 
information and beliefs about an object, person, group of
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persons, or situation. It will be used in this study as 
the component measuring information acquisition.
THE AFFECTIVE COMPONENT: This reflects the aspect of 
attitude dealing with emotions, likes or dislikes and 
specifies the evaluative category regarding an object, 
person, group or situation.
THE BEHAVIOURAL or CONNATIVE COMPONENT: This reflects 
the actual overt action directed towards an object, person, 
group or situation, or the predisposition to action, ie. 
the behavioural intentions.
There are several variations to those three components, 
but whatever the distinctions in terminology, basically 
they all refer to the same perspectives.
Utilizing this practicAl approach to the definition, if it 
is assumed that attitudes are based on the three theoretical 
components of cognition, affection and . connation, then 
the objective of a persuasive communication would be to 
modify or change one, two, or all, those components in a 
predetermined direction by the transmission of a designed 
message.
However, the situation is not that straightforward. In 
measuring the effectiveness of persuasive communications, 
conflicting viewpoints emerged as to the necessity of 
using all those components in evaluation. Some researchers 
argued that, as evidence points out that very little assoc­
iation (if any) can be found among those components, eval­
uation should be directed strictly to overt behavioural 
measures. McGuire (1973), maintained that those components 
are basically a sequence of hypothetical mental stages 
which, it is assumed, a recipient passes through when being 
exposed to a persuasive communication. They are applied 
to "facilitate" the understanding of a persuasion model.
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Therefore, the question is not whether to use them in 
evaluating the effectiveness of a persuasive communication, 
but to find out at what level can the communication be 
regarded as effective. Further argument revolved
around the treatment of those components in a specific 
hierarchical fashion.
Therefore, if the three components of a persuasive commun­
ication: information acquisition, attitude change and 
behavioural change, are to be employed in the evaluation 
of a persuasive mass communication, several questions 
have to be examined.
a) How are the components related to each other, or 
more precisely, are they related?
b) How do the different levels reflecting those 
components measure the effectiveness of a communi­
cation?
Furthermore, when discussing the theoretical basis for 
persuasive communications, the question of the hierarchy- 
of-effects in relation to those components will be consid­
ered .
B. ASSOCIATION OF THE EFFECTIVENESS OF MASS COMMUNI­
CATIONS
How are the components of effectiveness of mass communica­
tions related to each other?
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I. INFORMATION VS. ATTITUDE AND BEHAVIOUR CONSISTENCY
Information and acquired knowledge, as measured by recall 
tests, have not always been found related to attitudes or 
behaviour. A large number of studies question the ability 
of cognitive measures to predict affect or behaviour 
towards an object, person or situation.
Haskins (1964), carried out thorough research to examine 
the problem. He first critically analysed some published 
advertising campaigns whose research techniques were 
sufficiently rigorous. For those studies which used sales 
as their criterion, one proved that awareness was related 
to increase in sales, but increase in knowledge was not.
As for the second one (the well-publicised ANPA-Harvard 
study. Bureau of Advertising, 1963) Haskins found that:
"product awareness was followd by changes in 
information and attitudes, but at any specific 
moment, none of these measures was related to 
sales." (P.4)
The other campaigns which had either attitudes, brand pref­
erence or intended purchase as their criteria, the results 
showed that awareness was always a necessary condition for 
effectiveness but learning of facts proved either to have 
no relationship to attitude changes, brand preference and 
intention to purchase, or - in one case - it produced a 
negative relationship to the criteria.
Haskins also searched into 21 communication research 
studies. This search covered the 1954-1963 editions of 
Psychological Abstracts and other pertinant sources. Almost 
all of the related examples were controlled experiments.
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Four of those studies dealt with the effectiveness of 
rational factual appeals vs. emotional affective appeals, 
and all showed emotional affective appeals to be more 
persuasive. (Hartman, 1936; Menfee & Gravenberg, 1940; 
Crockett, 1953; and McLeod, 1958).
The other seventeerl studies compared changes in knowledge 
or factual recall with concurrent changes in attitudes, 
behaviour or other indicators assumed to be valid criteria 
of message effectiveness. Of those seventeen, two studies 
showed a positive relationship between changes in knowledge 
(recall) and the criterion. (Leslie & Berry, 1953; Green, 
1954). Two showed a negative relationship between know­
ledge (recall) and the criterion. (Cooper & Dinerman, 1951; 
Belson, 1956).
The other thirteen studies, Haskins quoted, showed little 
or no relationship. He explained that, although they varied 
in subject matter, methodology and communication techniques, 
they all had one thing in common; "they showed no relation­
ship between what a person learned, knew or recalled on one 
hand, and what he did or how he felt on the other". He 
concluded that "the teaching and learning of factual infor­
mation was not related to attitudes or behaviour", (p.6).
Some examples of those studies include Hovland (1949);
Lawton & Goldman(1961)•
These examples can be found in Haskins analysed in detail. 
Similar conclusions to Haskins have been advocated by 
Greenwald (1968) and Wright (1972).
However, although research in the majority of cases indicates 
that factual information is not necessarily related to 
influence in attitudes or behaviour, the cognitive measure 
is still used in the evaluation of most persuasive communi­
cations.
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Some researchers argue that the inconsistency in find­
ings may probably be due to methodological shortcomings. 
Recall tests, which are usually used by advertisers to 
measure comprehension, may not necessarily reflect the 
understanding of the recipients to the message. They 
concentrate more on specific details than overall con­
clusions and basic arguments. Other possibilities are 
that factual information may be relevant depending on 
familiarity of the recipient with the object of infor­
mation (facts may be more effective with new concepts.)
There are several other variables related to the persua­
sive communication process that could account for this 
inconsistency. For instance, the manner of presentation 
of the issue has been found to create some difficulties 
in the understanding and comprehension of the objectives 
being propagated as exemplified by studies carried by 
Belson (1956), Lazarsfeld (1948), and Bogart (1957).
Another highly plausible rationale for the apparent con­
tradictory findings could be due to the relationship of 
the content to peoples pre-existing attitudes and values 
and their ego defensiveness. People have been found to 
misunderstand the conclusions of a message if their pre­
existing attitudes were unfavourable to it. (Cooper & 
Jahoda, 1947; Vidmar &. Rokeach, 1974). This creates 
inconcisistency between the elements.
Moreover, in rural sociology. Sizer Porter (1960) and 
Hobbs (1960) showed that the greater the amount of know­
ledge about an innovation, the more likely was its adop­
tion, KivliJi & Fliegel (1967) further proved that the 
way the innovation is perceived, its cost, convenience 
and risk are directly related to adoption.
Therefore,- in conclusion, caution has to be taken not 
to generalize the results of information change to
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II. ATTITUDE - BEHAVIOUR CONSISTENCY
To what extent does affect (feelings, emotions, likes 
and dislikes, towards an object, person or situation) 
show consistency with how an individual actually behaves?
Research points to a controversy regarding the relationship 
between attitudes, as they have been traditionally measured, 
and actual behaviour. The majority of research points 
towards anon-relationship, or a very weak one.
The widely quoted study of La Pierre (1934) which concluded 
that no relationship of any kind was observed, could be 
regarded as the starting basis for this controversy. In the 
early 1930's, when there existed considerable hostile feelings 
towards Orientals, La Pierre travelled in a car with a 
Chinese couple around some of the States in America. They 
stopped at 66 hotels and motor inns and 184 restaurants, and 
were refused service only once. Six months later. La Pierre 
sent letters to each of the hotels, inns and restaurants 
they visited, as well as to a control group of similar 
establishments which they have not visited. The question 
was whether they would provide service for Chinese guests.
Only 128 of those he wrote to answered, and of those 92% 
indicated that they do not and would not accept Chinese as 
guests (some of them did so only a few months ago).
Other studies found similar results. Kutner, Wilkins &
Yarrow (1952) carried their research on negroes as subjects 
visiting restaurants, while Minard (1952) analysed the 
relationship of white and black workers in the Pocahontas
coalfields.
As early as 1946, the statistician McNemar questioned the 
validity of attitude measurements. He pointed out that the 
degree of relationship between overt non-verbal and verbal
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behaviour is not known and is of little interest to most 
investigators.
Festinger (1964) carried out thorough research to investi­
gate this relationship and concluded that he could find 
only three controlled studies in which attitude change had 
been shown to predict behaviour.
More recently, Wicker (1969) made a review of studies re­
garding minority groups and found little correspondence 
between the variables measuring attitudes and those measur­
ing behaviour; he added that in fact several cases showed 
reversals of the expected relationships. As a conclusion 
to his search of the entire literature on attitude change 
and overt action, he stated:
"the present review provides little evidence of 
the postulated existence of stable underlying 
attitudes within the individual which influences 
both his verbal expression and his actions. (P«6)
In a more applied sphere, Vroom (1964) pointed out that 
"Job attitudes have only a slight and often insignificant 
relationship" with Job performance and absences from work. 
And in family planning surveys, Schramm (197$)^ reported 
that it was found that while 70 percent of the respondents 
expressed favourable attitudes towards family planning 
and contraception. Just below 15 percent of them eventually 
did go to the clinics for treatment or materials.
If so much research points to the insignificance of attit­
udes as predictors of behaviour, what can be said about the 
validity of the thousands of studies using attitudes as 
their criteria of effectiveness?
There are several ways oi answering this question
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One way is by reviewing the studies that showed inconsis­
tencies and critically analysing them. For instance,
Campbell (1963) argued that La Pierre's study involved 
two different situations with differing "thresholds"; 
mainly that it is far more difficult to refuse to accom­
odate, or serve, a well-dressed Chinese couple who speak 
fluent English in a face-to-face setting than to state a 
refusal of accommodation or service in a letter for the 
Chinese as a people. Campbell stressed that La Pierre's 
study has no relevance as far as the problem of inconsist­
ency is concerned. He pointed out that inconsistency would 
be a valid observation if those who had refused in a face- 
to-face setting accepted by questionnaire, or those who 
accepted by questionnaire refused in a face-to-face setting.
Studies that support Campbell's arguments include Leventhal, 
Singer & Jones, (1965); Naidoo (1966).
Another way of attempting to explain the problem is by 
analysing the factors that could be contributing to this
inconsistency.
Some researchers argued that there are many attitudes rele­
vant to any given behaviour, and a single attitude may appear 
inconsistent because other attitudes (maybe more pertinent) 
have not been considered. (Cook & Sellitz, 1964; Insko
Se Schopler, 1967).
Insko & Schopler (1967) also added that some attitudes may 
not show corresponding behaviour because opportunities for 
the behaviour do not arise.
Moreover, a large number of writers maintained that many 
instances of inconsistency may have been due to the fact 
that the stimulus in verbal response situations tends to be 
general, while the stimulus in overt behavioural response
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tends to be specific. (Chein, 1948; Dollard, 1949; Cook 
& Sellitz, 1964; Fishbein, 1975).
Social pressures in situational contexts have also been 
quoted as pertinent factors in the explanation of incon­
sistencies.
Hyman (1949) suggested that the inconsistencies could be 
due to two factors:
(1) when the verbal responses are obtained anonymously 
and the subject does not have to stand up for them;
(2) when the behavioural responses are taken in a situ­
ation where the subject is under the influence of 
group pressures.
Hovland (1959) seemed to confirm the above suggestion when 
attempting to explain why it is easier to achieve a communi­
cation effect in the laboratory than in the field. He 
stressed that in the field there are social pressures, 
competing messages and actions, and other constraints that 
are not present in the private laboratory. Schramm (1973)’' 
also emphasizes the difficulty of constraints on social 
actions in contrast to private answers to questions.
Kiesler et al (1969) examined the inconsistency by pointing 
to the problem of norms and expectations in the social 
context. They explained that, when behaving in a self 
response manner, some attitudes are salient, but when one 
is in a different social situation other attitudes might
be salient. They wrote:
"normative differences from one environment to 
another are so large that behaviours are not 
always correlated with behaviours, and attitudes 
are not always correlated with attitudes.
We will not find a high correlation between 
attitude and behaviour if situational pressures
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substantially contribute to the observed 
behaviour - and they always do." (pps. 29 - 30)
Another point of relevance is that quite a large number of 
the studies that show inconsistencies reflect situations 
where there exists conflicts between the attitude and the 
consequences of a specific act, like labourer's fear of his 
employer (Dollard, 1949), or restaurant owners' fear of 
prosecution for racial discrimination (Kutner et al* . 1 9 5 2 ) How­
ever, when conflicts between attitude and norms are not 
present, attitudes could be argued to be fair predictors 
of behaviour. Examples include work on consumer behaviour 
(NBC Hofstra television study, 1950; Katona 1960).
Gross 8t Niman (1975) who presented a critical review of the 
attitude-behaviour consistency problem suggested that the 
factors contributing to this inconsistency can be categorized 
under personal, situational and methodological ones. More­
over, most studies indicate that the variance from situations 
is greater than the variance from individual differences. 
Knowledge of situational differences tended to produce better 
predictions of individual's behaviour than knowledge of 
individual differences. They presented a general postulate 
regarding situational influences on attitude-behaviour 
relationships as follows:
"The more similar the situations in which verbal 
and overt behavioural responses are obtained, the 
stronger will be the attitude behaviour relation­
ship. Situational factors may be thought of as 
potentially significant dimensions along which 
environment can vary from the highly similar 
to the highly dissimilar." (p. 366).
In addition to the situational factors, obviously, there are 
a number of methodological factors that may be regarded as
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contributors to this inconsistency. Tittle & Hill (1967) 
found that results of this inconsistency vary on the basis 
of the attitude measure used, the behaviour criterion 
chosen, and the circumstances surrounding the behaviour 
criterion. Upon the review of fiteen studies, they 
reported that when the attitude measure was a "multi-item 
instrument" and the behavioural criterion chosen consisted 
of "patterned behaviour occurring under usual circumstances", 
the correspondence between attitude and behaviour was 
relatively high (.60 and above) in three out offour studies. 
However, when the attitude measure was a single question 
(hypothetical or stereotyped), and the behavioural criterion 
was a single act or series of acts, but occurring under 
unnatural circumstances, the consistency was low (.35 and 
below). Moderate correspondence (.35 to ,59) was reported 
in two of the studies analysed where the attitude measure 
of a multi-dimension type, but the behavioural criterion 
was that of a single act occurring under unusual circumstances. 
Tittle 8t Hill concluded that numerous applications are needed 
to build up additional evidence for those findings, as 
measurement instruments are subject to various random errors.
Kiesler et al (1969) also outlined a number of methodological 
problems related to this problem of inconsistency. They are
as follows:
1. Reliability:
The predictive validity of a measuring instrument 
will be lowered if it includes ambiguous test items.
2. Item Difficulty:
Even if the measuring instruments do produce reliable 
measurements for both attitudes and behaviour, they 
may fail to correlate because they make discriminations 




Behavioural measures of attitude usually have few 
discriminations along the attitude continuum, while 
on the other hand, most written measures make 
numerous discriminations along the attitude continuum. 
A small difference in attitude detected by the written 
measure would become obscured by the broad categor­
ization of the behavioural measure,
4. Factor Structure of Attitude & Behaviour Syndrome: 
Referring to a study carried by Triandis (1964), 
Kiesler et al maintained that factor analysis of 
attitudes, personality traits and mental abilities 
did not succeed in confirming intuitive notions, 
of which items should "hang together" in a single 
syndrome. Still, although intuition may be in­
correct, this does not necessarily mean that there 
is a general failure of attitudes to have any 
relationship to behaviour.
Another way of examining the inconsistency problem is to 
look at non-attitudinal aspects of response. Triandis 
(1971), in an attempt to contribute a practical application 




(d) expectancies about reinforcement.
He argued that, when all four factors are consistent, there 
should be a higher consistency between attitude and behaviour 
than when they are inconsistent. He maintained;
"behaviour is not only determined by what people 
would like to do, but also what they think they
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should do; that is social norms, by what they 
usually have done - that is, habits - and by the 
expected consequences of the behaviour." (p. 14).
This suggestion was tested by Sugar (1967), who found that 
attitude alone did not predict behaviour (in this case, 
smoking), but attitudes together with norms and habits did.
Another practical way of going around the problem is to 
attempt to measure not only the person's attitude towards 
an object, but also his attitudes towards the situation 
in which the object is likely to be encountered (Rockeach, 
1966; Fishbein, 1969).
Some researchers, who have shown pessimism about the 
ability of verbal attitude measures to predict behaviour, 
have argued for the use of unobtrusive m e a s u r e s (Green, 1954).
However, the controversy about attitude behaviour consistency 
is not yet settled. There are still some analysts who argue 
that there are several methodological and measurement devices 
which might present a better predictive ability which have 
not yet been used and tested (Tittle & Hill, 1967).
Gross 8c Niman (1975) added that all the studies they have 
reviewed did not utilize repeated measures of an attitude 
toward a situation,and repeated measures of an overt non­
verbal behaviour in that situation. Methodological strategies 
of this type might aid in a better predictive ability of
attitude and behaviour.
Attitudes are still widely used by social scientists as a 
measure of effectiveness of communication. Perhaps, it 
is wise to use them, like the social learning theorists, 
as a class of behaviour on their own - specifying the 
verbal dimension. Thip way, one would avoid the problem
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of generalizing the verbal to the non-verbal classes of 
behaviour.
Schramm (1973)^ word of warning in this context, argued 
that although attitudes are used and will always be used:
"we must be very cautious about assuming that 
any given communication effect measured in 
verbal attitudes is necessarily a predictor 
of action, or that any attitude changes are 
necessarily socially significant," (p. 220),
C. LEVELS OF EFFECTIVENESS OF MASS COMMUNICATIONS
How can the different levels of the components he used 
to evaluate the effectiveness of a communication?
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Some researchers argue that the most efficient way of 
evaluating a communication is to measure overt behavioural 
change only; however, this is not always regarded as 
the ideal way in all situations. If no overt behavioural 
change occurred, it cannot be assumed that the communication
was not effective.
All communications, no matter how insignificant, will leave 
some sort of mark on the receiver. Schramm (1973) likened 
the effect to calcareous water dripping on a stalagmite. 
Occasionally a drop leaves an especially large deposit, 
but generally it merely contributes to the imperceptible 
growth of the spur. Almost all investigators would agree 
that a large part of the effect of any communication is 
hidden inside the human brain. Schramm wrote:
"the main effect communication has on us is 
in the pictures in our head, our cognitive 
maps of the environment, our images of ourselves, 
the beliefs and values we have accepted and are 
prepared to defend, the evaluations we have made 
of our relationships to individuals and groups - 
in other words, the translation of experience 
we have stored away in central nervous system." (p. 194)
Therefore, the approach of simply looking lor change in overt 
behavioural action when evaluating communications is very 
limited. There are several levels at which effectiveness 
can be measured, and considering them all gives a more 
thorough understanding of the process.
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McGuire (1973) suggested six behavioural steps that he 
maintained were necessary in attempting to understand 
how a persuasive communication could be evaluated. These 
steps, he contended, were the "dependent variables" of a 
communication intended to persuade; they were all measurable 








In this section, three main levels of effects will be con­
sidered, each  ^ ^ number of steps in itself, the
attention level, the intermediary level and the action level. 
A brief description of their importance in relation to the 
evaluation of the effectiveness of a persuasive communication
is presented here.
It is important to stress here that the levels which will be 
described do not necessarily portray the way influence occurs 
Attention does not necessarily precede learning and attitude 
change. One level is not strictly necessary for the other 
to occur, and there is no correct number of levels required.
A more thorough analysis, specifically in relation to the 
theoretical background of each level and the hierarchy of 
effects is examined in the following Chapters. All this 
Section does is present an exposition of those levels as 
to whether they are necessary, sufficient and useful for 
measuring the effectiveness of mass communications.
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I. THE ATTENTION LEVEL
The most elementary criterion in the evaluation of 
communications is that of general awareness. This 
effect refers to cognition in its broadest sense. 
Although this effect is sometimes regarded as one 
of the simplest criteria set forth, it is still 
regarded as important, as is reflected by the con­
siderable emphasis in advertising strategy on 
fostering brand awareness, and in politics where 
emphasis is put on the value to a candidate of 
being familiar as a name and person to the public.
However, presentation and awareness are not always 
directly related to attention, which some regard 
as the next logical step in the evaluation of a comm- 
uuicjftion process. Considering the complexity of the 
principles involved for an individual to turn and 
sustain his attention to a set of stimuli, this action 
in itself, if it occurs, has to be regarded as a vital 
criterion of communication effectiveness,
Cartwright (1949) stressed that the first prerequisite 
for influencing behaviour is that the message should 
reach the sense organs of the individual to be per­
suaded. Schramm (1973)^ added that, if attention is 
sustained over a certain period of time, some sort 
Qf effect is inevitable. Two of McGuire's six behav­
ioural steps fall under this level; presentation and
attention.
Presentation
The first necessary step in any persuasive communication 
situation. There are a number of scholars who consider 
this early step as sufficient in itself as a measure 
of coimnunication effectiveness. Some advertisers 
allocate large sums of money simply to buy advertising
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time or space. Another example are scholars who 
regard content analysis of programmes as a sufficient 
means of explaining how the programmes could be effect­
ive. Some studies on violence in the media and its 
relationship to potential aggressive behaviour depend 
on this type of analysis.
Still, the majority of researchers agree that present­
ation of a message is a necessary, but not sufficient, 
means of measuring the effectiveness of a communication, 
Other measures are necessary.
1 1 . Attention
Some evaluators argue that, in order to be influenced 
by a message, the recipient must have attended to it. 
Other analysts strongly contend that this is not nec­
essarily true. Believers in subception and the effect­
iveness of subliminal presentation stress that there 
are marginal cases in which a person might be persuaded 
by a communication or aspects of it which he is not 
aware of, or has not carefully attended to. The point 
is not whether attention is a prerequisite for influence, 
but whether it is a useful and necessary step for 
measuring the communication effectiveness.
Some advertisers would go as far as considering this 
step as sufficient in itself. 'Recognition tests', 
which are used by them to measure this level, have 
been regarded by some as effective means of evaluating 
a communication.
However, not all evaluators would stop at this level.
It can be argued that even if a communication is 
physically available, this does not necessarily mean 
that the individual involved is aware of its presence.
If one assumes that the individual is generally aware
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of the presence of the communication, again this does 
not necessarily mean that he paid sufficient atten­
tion to it.
If the individual did pay considerable attention to 
the communication, all that the investigator can con­
clude is that attention has been sustained for a 
certain period of time.
Therefore, although the attention level is necessary 
and useful, it is not sufficient in itself. The 
majority of researchers emphasize the importance of 
the use of other measures to evaluate the effectiveness 
of a persuasive communication.
II. THE INTERMEDIARY LEVEL
The steps related to the attention level cannot be 
regarded as the sole criteria for evaluating communi­
cation effectiveness. The increment in information, 
the change in attitudes and thé retention of this 
increment and change are also vital elements.
Three behavioural steps can be included in this level: 
comprehension, acceptance (yielding) and retention.
i. Comprehension
A cognitive approach would contend that the recipient 
is more likely to be influenced if he (she) comprehends 
the contents of the communication put forward, specif­
ically the conclusions being urged and the arguments 
for those conclusions. However, experimental evidence 
does not always support this assumption. In fact.
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some researchers even stress that attention and 
comprehension of specific details of the message 
are counterproductive to the persuasive objective 
of communication as a whole. (McGuire, 1969). 
Experiments on fear arousing communications point 
to this phenomenon as well. (Janis & Terwilleger 
1962). Comprehension does not stand only for the 
understanding of the message (in the literal sense) 
but also the interpretation of the contents as it 
fits the recipients frame-of-reference. Therefore, 
it is not surprising to find conflicting results 
regarding comprehension and conviction.
To enhance the comprehensibility of a message, Triandis 
(1971) presented a number of suggestions. He argued, 
if the source knows the audience he is addressing, 
and if the message is clear, understandable to that 
particular audience, fits into their frame-of-reference 
and doesn't bring up their defences; if the channel 
allows the audience to proceed at their own pace and 
obtain further clarification, the effectiveness of the 
communication will be greatly enhanced.
Comprehension, on its own, is considered as a vital step 
in the evaluation of effectiveness of communications, 
but, the only generalization that can be made from this 
level is that the individual involved understood the 
message. Comprehension does not necessarily mean con­
viction, and therefore, for an overall evaluation of a 
persuasive communication, further steps would be nece­
ssary.
ii._____ Acceptance and conviction - "yielding"
This step is the one at which most evaluations of 
effectiveness stop. It is usually measured by a self- 
reported questionnaire about the recipient's verbal
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opinion, agreement or disagreement with the message 
propagated. It is usually conducted directly after 
exposure and is compared in conjunction with a control 
group or the recipients' previous position before 
exposure. The majority of researchers conclude the 
effectiveness of the programme at this level, as it 
is the most practical and convenient to measure and 
obtain.
However, there is still a lot of conflicting view­
points regarding the use of this level as the measure 
of effectiveness of a communication.
McGuire (1973) argued that, although this is a very 
crucial aspect of the persuasion process, it should 
not be regarded as the final. It is an oversimpli­
fication as variables positively correlated to yielding 
might be negatively correlated to other steps in the 
persuasion process. He maintained that usually an 
obvious and blatant message is better for comprehension 
but might be counterproductive to conviction and accept­
ance. On the other hand, a subtle and disguised message 
could be better for yielding while obliterating compre­
hension.
Most researchers argue that it is vital at this stage 
to set down the criteria required for effectiveness: 
comprehension or yielding?
Again, acceptance of a message can only be used in its 
literal sense. It is very difficult to generalize from 
this step to overt action without getting into serious 
problems, as explained in the section on attitude- 
behaviour consistency, discussed earlier. This is the 




This step reflects the situation where, if increment 
in knowledge or change in attitude has occurred, it 
persists over a longer period of time than simply at 
the point in time directly after exposure. It over­
comes the limitation associated to the measure of 
opinion directly after exposure in relation to the 
generalization of results. If the objective of a 
persuasive message is for a lasting increment or change, 
then the measure of retention over an extended period 
of time is vital.
Some advertisers employ this step as the final step of 
evaluation and use it as a measure of connation. For 
example, the intention to purchase a product is measured 
not only directly after an advertisement is exhibited, 
but in a supermarket situation at a later stage.
The measurement of persistance of change over a period of 
time has been backed with varied results. Some experi­
menters have found resistance to decay to range over a 
period of months. Hall (1938); some as little as one 
week, McGuire (1969). Of course, temporal decay of 
change depends very much on the communication situation 
and the target audience.
Still, it can be argued that, if increment in knowledge 
and change in attitude lasts over a period of time, this 
measure of retention is one valid step further in eval­
uating the effectiveness of the communication.
Before referring to the final level of analysis, it is 
vital to put the measurement of effects at the attention 
level and intermediary level into a clearer perspective.
The effects at those levels are not directly observable 
but inferred from written responses. Roberts (1971)
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called them "primary effects" and explained that:
"they occur at the level of the image 
a receiver has organised inside the 
'black box', so to speak, while we make 
inferences about communication effects 
based on the receiver's behaviour, the 
true effect of a message may be more or 
less subtle, far-reaching and more complex 
than any observable measure can indicate."
(p. 363)
Therefore the study of effects at the levels of selec­
tion, comprehension, inner confirmation and change are 
vital in that they help the evaluator to comprehend, 
as clearly as possible, what could have happened as a 
result of the communication. However, one prerequisite 
and necessity for measurement at those levels is the use 
of "multiple indicators", to enhance validity. This, 
however, should not blind the evaluator from assessing 
the overall effect or overlooking some other possible 
effects not measured, and not accounted for. More­
over, caution should be taken when generalizations are 
made of the effects at those levels.
III. THE ACTION LEVEL
In any applied research, the effectiveness of a per­
suasive communication is measured in terms of overt 
behavioural action. Advertising campaigns, public 
health campaigns, political campaigns, rural innova­
tion campaigns, social reform campaigns - all have 
change in overt behaviour as their goal. However, 
it is not always possible or easy to reach this goal 
directly after exposure to a communication.
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Some responses may not be activated at once, but 
after the lapse of a considerable period of time 
from the instance of exposure. This phenomenon of 
"delayed action effect" has been verified by several 
experiments. (Hovland, Lumsdaine & Sheffield, 1949; 
Hovland 8e Weiss, 1951; McGuire, 1960; Papgeorgis,
1963).
Another possibility is that the overt action response 
may occur in the opposite direction of the one prop­
agated by the communicator.
A further possibility is that the overt action response 
was imminent, but waiting for the right circumstances 
to occur, or it has been retarded by a number of temp­
orary obstacles.
Those, and many other possibilities, have to be consid­
ered before a "no effect" is branded upon a communication 
if no overt action response followed it immediately.
Conclusion
The most important point to note in the evaluation of the 
effectiveness of a persuasive communication is the delinea­
tion of the objectives. If the sole objective of a persuasive 
campaign is some specific overt behavioural action, then 
probably it would not be necessary to study any other element 
at the prelinary steps of effectiveness.
However, most researches are not only interested in the 
practical aspect of a campaign but also the theoretical one. 
This is probably the reason why a large number of campaigns 
study preliminary steps of effectiveness of a communication.
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Still, the limitations of those preliminary steps in 
predicting the final ones, and the importance of the 
use of multiple indicators to ensure validity of 
measurement are widely accepted in the evaluation 
process.
To emphasize the importance of the setting up of clear 
objectives, an example is presented from the study of 
Martin (1971) regarding the effectiveness of international 
propaganda. Martin maintained that, in the above context, 
there are two basic processes involved in communications: 
facilitative and persuasive communication. He explained:
"facilitative communication begins with input and 
ends with exposure. With exposure, the process 
has been completed. The line of communication is 
open and that is its sole purpose.” (p. 165)
Effectiveness in this case is achieved once a single contact 
is made. On the other hand, the second process, which involves 
persuasive communication BEGINS with awareness. In this con­
text, awareness which is crucial for persuasive communication 
is not necessary for facilitative communication. Martin 
emphasized that it has to be realized that the jump from 
simple exposure to awareness is a big step, because it moves 
from "the physical plane to the intellectual”.
The following Chapters are allocated to analysing the com­
plexity of the psychological factors involved, as this 
” jump” from the physical availability of a communication 
to awareness, sustained attention, comprehension, conviction, 
and behavioural actions takes place. The theoretical con­




THEORIES AND MODELS OF MASS COMMUNICATION EFFECTS
A, THE ATTENTION EFFECT
What are the variables that determine the Jump from the 
physical availability of a communication to exposure and 
awareness? Why do these variables exist, and what is 
the motivation behind them? The answer mainly lies in 
the understanding of the characteristics of the audience 
of a communication situation.
Selective exposure and attention, selective perception, 
selective retention and recall are all concepts based 
on the principle of regarding the role of an audience 
as active and 'mediating' in a communication process. 
Sustained attention to a communication is regarded as 
one of the most important variables in the designing of 
effective media campaigns (if not 'the' most important).
This chapter will trace the steps of the selectivity 
aspect of attention, perception and retention, and discuss 
the motivation behind it. We shall present the evidence 
supporting the existence of perhaps the foremost 'obstacle' 
in the way of a successful media campaign: selectivity.
1. SELECTIVITY
(a) Selective Exposure (Attention)
Sears & Freedman (1971) defined selective exposure 
as "any systematic bias in audience composition" 
(p. 211).
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Social science researchers have thoroughly explored 
the fact that some people pay attention to certain 
communications and ignore others, and vice versa.
Hyman & Sheatsley (1947) maintained that one of the 
reasons for the failure of information campaigns is 
selective exposure. Lazarsfeld, BerelsonSi Gaudet 
(1948) reported that the only possible explanations 
to their findings that a political campaign mainly 
activates and reinforces the predispositions and 
pre-existing preferences of the population is the 
principle of selective exposure. To reduce disson­
ance, according to Festinger's cognitive dissonance 
theory, selective exposure is regarded as a prime 
mechanism and plays a vital role (Festinger, 1957). 
Schramm and Carter (1959) found that a twenty four 
hour appeal for votes staged by a Republican 
Senatorial Candidate drew twice as much Republican 
viewers as Democrats.
Hovland (1959) stated that experimental psychologists 
and survey researches alike agree that laboratory and 
field studies of mass communications often come to 
quite different conclusions, mostly because of 
selective exposure. McGuire (1964) based an 
extensive programme of research on immunization 
against persuasion on the assumption that people 
are often unacquainted with counter propaganda because 
of selective exposure.
Davidson, Boylan & Yu (1976) explained that selective 
exposure could involve both active information seek­
ing and avoidance of information. This suggestion 
posits a motivational basis for selective exposure. 
Several hypotheses and conceptualizations have been 
brought up to explain the possible motivational
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drive behind selective exposure. Those same moti­
vations (which will be examined fully later) have 
also been referred to when describing the reasons 
behind the next logical step in the attention 
process: selective perception.
(b) Selective Perception.
Travers (1964), Hsia (1968) and others have empha­
sized that the central nervous system can apparently 
handle only a small part of the information that 
the sense receptors and the peripheral nervous 
system are capable of receiving.
Jacobson (1951), Travers & Bosco (1967) and others 
have measured the human capacity to process sensory 
information in various ways and produced diverse 
results. However, they all agreed that this human 
capacity is much less than the amount of information 
available to the channel. For example, Jacobson (1951) 
estimated that the input channel can handle only one 
percent of the information taken in by the ear. This 
points to the fact that some mechanism of selection 
has to exist beyond selective exposure.
After an individual has directed his attention to a 
set of incoming stimuli, he organizes what appears 
to him to be the meaning of this communication in 
accordance to his own background, experience and 
expectations.
Selective perception has usually been used to mean 
that "some elements in the available information are 
emphasized more than others, some are rejected 
entirely and some or all are reinterpreted to fit into 
the frame-of-reference of the receiver" (Schramm 
1973^ , P. 122).
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The human need to organize information is a character­
istic widely studiedjwhether the individual is trying 
to see a figure from a pattern of dots, or visualize 
a picture from an inkblot or classify a person from 
first impressions, or understand a new idea by 
referring it to existing knowledge; he is always 
attempting to interpret the cues impinging upon him 
in an understandable way.
Some researches would further argue that individuals 
do not see only what they expect to see, depending 
on their background, experience, values and expect­
ations, but also what they "want" to see. This claim 
which argues that selective perception is, in fact, 
motivated perception, has been supported by a wealth 
of evidence. What this claim suggests is that 
perception - in particular, ease of perception, but 
also the interpretation of ambiguous percepts - may 
be influenced by needs and values of the perceiver in 
such a way that perception of related stimuli is 
enhanced; also, when threatening stimuli are present, 
their perception may be "warded off" - a phenomenon 
commonly termed "perceptual defense or closure."
Although this claim does not go without criticism 
(see Howes & Solomon, 1950), in mass communication 
research, it is an accepted possible explanation for 
selective perception, Davison, Bowlan & Yu (1976) 
defined selective perception as the "ability to 
avoid perceiving dissonant information while absorb­
ing ideas that we agree with" (p. 135).
Schramm (1973)^ summarized the selective perception 
process by his statement: "we select against a back­
ground of our needs, we perceive personal character­
istics, relevant group relationships, values and 
beliefs. We interpret cues, once they are selected.
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to fit as comfortably and usefully as possible” (p, 122).
The experimental evidence backing those propositions 
is enormous.
In the famous Mr. Biggot study, Kendall & Wolf (1949) 
found that prejudiced people completely missed the point 
of the anti-prejudice cartoons by reporting that the C 
tooAS actually supported "their point of view".
In the political sphere, Berelson,Lazarsfeld & McPhee(l95^) 
found that people who are in disagreement with the 
stand of their own candidate on an issue are more 
likely to claim that they do not know what their 
candidate's position is, as compared to those people 
who are in actual agreement with the position.
Furthermore, they added that although the evidence is 
not strong,"they have found that, when both 
candidates' views are unclear, people tend to see 
their preferred candidate's views on an issue as 
similar, and the nonpreferred one as dissimilar to 
themselves.
Researchers studying the 1970 Gubernatorial races in 
Wisconsin and Colorado found that most voters saw the 
televised spots of both candidates, but they gave 
closer attention to the publicity of the candidate 
they favoured and, as a result, learned more about 
this candidate than about the other one. (Atkin et al, 
1973).
Many communication theorists have argued that people 
love redundancy and like to expose themselves to 
arguments with which they already agree and avoid 
discrepant information (Allport & Postman, 195^; 
Cooper & Jahoda, 1947; Hastrof & Cantil 1954; and 
others). Still, there seems to be an equal amount
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of evidence arguing that people do seek out surprising 
and discrepant information (McGuire, 1969; Mills, 1968; 
Sears, 1968), (This controversy will be discussed 
further when examining the motivations for selection.)
However, the point that has to be stressed here is 
that selective perception is an intervening variable 
in the communication process and some regard it as an 
"obstacle" in the way of effective mass communications 
(Klapper, 1949).
(c) Selective retention and recall
As time passes, what was originally perceived and 
learned from a communication may be forgotten in 
part, or even whole, or undergo change in memory.
It is further argued that selectivity in retention 
and recall may also occur so that information dis­
cordant with the receiver's predispositions or needs 
may be more readily forgotten or eliminated than 
that which is congruent. (Hovland, Lumsdaine & 
Sheffield, 1949; Zimmerman & Bauer, 1956).
During the first Kennedy-Nixon debates. Carter (1962), 
using a true-false test, found that those who have 
claimed to have been interested in, and attentive to, 
the debate remembered both candidates' arguments 
equally well; however, among the less interested 
and attentive, correct recall was higher for the 
arguments of their own candidate than of the other. 
Correct recall was greater for those subjects who 
stated that both candidates presented effective 
arguments, next for those who said only their 
preferred candidate did, and least for those who 
said neither did. In fact. Carter pointed out 
that the latter group, not the preceding two,
74
showed biased recall in favour of their own candidate's 
arguments,
Sebald (cited in Katz & Feldman, 1962) found that 
college students were more likely to attribute political 
statements they disagreed with to the candidate they 
did not prefer, whereas statements they agreed with 
were more accurately assigned to the candidate who 
made them. In addition, when spontaneous recall was 
asked for, the students tended to remember their own 
candidate's statements with which they agreed, and 
the opposing candidate's statements with which they 
disagreed.
In presenting evidence for the existence of selectivity: 
whether exposure, perception, retention or recall, the 
mass media literature does not present clear-cut 
experimental findings for each exclusively. An 
experiment which is designed to measure selective 
perception, for instance, might inherently be measur­
ing selective exposure, retention and recall, as it 
is the verbal behaviour of the subject under study 
which determines the final measurement. Of course, 
there are studies which, being thoroughly controlled, 
account exclusively for one selectivity process.
However, in the majority of cases, all the selectivity 
processes operate together.
The argument, then, should continue from whether 
selectivity occurs, to why, and for what reasons.
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II. MOTIVATION FOR SELECTIVITY
Various theories have been advanced to explain the causes 
behind the selection process. It is assumed that a better 
understanding of the motivations involved would help in 
designing more effective campaigns by breaking through 
the defenses. It is important to express strongly that 
what will be described henceforth are suggested concept­
ualizations: much of what happens during a selection 
process depends very much on the individual involved, the 
context, the surroundings and several other variables.
A plausible explanation for the selection process could 
be Freud's "pleasure principle", but a more practical 
rule-of-thumb was put forth by Schramm (1973A If is what 
he called "the fraction of selection":
, .  ^ expectation of rewardprobability of selection = % f f o r t "-requifed---
He explained that, "at the time this was formulated, I was 
probably influenced by George K. Zipf's 'principle of least 
effort' which helps explain the wording of the bottom term.
I could just as easily have said something about availability. 
But like Zipf, I was impressed by the tendency of human 
behaviour, other things being equal, to flow into a path of 
minimum effort....Consequently, one can raise the probability 
of selection of a given communication, either by decreasing 
the lower term (the expected difficulty) or by increasing 
the upper term (expected reward). These are the individual 
assessments". (Schramm 1973^ , p. 107). As Schramm pointed 
out, this equation depends on individual assessment with 
differing rewards and effort levels involved. A more 
comprehensive explanation is necessary.
(a) Consistency Theories*
These theories are dominated by the notion of____________ _
*This title is taken from Davison, Boylan & Yu, 1976.
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"homeostasis" developed by Heider (1958), They cover 
such cognitive psychological aspects as Festinger's 
dissonance theory, Heider's balance theory, Osgood 
& Tannenbaum^s cogruity theory and others. Accord­
ing to this group of theories, people tend to 
consciously or subconsciously<choose and select from 
the endless amount of information hammered upon them 
those aspects, ideas and notions that are congruent 
and in harmony with their existing beliefs, values, 
attitudes and the way they have mapped the world.
For example, Barlettv ef (197^) reported that, 
during the Presidential campaign of 1972, researchers 
at the University of California designed an experiment 
to test whether Republicans and Democrats would each 
be more likely to open and read mailed material 
supporting their respective political opinions than 
to expose themselves to the opinions of the other party. 
The results strongly supported the "congruity hypothesis". 
Twice as many people who presumably expected to agree 
with what they found in the envelopes returned their 
postcards as those who did not expect to agree.
The theories also contend that people tend to ignore, 
dismiss and discharge, misunderstand and misinterpret 
- even forget - the communications that seem to be in 
conflict, "dissonant", with their existing outlook. 
Examples include Cooper & Jahuda (1947); Vidmar &
Rokeach (1974); Bartlett (1954); Kirkpatrick (1970); 
and Sherrod(1971-72),
People also tend to seek other alternatives if they 
happened to be in contact with some communication that 
was "dissonant" but which did not yet produce change 
in their outlook. They might seek reassurance by 
discussing their problem with other people who share 
their own beliefs and attitudes, or they might argue 
it out with themselves that the information is incorrect,
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insignificant and attach less weight to it. Examples 
include LazarsfeId,Berelson & Gaudet (1948); Kriesberg 
(1949).
Therefore, in summary, "people choose to expose them­
selves to information which is in accord with their 
existing ideas; they selectively give their attention 
to communications with which they expect to agree; and 
if they learn something which conflicts with their 
attitudes or values, they forget it, dismiss it as 
unimportant, or reinterpret it so as to minimize 
dissonance" (Davison, Boylan & Yu, 1976, p. 138).
There are several experimental studies that validate 
those theories, a more detailed analysis is found in 
Zajonc (1960).
However, those groups of theories did not always present 
sufficient explanation for the selection process.
There were instances when the principle of congruity 
did not hold.
In one laboratory experiment, a group of cigarette 
smokers were divided into those who believed there was 
a convincing link between smoking and lung cancer, and 
those who did not. They were then presented with two 
articles to read, one supporting smoking-cancer evidence, 
the other defying it, and were asked to choose to read one 
of them. It was found that most of them chose the 
article opposed to their existing standing and thus 
chose to expose themselves to dissonant information.
In another experiment, subjects were asked to put down 
an evaluation of a candidate (whom they knew about) and 
who was standing for some overseas assignment. They 
were presented with two evaluations, one in favour of 
the candidate and the other against, and were asked 
to choose one. In most cases, the subjects chose the 
article conflicting with their own standing (Sears &
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Freedman, 1967).
It is obvious that the existence of selectivity was agreed 
upon,but the explanation cf the motivation behind it is 
still arguable. Sears and Freedman carried out a 
thorough study questioning the applicability of the 
congruity principle in explaining selectivity. They 
reported that the literature on selective exposure has 
been unsatisfying partly because the term has been used 
in a confusing way. The correlation between attitudes 
and exposure have rarely been distinguished from an 
"active psychological preference for supportive 
information", although they may be referring to quite 
different aspects. They argued that, for attitudes 
to be an important cause of selective exposure, two 
criteria must be met in correlation studies
"1, The correlation must be well documented.
unIt should hold fairly^equivocally in most 
cases.
2, Attitudes should be better predictors of 
(i.e. correlate more highly with exposure 
than other variables," (p. 213).
Depending on those criteria. Sears & Freedman concluded 
that:-
2 .
The available evidence fails to indicate the 
presence of a general preference for supportive 
information. Five studies showed some preference 
for supportive information, eight showed no 
preference and five showed preference for non- 
supportive information.
Cognitive consistency theory, which poses to be 
the only systematic effort to explain the con­
ditions under which supportive information might 
be preferred, has failed to specify particular
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circumstances under which selectivity would occur.
3. Another approach should be used, choosing other 
factors that might effect selectivity, like edu­
cation and social class, utility of information, 
past history of exposure to the issue.
4. Research has to turn away from questions regarding 
selective exposure to studying the factors which 
chiefly determine voluntary exposure to information 
and resistance to persuasive messages. (LSears & 
Freedman,1967).
Therefore, as consistency theories do not present the 
sole explanation for selectivity, what other causes 
are involved?
Schramm (1973) suggested that other causes involved 
might be:-
a. The availability of the stimulus. Another 
example that supports this view is Schiller 
(1973).
b. The contrast of the stimulus with its background. 
Another example is Atkin (1971).
c. The set of the receiver, i.e. his pre-experience 
when confronted by a communication.
d. The educational and social status of the receiver. 
Besides Sears 8e Freedman (1967), other examples 
include Steiner (1963) and Wade & Schramm (1969).
e. The estimated usefulness of the stimulus.
This last category brings forth another set of theories 
that attempted to explain the selection process. They 
will be called the uses and gratification theories* and 
they reflect the functional approach in communication 
research.
* Taken from Davison, Boylan & Yu (197^.)
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(b) Uses and Gratifications Theories
These theories maintain that "we will attend, perceive 
and remember information that is pleasurable so that it 
in some way will help to satisfy our needs. This 
information may or may not be in accord with our 
existing ideas, but we will attend to it if we expect 
it to be useful or think that it will give us satisfac­
tion. Conversely, according to utility theory, if we 
expect a communication to be irrelevant or unpleasant, 
we will probably not expose ourselves to it. Or, if 
we are exposed anyway, we will disregard or forget it." 
(Davison, Boylan & Yu, 1976, p. 139).
Stephenson's pleasure theory of the mass media fits 
into this category as it maintains that we tend to 
learn that the act of reading, viewing or listening 
is pleasant in itself - other things being equal - and 
to develop habits of satisfying this pleasure.
One of the main problems in the uses and gratifications 
theories is specifying the needs and uses involved. 
Different strategies have been attempted to identify 
the uses and needs that communications help satisfy. 
They involved personal needs, needs instigated as a 
result of social situations, social pressures etc. 
Examples of such studies include Greenberg (197^); 
Chaffee & McLeod (1973); Katz Gurevitch & Haas (1973); 
Wiebe (1969-1970); Johnstone (1974); Turow (1974) and 
others.
Because the media attempted to gratify such a large 
variety of needs, it found very difficult to
specify them all. Still, two such attempts have been 
made by McQuail, Blumler & Brown (1972); and Katz, 
Gurevitch & Hass (1973). In general, the following 
list covers needs specified in both those attempts;
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1, Cognitive needs that involve surveillance of 
the environment and which require the seeking 
and accumulation of information, knowledge 
and facts that might help in decision-making.
2, Affective needs. Ones dealing with emotions, 
aesthetics and the appreciation of the beautiful 
and extraordinary,
3, Individual psychological stability needs that 
cover such factors as confidence, reassurance, 
the ability to understand oneself and confer 
status, to feel important and to gain a sense 
of personal identity.
4, Personal vs, social relationships. The media 
create substitution for companionship and losing 
conversation. On the other hand, it might 
strengthen contact with families, friends and 
other people and produce topics for conversation.
5, Escapism needs, those that release tension, create 
a diversion from problems, helps in emotional 
release and change from routine life.
Conclusion
Selectivity plays a central role in the attention effect. 
Understanding the motivations behind it present practical 
applications for the designing of information and 
persuasion campaigns.
Research indicates that no single principle can fully 
explain the process of selectivity but that several aspects 
are involved at one time or another.
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Whether becuase of availability, habit, consistency or 
utility attention, (exposure) to a communication is very 
likely to influence an individual or group in one way or 
another. Careful consideration of those variables might 
help create more successful campaigns.
At this point, another diagram might be useful:
Message
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B. THE MAIN EFFECT
The previous Section described how selectivity plays a 
central role In shaping the final form In which the effect 
of a mass communication process emerges. Understanding 
the motivation behind this selectivity process might help 
Investigators to design more effective programmes by carry­
ing a more thorough analysis of the target audience under 
study.
However, general awareness, attention and perception are 
not the only dependent variables Involved In a persuasive 
mass communication. A persuasive mass communication aims 
at modifying attitudes and behaviour. Considering attitudes 
only, there are the cognitive, affective and connative 
dimensions involved.
What do we know about the different approaches that attempt 
to explain the persuasive communication process in relation 
to attitudes and behaviour change?
Several theoretical formulations can be found in the liter- 
j^ture, some under the classification of theories of mass 
communication. However, the theoretical conceptualizations 
that have been developed cannot be categorized exclusively 
under the above title. As the field of mass communications 
is a borrowing one, the conceptualizations related to it 
are heavily dependent on the theories of social psychology 
and sociology, even though some writers have focused on 
selected lines of theoretical development.
Melvin De Fleur, in his book\I\ieories of Mass Communica­
tions", presented a very thorough analysis of the theoretical 
aspects of this field. A large proportion of this work is 
based on his analysis.
Another point that has to be cleared up is the inter­
relationship of the theories explaining the motivation
I M
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behind the "Attention Effect" and those explaining the 
"Main Effect".
Although, at a first glance through the literature, the 
theories might seem different, a more thorough examination 
shows that they are all based on the same basic principles. 
Consistency theories, functional theories are employed tc 
explain selectivity as well as attitude and behaviour change 
However, in the latter case, they are usually found grouped 
under the two schools of learning and group dynamics. The 
theories, in fact, are employed to complement each other 
in explaining the total communication process.
This section will examine some of the conceptualizations 
and theories explaining attitude and behaviour change and 
their application to the mass communication process and 
the study of mass communication effects.
I. THE CLASSICAL ATTITUDE CHANGE APPROACH
This theoretical orientation can be found in the literature 
under several other categorizations. Its approach covers 
the known school of communication and attitude change 
exemplified by Carl Hovland and his associates of the 
Yale Institute of Communication Research. Among those who 
have also brought this conceptualization to bear creatively 
upon attitude change problems are also Donald Campbell 
(1963) and Norman Anderson (1959, 1962). This approach has 
also been called "the individual differences theory" (De 
Fleur, 1972) and "the learning paradigm theory: (McGuire,
1973).
It is based on the Learning Theory approach, the S-R formula­
tion. Persuasion, here, is treated as a learning process. 
The substance of this orientation is to predict that any
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communication variable will be related to attitude change 
as it is related to learning. Any communication that 
enhances learning will also enhance attitude change. The 
assumptions underlying this approach as explained by 
Zimbardo & Ebbesen (1970) are:-
i) Man is a rational information-processing organism 
who, if motivated, would attend to a communication, 
learn its content, and if this learning is reward­
ing, would respond (verbally or otherwise) 
accordingly.
ii) The human individual is made up from some inherited 
mechanisms but mostly from the environment that 
surrounds him, thus creating differential learning.
As a result of these learning environments, he 
acquires a set of values, beliefs, attitudes, that 
constitute his personal psychological makeup, which 
can also be called his personality structure.
iii) Experimental research in human perception had 
revealed that these acquired values, attitudes and 
beliefs, etc., play a very influential role in how 
the individual selects and perceives stimuli from 
his environment. They do not only influence what 
stimuli he attends to, but also how he perceives 
them, explains them and categorizes them into his 
own frame-of-reference.
Therefore, individuals with different personality structures, 
which have been formed on the basis of their learned enviro— 
mental acquisition of certain values, attitudes, etc., 
would perceive communications differently. As a result 
of this, it can be suggested that selective individual 
attention and perception, which depend on one's psychological 
makeup, had become intervening psychological mechanisms
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that could be entered into the S-R formulation in an attempt 
to explain differential responses.
It has to be noted here, though briefly, that another 
conceptualization reflecting the same approach but based 
on a different explanation to the persuasion process is 
what has been called the categorizating paradigm (McGuire 1975) 
This formulation is originally based on the perceptual theory 
approach to attitude change as exemplified by Asch (1948, 
1952).
It basically contends that the persuasion process involves 
not simply the changing of the recipient's opinion about a 
given object, but rather his perception of the object that 
he is giving his opinion about. Therefore, it can be argued 
that the perceptual approach stresses upon the recipient in 
a communication process while the learning approach is more 
involved with the actual "change". However, though the 
reasons differ, the same predictions are usually made.
Proponents of this approach are social-judgement theorists, 
such as Muzafa & Carolyn Sherif (1965).
In contrast to the learning theorists who look upon attitude 
change as a consequence of conditioning a new evaluative 
response to an old stimulus, theorists of this approach look 
upon persuasion as involving a shifting of the individual's 
perception of the stimulus under evaluation.
i tiil
II. THE SOCIAL CATEGORIES APPROACH
In attempting to design effective mass persuasive commun­
ications, mass media investigators have found it very 
difficult to take into account all individual psychological 
variables and all the individual predispositions. It was I
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necessary to find a simpler way of classifying audiences 
so that their responses to communication could more easily 
be predicted. With the development of survey research, it 
was discovered that college students had different media 
tastes from non-college people, men from women, poor from 
well-to-do, children from adolescents and adults, and so 
forth. In addition to this, researchers found that people 
who held certain clusters of attitudes, or beliefs would 
respond differently from others, (Lazarsfeld, 1948),
So another conceptualization regarding the effectiveness 
of mass communications developed. This conceptualization 
overlaps with the Individual Differences theory, but stems 
from a sociological discipline. De Fleur named this form­
ulation ’’The Social Categories Theory". He explained that 
its main propositions were as follows:
"There are broad collectivities, aggregates 
or social categories in urban industrial societies, 
whose behaviour in the face of a given set of 
stimuli is more or less uniform. Such character­
istics as age, sex, income level, educational 
attainment, rural-urban residence or religious 
affiliation." (De Fleur, 1972, p. 122).
Other researchers who examined this conceptualization are 
Lazarsfeld, (1948) & Schramm (1975)\
t 'I
The approach is a sociological one. The hypothesis states 
that, in spite of the heterogeneity of modern society, people 
who have a number of similar characteristics will have 
similar "folkways". These similar modes of orientation will 
relate them in fairly uniform manner, and they will respond 
in roughly equal ways.
Both approaches, the Individual differences formulation and 
the Social Categories formulation, represent modifications 
of the original mechanistic S-R theory, substituting on the
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one hand, latent psychological processes, and on the 
other, uniformities within social categories, as inter­
vening variables between communication stimuli and 
responses.
Persuasion Model I
The crux of these theoretical formulations is that 
for a persuasive message to be effective, it has to be 
designed in such a way that it becomes capable of 
altering the psychological structures of an individual 
so that he would be induced to respond overtly towards 
the aspect of persuasion in the direction intended by 
the communicator (De Fleur, 1972). Put in other words, 
the basic assumption underlying this process is that, 
by modifying the internal psychological structure of 
the individual, the relationship between attitudes, values, 
motivation etc., and consequent overt behaviour, will be 
as intended by the persuader.
De Fleur has named this model of persuasion the 
"psychodynamic model", and has been portrayed by him 
in simple graphic terms as follows
This model has been backed by impressive experimental 
evidence. (Hoviand, Lumsdaine 8t Sheffield, 19^9; Hovland
& Weiss, 1951) plus others.
Still, this model does have its weak points:
(a) The researchers who employed this strategy 
sometimes make unrealistic assumptions, for 
example, some experimentalists have been 
willing to assume that if their communication
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was able to demonstrate change in information 
or attitudes, then patterns of overt behaviour 
would be correspondingly changed. As discussed 
earlier, this is not necessarily true.
(b) There are a number of contradictory findings
in experiments using the"fear and threat appeal". 
The phenomenon has been referred to as the 
"Boomerang effect", yet this persuasion model 
cannot present a plausible explanation for it.
Other approaches were found necessary.
(c) It has to be accepted that incidental learning 
is always going on without the intent of the 
persuader (attitude change without persuasion.)
(d) Klapper and several other researchers have always 
pointed out the importance of using other 
variables besides individual personality character­
istics or social categories in developing theories 
of effects of the media. They all warned of the 
danger inherent in constructing simple cause-effect 
type of theory.
Bernard Berelson best portrayed this model when he 
attempted to summarize the field of mass communications 
as it existed in the late 1940's. He explained how the 
older theory of the "all powerful media", (the human 
tabula rasa), has been abandoned, and how other factors 
seemed to focus the research attention at the time.
i M
"Now in the 1940's, a body of research is 
accumulating which provides some rediffused 
knowledge on the effect of communication on 
public opinion, and promises to provide a good 
deal more in the next year. But what has 
research contributed to the problem?......
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The proper answer to the problem, the answer 
that constitutes a useful formulation for 
research purposes is this: some kinds of 
communications, on some kinds of issues, 
brought to the attention of some kinds of 
people, under some kinds of conditions, have 
some kinds of effects."
(Berelson, 195^ P.3^5)
In other words:
Independent variables: messages on a given issue
under known conditions,




Intervening variables: kinds of people, (ie. their 
individual differences, relevant 
psychological variables or 
social categories)
III.THE COGNITIVE APPROACH
In contrast to the classical attitude change and social 
categories approaches, this approach is based on the 
school of group dynamics. It is exemplified by Kurt Lewin 
and the research from the Centre for Groups at the Uni­
versity of Michigan. Lewin developed the concepts of field 
theory and "life space" and is regarded as the pioneer in 
studies of group communication and group effects.
The basic propositions of this approach as summarized by 
Zimbardo & Ebbesen (1970) are as follows:
t i
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"Man is a social being who needs other people
as a basis for:
(a) self knowledge,
(b) determining appropriate responses to 
environmental demands, and
(c) channeling and regulating his current 
behaviour through the operation of group
. norms."
(P. 16 )
Scholars using this approach would be more likely to explain 
a persuasive process as it is based on an individual's 
cognitive and ego structure defenses, his images of reality, 
his learning by "insight" as well as by reinforcement of 
responses, his affiliation to membership groups and ref- 
er^ence groups, his attachment to social norms and the effect 
of group participation and social role-playing on his final 
belief, attitude and decision (Schramm, 1973
(i) Consistency Theories
One of the most influential contributions of the 
cognitive approach to the study of human communica­
tions has been the "consistency theories". Cognitive 
theorists such as Fritz Heider, Leon Festinger, Charles 
Osgood and Theodore Newcomb have developed models that 
explain attitude modifications in terms of a "strain 
towards balance" in the beliefs and emotions of the 
individual. It is a homeostatic model in the sense 
that a person tries to maintain a logical consistency 
in his cognitive and affective aspects. The concept 
of "strain toward cognitive balance", or "toward inner 
consistency" was first developed by Heider (1958).
He maintained that an individual attempts to keep his 
sentiment regarding another individual consistent with 
their mutual liking or dislike for a third individual.
! rj
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object or idea. Newcomb's A-B-X theory, illustrated 
by his diagrams, also calls for "strain toward 
symmetry" on the basis of Heider's propositions. 
Cartwright & Harary generalized Newcomb's model of 
symmetrical relationship to include any number of 
inter-relationships. (Newcomb , 1953; Cajrtwright & 
Harary, 1956).
Leon Festinger's "cognitive dissonance" theory explained 
such phenomena as why a person seeks further supporting 
information even after the behavioural act has occurred. 
Festinger argued that dissonance would act like a drive 
to motivate any kind of behaviour in order to 
reduce it. Osgood's 'theory of congruity" â,ttcmpte<l- t© 
bridge the gap between the experimental S-R theorists 
and the cognitive theorists concept of drive. The 
theory of "congruity" was developed on the basis of 
the findings that individuals tend to balance their 
attitudes towards the communicator of a message with 
the attitudes towards the message itself.
Although group dynamics theories have proved to be a 
useful and sometimes effective way of explaining and 
predicting communication behaviour and effect, both 
in relation to the main effects of beliefs, 
attitude and the preliminary effects of selectivity 
in exposure, perception and retention, they are not 
without some weaknesses. ! <
Consistency theories have been criticized on both method­
ological grounds and on the basis of some structural 
flaws. For instance, one difficulty in relation to 
dissonance theory is its failure to specify exactly 
the cognitive elements of relevance in a given situation 
It is therefore left to the investigator's intuition 
to figure out and select the relevant elements. Some 





The attack and counter-attack on consistency theories 
cover an extensive literature and it is beyond the 
scope of this study to deal with it justifiably. 
However, a critical analysis can be found in 
Tannenbaum (1968), Kiesler, Collins Sc Miller (1969).
In the majority of cases, researchers do not take an 
extreme position in choosing one school vs. the other* 
for their analysis. As a matter of fact, both schools 
share many concepts and it will be the policy in this 
study, as in many communication studies, to select 
useful elements from both. (A model of communication 
effect, applying concepts from both schools, will be 
discussed in the next section while discussing the 
conditions upon which mass communications can have 
direct effects).
The above theories apply to the explanation of 
communications in general. However, there are some 
theories or pre-theories which have developed 
specifically on the basis of the study of mass 
communications. Although their conceptual basis is 
dependant on the schools discussed, their applications 
are more involved with mass media channels.
(ii) The Two step Flow of Communication
Another elaboration of the cognitive approach to the 
study of mass communication effects is what has been 
known in research as the "Personal Influence" of 
effects. (Katz & Lazarsfeld, 1955).
This has been discovered almost by accident and is more 
related to mass media research than simple communica- 
tion studies. Katz & Lazarsfeld (1955) said, "until very 
recently, the image of society in the minds of most
♦ f.6a the S-R lecifni«5 tweopjj af^re^cK /s the ceinifeiv« thewpj 0LfPr«a<h-
I I
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students of communication was of the atomized individuals 
connected with the mass media, but not with one another. 
Society - 'the audience' - was conceived of as aggre­
gates of age, sex, social class and the like, but little 
thought was given to the relationship implied thereby to 
more informal relationships", (p. 15 )
This aspect of informal relationships was actually first 
presented in a study in the 1940's involving an elaborate 
research design to find the impact of voters of that 
year's mass communication Presidential election, done by 
Lazarsfeld, Berlson & Gaudet.
These and other similar findings proclaimed the recog­
nition of the fact that informal social relationships 
played a significant role in modifying the way an 
individual responds to a given message, passed to him 
through the mass media.
out
A lot of research was carried^after this finding.
Some found that people whose first-hand exposure to 
the media was limited actually got their information 
from other people, who got it first-hand. The latter 
group were called "opinion leaders". Even more research 
developed from here to discover more about the character­
istics of those opinion leaders.
The important point to note here is that this research 
was beginning to suggest that there was a kind of 
movement of information through two basic stages:
Information moved from the media to well-informed 
individuals who attend to mass communications first­
hand.
2. It moved from those persons through interpersonal
channels to individuals who had less direct exposure 
to the media, and who depended upon others for
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their information.
This kind of communication process was termed the two- 
step flow of communication. At the same time, study 
of rural sociology showed farmers' informal relation­
ships played a vital role in determining his propensity 
to adopt a certain agricultural innovation.
The recognition of convergence of theory between the 
students of mass communication and students of rural 
sociology(who were studying the diffusion of farm 
technology)5timulated a surge of interest in the 
diffusion and adoption process of innovations, insofar 
as it was connected with the mass communication process.
A vast amount of literature can be cited in relation 
to this concept of the diffusion of innovations, of 
which Rogers (1962) has a cumulative review. Other 
examples include Katz (1955); Lazarsfeld (1948); and 
more recently Rogers & Shoemaker (197‘1)? 1^6 Fleur(1972) .
Most researches now are inclined toward a multi-step 
flow model by which to study diffusion of information 
or decision making. It is accepted that there might 
exist, in a communication situation, numerous Opinion 
Leaders who themselves, under certain conditions, 
sometimes turn to others for information (role 
reversals) before a final decision is made.
However, there are situations where the links between 
the communicator and the recipient are direct. One 
example is information about major news events, where 
little or no decision-making is involved. (Deutschmann 
& Danielson, 1960).
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(iii) The Cultural Norms Theory *
This is a further elaboration of the Group Dynamics 
approach, specifically in relation to mass communi­
cations. Its formulation as a theory as such has 
received little attention, even though it has been 
implicit in the writing of mass communication for a 
long time. De Fleur (1972) was the first to 
categorize it as a theory and most of the explanation 
as to how to integrate this category was done by him. 
His definition of the theory as it stands is that it 
essentially postulates that "the mass media, through 
selective presentations, and emphasis of certain 
themes, create impressions amongst their audiences 
that common cultural norms concerning the emphasized 
topic are structured or defined in some specific way. 
Since individual behaviour is usually guided by 
cultural norms (or the actor's impression of what 
norms are), with respect to a given topic or situation, 
the media would then serve indirectly to influence 
conduct." (p. 129).
He adds that, in social psycMogical terms, it can be 
said that the media present a "definition of the 
situation", which the audience believe to be real. 
Moreover, this definition presents a sort of guidance 
for action which appears to be approved and supported 
by society. This conduct is, therefore, indirectly 
shaped by exposure to communications.
I !l
De Fleur states that there are at least 3 ways in which 
the media can (potentially) influence norms and the 
definition of the situation for the individual:
1 . Mass communication content can reinforce
existing patterns. People are thus made to 
believe that the social norms that exist are
♦Title and analysis by De Fleur (1972).
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Still maintained by society. For example, 
it seems that the media generally avoid, 
posing serious challenges to fundementals 
of values, like supporting blasphemy or 
political anarchy, Lazarsfeld and Merton, 
in a frequently cited essay, declared that 
the media tend to reinforce the status quo 
rather than create new norms of significance 
or change deeply institutionalized patterns, 
(Lazarsfeld & Merton 1948),
2, The media can create new shared convictions 
with respect to topics with which the public 
has had little prior experience. It thus 
can sometimes stimulate a new form of 
behaviour that receives widespread approval 
thus creating new cultural norms,
3, They can change existing norms and so convert 
people from one form of behaviour to another. 
This is a controversial point, for there is 
considerable research evidence that argues
that the media alone are not capable of chan­
ging behaviour# See for instance researchers 
such as Klapper(l960); McGuire(l969) and others,
(This controversy about the capability of the media 
to convert will be discussed thoroughly later,)
! i
Overall, the cultural norms theory remains one of the 
least tested, most controversial and potentially most 
significant of contemporary theories of mass communi­
cation, (De Fleur, 1972)
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Persuasion Model 2; How can those three elaborations of 
the group dynamics approach explain the persuasion process?
A combination of all the elaborations of the group 
dynamic approach, the consistency aspect, the informal 
communication aspect and the cultural norms aspect can 
form a persuasion model that is, in my opinion, a 
better explanatory model of the persuasion process.
It can be stated briefly that, in this situation, the 
instrument of change is a group norm discrepant with 
the individuals attitude or behaviour, a norm which 
may be communicated informally. The agent of change 
on the other hand would be pressure towards uniformity 
within a group coupled with the need to be accepted 
in the group, or a fear of being rejected from it;
De Fleur called this model the "Socio-Cultural model". This 
persuasion model is based on his analysis.. He_explained that 
little systematic theory has emerged from experimental 
research on persuasion using those variables as a basis 
for appeals in the persuasive communication. Though 
these social and cultural variables have always been 
recognised as existing, their incorporation into 
messages designed to persuade received little atten­
tion, The reason could be the great significance given 
to the individual as the sole decider of his fate, 
(Hovland's approach). In fact, the social and cultural 
variables were in some research regarded as obstacles 
to achieving persuasion, as in Hyman.& Sheatsley (19^7)
Still, a considerable amount of research has been done 
on socio-cultural variables as the source from which 
the individual derives interpretations of reality, 
as well as being significant forms of social control. 
Examples in this case are Asch, 1958; Newcombe, 1955; 
Gordon, ‘ 1952; and others. All those
studies point to the fact that such variables as
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primary group norms, organizational membership, 
reference groups, work roles and cultural norms 
can play a vital part in the forming, shaping 
and channeling of overt action in ways that are, 
to some extent, uninfluenced by internal psycho­
logical pre-dispositions. It must be noted that 
behaviour patterns of a given individual can seldom 
be accurately interpreted on the basis of individual 
psychological variables as it is obvious the 
individual is acting in a social context and not 
in a vacuum. To explain, predict or manipulate 
such behaviour, reference must be made to:
a) Culturally defined or shared values;
b) Roles;
c) Expectations and beliefs;
d) Social controls;
e) Social norms.
All of those aspects surround the action of an individual 
and should be effectively understood.
It is explained by De Fleur, that even in cases where 
the individual's predispositions run contrary to 
the action suggested, it may be possible to obtain 
compliance by suggesting to the individual a set 
of social and cultural constraints, to which he 
feels compelled to conform (specifically, if he 
has not yet formulated strong psychological pre­
dispositions one way or the other towards the 
object of persuasion). He added,"in such a case, he would 
hold few group-derived definitions of appropriate 
action towards it. Under such conditions, suggested 
definitions would pose little social or psychological 
conflict in following the modes of action prescribed i I :
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tion of overt 
action.
Therefore, 'reality' in this context is defined and 
interpreted within social frameworks. This general­
ization has often been called the "reality principle", 
and the interactional process by which such a defin­
ition is achieved is called "consensus validation".
These two concepts are relevant to the present con­
ceptualization in that it is suggested that "the 
persuasive messages presented via the media may 
provide the appearance of consensus with respect to a 
given object or goal of persuasion."(p.147). De Fleur.stre­
ssed further that this can be used in persuasion strategy. 
With skillful use of the media, therefore, plus the 
use of social norms, roles and social controls, in 
real ways, a campaign can be made successful.
Before an attempt is made to evaluate those theories, 
it is perhaps of significance to mention some other 
theories that are relevant to mass communications - 
very briefly.
Of course there exists the "functional approach" to 
the study of media effects which has been discussed 
under the attention effect section. However, it can 
be similarly applied to the explanation of the 
Main Effect.
Marshall McLuhan's "The Medium is the Message" has 
generated a new concept of mass communication and 
produced considerable controversy because of its alleged
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looseness and highly intuitive - even mystical - 
origin. Some scholars have misinterpreted "the 
Medium is the Message" to mean that the messages 
that the media hold are insignificant. This is 
not wholly true. "The Medium is the Message" means 
in the broadest sense that all forms of media in all 
ages contain messages for both their present gener­
ations and for posterity. McLuhan visualizes societies 
now at the interface of two cultures - print and 
electronic - trying to treat new and radical develop­
ments with old tools and print technology: "looking 
forward through a rearview mirror." With this view 
and the emergence of his Cool and Hot media, McLuhan's 
theories are specifically based on the electronic 
revolution. He maintains that the form of the medium 
Itself, has greater effect on society than the 
messages it contains. This is not to discount the 
effect of the content, but rather to emphasize the 
effect of the long-term, often overlooked, media forms.
Finally, Stephenson's "Play Theory", which is also 
the most recent(1967)is significant for several reasons. 
Starting from complex Q-Sort methodology, he presents 
empirical evidence of the relationship between the 
mass media, mass audiences and the entertainment 
function. This made him give firm support to the 
notion of consumer as producer: "In my view, mass 
communications is better understood as being manipulated 
subjectively by its audiences who thoroughly enjoyed
f i l a i twhat they are being offered for the first^in man's
history.". Only in this Play theory do we find such 
a close association between entertainment and 
affluence, and by inference, the advertising that 
pursues affluence. However, Stephenson's greatest 
contribution, perhaps, is the distinction, hinted 
at by others of two different forms of persuasion, 
one of which he identifies as "social control . This 
kind of persuasion associated with politics and public
i .
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opinion change is said to have its basis in one's deepest 
beliefs and attitudes that are difficult to change.
The other form of persuasion Stephenson called 
"convergent selectivity" on the part of the individuals, 
which is in fact the perception of a message by an 
individual to have nothing of substance at stake, 
thus as no basic rules are involved, the members of 
the audience feel free to indulge themselves. The 
weakness of Stephenson's theory is his partial exclusion 
of information as a major factor in mass communication.
Conclusion
There are a number Of problems associated with most 
of the conceptualizations and theories discussed, 
especially in their relationship to mass communication 
effects: De Fleur suggested two:
1, Media researchers seemed to have lost interest in 
some of those conceptualizations altogether and 
they are at a standstill as far as further develop­
ment is concerned.
2. Those formulations (if considered within a frame­
work of more rigorous criteria) can be made into real 
theories. This is not to discount their validity, 
but they need to be completely rewritten as 
systematic sets of propositions that show, in 
logical reasoning terms, just what is supposed 
to be related to what in terms of independant and 
depehdanft variables.
He added that:
There is a serious gap between what we think we know 
about how mass communication effects occur, and a
rigorous Set of theoretical formulations that specify 
how they actually work.
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De Fleur suggested that one obvious approach to theory 
is to combine all the elaborations presented of the atti­
tude change approach and the group dynamics approach.
"Such an integrated theory would recognize that the effects 
of a given mass communication message, sent over a given 
channel, will depend upon a large number of psychological 
characteristics and social category similarities among the 
members of the audience, these effects will, in turn depend 
upon the kind of social groups within which these people are 
acting and the relationship which they have with specific 
types of people within them. They will also depend upon 
the social norms that prevail among such groups in reality 
as well as upon the definitions of the situation which the 
communicated messages are about to suggest. Perhaps when it 
is possible to pin-point some of those variables in detail, 
a truly developed theory of mass communication can evolve."
(p. 153).
This presentation has attempted to show the basic relation­
ship between the theoretical development of the social and 
psychological siences, and the more specific formulations 
that have emerged from mass communication research concern­
ing the effects of the media. The psychologists gave up 
the idea of the mechanistic theory of mass communication^
which postulated uniform response to communication stimuli.& the 
•Bullet theory", to the idea of individual differences in 
response to the mass media. At the same time, sociologists 
identified behavioural uniformities among significant 
social categories as well as "primary groups" in what was 
known as a strictly "mass society". This led to the accept­
ance of the significance of informal relationship in mass 
communication research. Finally, De Flèur's recognition of 
the Importance of the place of social norms in human.' life, 
especially in their relation to media communication, although 
they have been central to sociological and anthropological 
theory for some time.
' (
C. A MODEL OF COMMUNICATION EFFECTS
One of the early models portraying how a communication can 
can have and create differential effects was suggested by 
Dorwin Cartwright (1949) in his paper "Principles of Mass 
Persuasion". Although it is one of the most useful models 
available in communication research, it is a wholly rational 
model, emphasizing total rational decision-making. It does 
not account for irrational behaviour and pays little atten­
tion to social pressures and cultural norms in which action 
takes place. It is an explanatory rather than a descriptive 
model.
Another model, partly based on Cartwright's principles, was 
suggested by Schramm (1973)^ However, Schramm's model of 
how communication can have an effect is maliable, and allows 
for the combination of all possible elements involved in 
addition to reference to the different schools of thought.
The levels of the components of mass communication effects 
have been described in Chapter III. As it was emphasized 
there, those levels represent hypothetical steps in effects 
that help a communicator to understand and evaluate a 
campaign. The levels do not necessarily happen in a speci­
fic hierarchy (see Section D ) ; they are not necessary for 
each other or sufficient on their own. This section 
elaborates on those levels with the additional theoreticaj 
background and the different schools of thought discussed 
earlier.
The following is a summary of Schramm's (1973) model as 
described in pps. 200 - 210.
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1.___ The Attention Effect
Before anything else can happen, a message must capture and 
sustain the attention of the receiver. For this to occur, 
the message must be able to overcome all the motivational 
aspects behind "selectivity" (as described earlier).
The Main Effect
i) "If there is to be change through communication. 
something must be learned; some new element must 
be introduced into the cognitive structure".
The new element may be:
d)
e)
A different image of the situation.
A new motivation to act in a specific way.
New information on how to satisfy an existing 
motivation or need.
Social pressure and control; cultural norms 
and expectations.
Dissonant information that causes enough 
discord to encourage its revision, and so on.
Neither learning theory nor cognitive theory has any 
monopoly on the patterns for getting the new information 
introduced,
To maximize the effectiveness, the communicator has to 
balance carefully all the variables involved in the 
communication process: the channel used, the accept­
ability of the source, the organization of the message 
and type of appeal as related to the audience under study
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ii) '*How the new information is processed will depend
on how it fits into the present cognitive structure."
Although one school might talk about cognitive structure 
while the other about attitudes and beliefs, or learned 
responses or motivation, there is basically no essential 
difference between them regarding communication effects,
Schramm listed some basic principles for processing new 
information:
a) Other things being equal,the more unfAmil'ai* the ioior- 
mation, the less change wii' be rec^virfd in tViC 
existing cognitive structure, cind tUere^orc , 
more likely it will be accepted.
b) If the new information does not seriously 
challenge existing positions and beliefs, 
but simply confirms, clarifies or enlarges 




If the new information suggests only a 'slight' 
change that requires no basic reorganization, 
or:reconsideration, of strongly held positions, 
again, it is more likely to be accepted.
This is what Lazarsfeld & Merton (1948) called 
"Canalization" of attitude:channeling existing 
motivation into slightly differing ones .
If the new element outwardly challenges deeply 
held beliefs, a number of things might happen. 
It might be rejected outright, or maybe dis­
torted, misperceived, but it might also be able 
to combat the strong defenses and be eventually
accepted.
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To sum up, if a new element of information is visualized 
as interesting and reasonably credible, and if it fits 
into the cognitive structure of the individual without 
encountering strong existing beliefs and attitudes, thus 
simply confirming, clarifying, extending or slightly 
canalizing a part of the individual's cognitive holdings, 
the probability of its being accepted is high.
However, if it challenges the cognitive structure centrally, 
whereby all the ego defenses are aroused, there is a 
bigger chance of rejection or distortion to fit versus 
acceptance,
iji’^^If there is to be significant change in strongly-held 
positions, a person must accept a significantly differ­
ent view of the situation in which he is operating."
The fact that some a.theists have been converted, some 
smokers have stopped smoking and some conservatives 
have turned radical exists.
However, for something like this to happen, something 
must have roused a drive or motivation sufficient 
to overpower the defenses, enough to trigger the 
accumulated pressure for change. What can that something 
be? Fear, emotional attachment, unbearable social 
pressure, social and culturally defined normative 
expectations — it all depends on the individual and the 
communication situation.
Schramm stresses that the introduction of some new infor­
mation, credible enough to be accepted, not strong enough 
to be rejected out of hand, inconsistent with existing 
positions and thus uncomfortable to live with without the 
change of present beliefs and attitudes to bring har­
mony and balance is possible in some cases.
> .
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3. The Action Effect
For a communication to trigger off an action:
a) A goal (e.g. satisfying needs) should be made apparent 
and some incentive to take action made active. It is 
essential, though, that the actions fit an accepted 
cognitive goal of the individual.
b) If possible, an action should be seen to satisfy more 
than one goal,
c) The easiest, cheapest and most attractive path to 
the goal should be pointed out,
d) The path for action should be made direct, clear and 
specific and a motivational structure aroused to act 
immediately
These steps help.clarify how a communication can have an
effect.
Cartwright's, Schramm's and other communication models are 
examples of attempts at applying the relevant theories in 
the field of persuasion to explain how mass communications 
affect behaviour. These models assume that "behavioural 
change" is not an instantaneous or random event, and they 
attempt to specify the "antecedents" of change hoping that 
such specifications may result in a better understanding 
of persuasive communications, and therefore help in the 
(j0sign of more effective persuasive campaigns.
In the following section, we shall discuss how there is 
a controversy over those "antecedents" of change and their 
applicability to designing campaigns.
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D. THE HIERARCHY OF EFFECTS
In communication research, the application of theoretical 
con^ceptualizations to the planning of effective campaigns 
is not always a clear-cut matter.
The question as to which constructs in a theory are the most 
relevant, which variables play the central role, in what 
ways are they inter-related and how to use them in the eval­
uation of a campaign presents a number of problems.
Put in other words, in a specific persuasive communication 
situation, does learning precede attitude change, which is 
then followed by overt behavioural action? Or, does overt 
action take place first, which then enforces a consistency 
in attitudes, and trigger information-seeking to justify 
it? Or, is learning followed by behavioural action, while 
attitude change depends on the evaluation of the consequences 
of this action?
The question of the hierarchy of effects exemplifies the 
search, trying to find a practical solution for planning 
and evaluating a campaign from a highly complex behavioural 
phenomenon.
The basic hierarchy of effects model consists of a sequence 
of mental stages or levels, which an individual is hypothes­
ised to experience during a persuasive communication.
Use of the hierarchy of effects can best be understood in 
the context of the total flow of communication decisions 
when planning a campaign. A campaign designer will not only 
set out his overall goals and determine how the communication 
will attempt to achieve that goal, but he might also want to 
show how each element of the communication will be used.
While the overall purpose of a campaign may be the final
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overt behavioural action, like increase in sales, voting, 
stopping smoking, etc., the goal of each communication 
element is less spectacular, but important in its own 
right.
The point is, a communication always has an effect in terms 
of a specific level of response. The sequence of those 
levels differs from the simple to the more complex, or vice 
versa, in accordance with the differing schools discussed 
above. The question as to which hierarchy is the correct 
one to be used in a particular communication has not yet 
been fully resolved. However, Ray (1973), who carried out a 
thorough experimental study on this problem showed that there 
are certain conditions (variables) in a communication situ­
ation which make the application of one hierarchy vs. 
another more relevant for a particular study.
Ray (1973) maintained that the majority of research seemed 
to indicate the presence of three-order hierarchy models:
1. The Learning Hierarchy:
Here, the cognitive stage precedes the affective 
which precedes the connative.
cognitive - affective - connative
2. The Dissonance-Attribution Hierarchy:
Here, the connative stage precedes the affective, 
which is then followed by the cognitive.
connative - affective - cognitive
3. The Low-Involvement Hierarchy:
Here, the cognitive stage precedes the connative 
stage, which precedes the affective stage.
cognitive — connative — affective
I l l
Each of those models was supported by theory and empirical 
evidence,For a discussion of modified models, see Robertson(197'1)
Ray (1973) argued that his experimental research pointed 
out that the decision as to which communication model is 
relevant depends mostly on a combination of three factors:
and
involvement
differentiation of alternatives 
communication source
The testing of this hypothesis was based on rather elaborate 
laboratory experiments where subjects were brought in under 
the cover story of evaluating "Shopping of the Future" situ­
ations, shown a stream of advertisements on a television 
screen and then measurements were taken of their positions 
after exposure.
Ray maintained that this laboratory technique provided 
optimal arrangements for examining the three—orders model 
because, "the technique has multiple measurement, repet­
itive exposure and the opportunity to vary conditions enough 
to observe the various hierarchical patterns. At the same 
time, the materials are viewed in an unbiased way by use of 
a cover story and other procedures which disguise the 
purpose of the experiments until debriefing. In addition, 
the conditions of viewing are quite natural for a laboratory 
experiment; the viewing room is made into an "in-home" 
environment, several people are viewing at any given time, 
and there are noises and distractions common to ordinary 
viewing. Instructions also discourage respondents from 
paying any more than ordinary attention to the advertisements
and commercials." (P* 157).
A brief description of how those three-order models have 
been used in practical research, plus Ray's analysis of 
the conditions involved, will help clarify how theory can
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be applied in the planning and evaluation.of campaigns.
I. THE LEARNING HIERARCHY
This is the one propagating a stairstep progression by 
learning, followed by attitude change and finally leading 
to behavioural change. The original students of this 
model in marketing communication,Lavidge & Steiner (1961), 
presented a detailed diagram to exemplify the hierarchy 
and its applications for adoption in advertising research.
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Lavidge & Steiner (1961) p. 61
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According to this model, Lavidge & Steiner explained that, 
for an advertising campaign to be successful, the campaigners 
have to look into functions of advertising so as to account 
for the problem faced in evaluation of the programme. These 
could include:
1. Determine what steps are most critical in a particular 
case: that is, what the steps leading to purchase are 
for most consumers.
2. Determine how many people are at the moment on which 
step.
3. Determine which people on which steps it is most 
important to reach. (p. 61)
The extent of the success of advertising can then be evaluated 
by moving the particular "target" audiences up those critical 
purchase steps.
This viewpoint of the hierarchy of effects has become widely 
used in advertising circles for many years. The wording of 
the process differed, but the general basis of the model 
remained. Examples included such models as the acronym 
AIDA, standing for Attention, Interest, Desire and Action. 
(Sandage & Vernon, 1963); awareness, acceptance, preference, 
intention to buy and provocation of sale (Wolf, Brown & 
Thomson, 1962); awareness, comprehension, conviction and
action (Coley, 1961), etc.
McGuire’s six behavioural steps of persuasion are another 
example of this hierarchical model. McGuire (1968) bases this 
model on a learning-behaviouristic approach to explain 
persuasion.
However, McGuire still argued that this learning-behaviour- 
istio approach does not necessarily explain all conm.unlcations
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(McGuire, 1968, 1973). There are conditions which make 
this strategy plausible and they basically are involvement 
in the topic being propagated, and the clear differences 
between alternatives. Ray also found thatthis hierarch­
ical model usually occurs when there is "high involvement" 
in the object of change and when there are several alterna­
tive choices still available'.
For example, research on the diffusion of new products and 
innovations illustrates the conditions whereby the audiences 
are very interested in the new ideas involved, and the 
products or ideas provide clear alternatives. Under such 
conditions of high involvement and clear differences between 
alternatives, the audience members might first become aware, 
then develop interest, make evaluations, try and adopt - 
the adoption process hierarchy (Ray, 1973).
Obviously, there are exceptions to this hierarchy in the 
adoption process, especially when the availability of mass 
media sources vary. (Robertson, 1971; Rogers & Shoemaker, 
1971; Palda, 1966).
In a marketing communication situation, the stress lies 
mainly on a mass media information source. However, when 
the source becomes "personal" and not media, the argument 
moves towards another type of hierarchy: the dissonance 
attribution hierarchy.
II. THE DISSONANCE ATTRIBUTION HIERARCHY
This hierarchy is the exact opposite of the learning one, 
and it reflects the theoretical implications of cognitive 
psychology, specifically dissonance and attribution theories. 
The model explains the situation where behaviour occurs first; 
it is then followed by attitude change, which then triggers
learning.
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It is assumed that, under some "circumstances, an individual 
might behave in a specific way, then he would start justify­
ing his action by liking the way he has behaved; this 
further leads to learning more about this specific behaviour 
choice so as to defend it. It is further argued that the 
individual in the first place might depend on personal 
sources for choosing such an action, then he would seek 
media information to bolster it. Dissonance and attribu­
tion theorists would argue that the individual's action is 
followed by positive evaluations and information, to reduce 
possible dissonance.
Ray's <1973) findings point out that this hierarchical 
model occurs again when there is a high involvement in the 
object of change but when the alternatives available for 
another choice are indistinguishable. In actual fact, the 
alternatives hardly exist, as the individual has already 
committed himself to a specific direction. Ray further 
found that personal sources of information play a more 
important role than the media in this hierarchy.
For example, a consumer makes a choice on the basis of some 
personal source. Then he or she modifies attitude to bolster 
the choice, often on the basis of experience with the chosen 
alternative. Finally, selective learning occurs, sometimes 
from a media source, to further support the choice.
Although it can be argued that the mass media can have an 
effect in promoting the original behavioural choice and atti­
tude modification, both dissonance and attribution theorists 
contend that, in the majority of cases, the main mass media 
effect is in terms of reducing dissonance or providing infor­
mation for attribution or self-perception - after behaviour 
and attitude change has occurred.
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III. THE LOW INVOLVEMENT HIERARCHY
Krugman's (1965) studies about "learning without involvement" 
are probably regarded as a breakthrough in advertising 
research and are the basis for this hierarchy. Krugman argued
that televised advertisements raised no defenses in their 
viewers, so their involvement in them is low. Learning 
therefore could occur after numerous repetitions of the ads., 
as no human barriers are raised before the communications.
As a result of this stage, the viewer might find himself 
buying a product ^ the characterisitics of which he has been 
hearing about. An opinion is eventually formed afterI
experience with the product. So, television advertising 
would affect purchase decisions by only altering recall and 
perception of products, not the attitude; this is formed 
after purchase. Krugraan is therefore mainly responsible for 
the organization of this hierarchy, the cognitive-connative- 
affective model.
Ray (1973) explained that this hierarchy usually occurs 
when there are minimal differences between alternatives, or 
more precisely, when low involvement makes the actual diff­
erence unimportant. He further stressed that this low 
involvement model is not restricted to consumer goods, but 
to a number of other social acts and in some cases even
voting behaviour.
Therefore, if a designer of a campaign is concerned about 
which hierarchy best describes the elements of effectiveness 
of his study, it would be helpful to ask three questions
about his campaign:
1. How involving is the topic of his campaign?
2. Is there a clear cut differentiation of behaviour 
alternatives available?
3. Does his audience depend more on the media or 
personal sources for their information?
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Ray (1973) suggested that the three different hierarchies 
depend upon a particular combination of involvement, 
differentiation of alternatives and communication source.
His experimental findings show that involvement seems to 
explain the hierarchy-of-effects more clearly than any 
other mediating variable. The argument goes that, under 
high involvement, the learning or dissonance-attribution 
hierarchy is most probable, otherwise - as the name indi­
cates - the low-involvement hierarchy should occur.
The source of information, whether media or personal (although 
very difficult to pinpoint) helps in the decision as to 
whether the learning or dissonance-attribution hierarchy 
best explains the situation. However this mediating variable 
was not found to give definite clear results as the involve­
ment variable. The differentiation of alternatives variable 
might also help to distinguish between a learning hierarchy 
or a dissonance-attribution one; but again, there was no 
consistent evidence to back this proposition. Ray explained 
that, in a laboratory situation, it is possible to examine 
those situations which depend mainly on mass media communi­
cation.
However, the only research setting that could produce anything 
like dissonance attribution results, and where personal 
influence is involved, seems to lie in the use of field 
experimentation.
Let us take Ray's suggestions about the variables that help pre­
dict the form of the hierarchy-of-effects one step further.
Supposing, as a result of a thorough knowledge beforehand 
of the target audience's position in relation to the topic 
of campaign (using Ray's variables of involvement, differ­
entiation of alternatives and media use), the researcher 
has a general idea of what hierarchy-of-ef fects to expect. 
Depending on this hierarchy, it can be assumed that differ-
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erent communication models or approaches would be needed 
to enhance the effectiveness of the campaign.
Let us present hypothetical situations of how this can be 
made useful in the planning of a campaign approach.
1. If a researcher finds that his audience is highly 
involved in the topic of the campaign and they are 
not committed in any way (i.e. they did not take 
overt action yet and have several alternatives in 
front of them); and they trust the medium source of 
information (e.g. t.v. reports), then the campaign 
approach should be based on the learning-hierarchy- 
of-effects strategy. For example, the audience 
should first be made more aware and familiar about the 
topic with a lot of information, the pace should then 
be increased to precipitate attitude change, then the 
relevant motivations, rewards and pathways clarified 
to push towards action.
2. If the researcher finds that his audience is again 
highly involved in the topic, but they are already 
committed (i.e., they have taken overt action and 
cannot choose alternative pathways), and that this 
choice has probably occurred as a result of a personal 
communication, then the campaign approach should use the 
Dissonance-hierarchy-of-effects strategy. One way is
to first of all highlight deviance in relation to 
social norms, ive., make the subjects feel that their 
choice does not correspond with the social and cultural 
norms existing in the society, thus starting dissonance. 
This should then be followed with a flow of information 
to help reduce this dissonance and then a portrayal 
of the motivation and rewards for a different type of
action.
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3. If the researcher realizes that the target audience 
is not involved at all in the topic of the campaign 
(like a new soap brand), and that they use and trust 
the medium source and, although they have made another 
committment it is not binding (for it is not import­
ant), then the campaign approach used should be the 
low-involvement hierarchy strategy. For example, 
first, the campaigner can attempt to make the audience 
aware and familiar with the brand by introducing a lot 
of information in the media. Then, the campaigner can 
start at setting up the rewards and presenting the 
motivation for such a choice of action. Attitude change 
usually happens in this case after action. To guarantee 
a coi^tinuous level of sales, the campaigner might develop 
two strategies. One is to keep on the pressure and 
information flow for the product to be bought. Assuming 
that the attitude after buying the produce was not 
favourable enough, the second strategy should be to push 
the conformity or deviance to social norms approach 
discussed in the previous point, and then continue from 
there.
This last point shows us that there are no boundaries 
between one approach and another. The researcher has to 
take into account all the possible reactions and work 
accordingly. Moreover, these examples are simplications of 
how things work in real life, but at the same time they 
might help the designer of a campaign to avoid a hit-or-miss
approach.
Conclusion
This Chapter presented the different persuasion models, 
approaches, strategies, together with their theoretical 
backgrounds available for use in designing and evaluating 
mass media campaigns. From the very cognitive model
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suggested by Cartwright to the rational but modified model 
of Schramm. From Hovland's Classical Attitude Change 
Approach to De Fleur's Cultural Norms Theory approach.
There is no perfect model that applies to all the situa­
tions and answers all possible questions. There is no 
"correct" sequence of effects which might help in prediction 
of effectiveness. However, this does not mean that we are 
still walking in the dark and that we have no definite 
answers at all. Although De Fleur argued that there is 
still a serious gap between what we think, we know and 
rigorous theoretical formulations, he still suggested that 
an Integration of all the approaches might help. He 
suggested we take into account the psychological character­
istics of the audience, their social category similarities, 
their position on social groups and towards social norms.
Besides all that, Ray's suggestion might add a practical 
application to the theoretical situation. What Ray portrayed 
(and a lot of more experimentation is needed in this field) 
is that, a thorough pre-knowledge of the audience's
position regarding the topic, and their use of the media, 
would help determine the hierarchy to .expect, and this 
knowledge will help to plan a more successful campaign.
However, we would like to stress again that the hierarchy- 
of-effects models are conceptual frameworks only, therefore 
neither true nor false. They are, as explained by Robert­
son (1971), "scaffoldings erected by social scientists 
for the construction of generalizations towards an explan­
ation of perceived reality, and must be evaluated in terms 
of their utility." (P. 57).
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CHAPTER V
EFFECTIVENESS OF MASS COMMUNICATION CAMPAIGNS
The study of the effectiveness of mass media campaigns is, 
nowadays, sometimes referred to as the "old tradition" or 
"old strategy" in describing mass media effects. (Carey 
Sc Krieling, 1974), It is argued that the chief value of 
the campaign studies was that they demonstrated the 
relative lack of short-term effects and persuasive power 
of the media (Blumler, 1964). This claim of the negli­
gible persuasive impact of mass media communications is 
contended by a large number of researchers. (McGuire,
1969,; Klapper, 1960; Schramm, 1971) and many others.
WHY? Some argued that, while setting out to show the 
effects of mass communication, the campaign studies 
instead mainly demonstrated "the limited incidence of 
direct effects and adduced a range of intervening variables, 
such as selective exposure and perception, that mediated 
direct effects." (Carey 8e Krieling, 1974, p.227). Others 
claimed that those intervening factors are in fact "obstacles' 
in the way of successful mass media campaigns. (Hyman & 
Sheatsley, 1947).
If the verdict of the communication experts is the negligible 
persuasive impact of mass media messages, why then are 
millions still spent all over the world on advertising, 
political campaigns, educational and health campaigns and 
public information campaigns?
A follow-up of some of the studies on the effectiveness of 
mass communications throws a new light on a topic which has 
ceased to be the centre of interest in mass communication 
research. What the communication experts have failed to
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mention is how the discovery of those "intervening variables" 
has worked in favour of designing more effective media 
campaigns.
In the pi?evious chapters we concentrated on examining care­
fully those intervening variables and discussing the concept­
ual, physical and psychological reasons for their existence. In 
this one we shall firstpresent the accepted conclusions 
about the state of mass communication research on effects 
in the early sixties. A discussion of the dimensions 
that are "within the control of a communicator" in a communica­
tion process will be presented, followed by the conditions 
upon which mass communications can have direct effects.
The evidence upon which the conclusions of "lack of 
persuasive power" of media messages has been based will be 
examined, followed by the relevant and recent evidence 
"questioning" the above claim.
Finally, a discussion of the reasons for the "alleged" 
failure of media campaigns will be presented suggesting a 
different outlook to the situation and a reconsiderâtion 
of the verdit of the "experts".
Conclusions about Mass Media Effectiveness
The best way to start is with Klapper’s (1960) description 
of the state of mass communication research. He maintained 
that it is:
": a research tradition which applies instead 
of definitive answers, a plethora of relevant, 
but inconclusive and - at times - seemingly 
contradictory findings," (p. 7)
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mention is how the discovery of those "intervening variables" 
has worked in favour of designing more effective media 
campaigns.
In the previous chapters we concentrated on examining care­
fully those intervening variables and discussing the concept­
ual, physical and psychological reasons for their existence. In 
this one we shall firstpresent the accepted conclusions 
about the state of mass communication research on effects 
in the early sixties. A discussion of the dimensions 
that are "within the control of a communicator" in a communica­
tion process will be presented, followed by the conditions 
upon which mass communications can have direct effects.
The evidence upon which the conclusions of "lack of 
persuasive power" of media messages has been based will be 
examined, followed by the relevant and recent evidence 
"questioning" the above claim.
Finally, a discussion of the reasons for the "alleged" 
failure of media campaigns will be presented suggesting a 
different outlook to the situation and a reconsiderttion 
of the verdit of the "experts".
Conclusions about Mass Media Effectiveness
The best way to start is with Klapper’s (1960) description 
of the state of mass communication research. He maintained 
that it is:
t l a research tradition which applies instead 
of definitive answers, a plethora of relevant, 
but inconclusive and - at times - seemingly 
contradictory findings." (p. 7)
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This pessimistic description, however, does not seem to 
be fully Justified if one looks at a summing up of his 
interpretation of the effects of the media. His con­
clusions, in part, were as follows:
1. Mass communication ordinarily does not serve as 
a necessary and sufficient cause of audience 
effects, but rather functions among and through 
a nexus of mediating factors and influences.
2 .
3.
These mediating factors are such that they 
typically render mass communication a contributory 
agent, but not the sole cause, in a process of
reinforcing the existing conditions.... Regardless
of whether the effect in question be social or 
individual, the media are more likely to reinforce 
than to change.
On such occasions as mass communication does function 
in service of change..., either:
(a)
( b )
the mediating factors will be found to be 
inoperative and the effect of the media 
direct; or,
the mediating factors that normally favour 
reinforcement will be found to be themselves 
impelling toward change.
4. There are certain residual situations in which mass 
communication seems to produce direct effect, or 
directly and of itself to serve certain psycho­
physical functions.
5. The efficacy of mass communication, either as a con­
tributory agent or as an agent of direct effect, is 
affected by various aspects of the media and communi­
cation themselves or of the communication situation,
(Klapper, 1960, p. 8)
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This summary, in my view, does in fact present a reason 
for optimism. Mass communications do act as reinforcing 
agents of existing conditions. Mass communications can 
have direct change effects under certain conditions. If 
mass communications are not considered as the sole agents 
of change, but studied in conjunction with a number of 
mediating variables their effects will be better understood, 
(maybe even manipulated).
Therefore, the arguments that would be of relevance to put 
forward before reaching a final conclusion about the per­
suasive ability of media messages are:
a) What are those mediating variables (intervening 
variables) that have to be accounted for when 
analysing mass communications?
b) Under what conditions do mass communications 
produce direct change effects?
c) How do mass communications act as reinforcing 
agents?
d) What sort of evidence backs the proposition that 
mass communications have negligible persuasive 
impact?
e) Is there any evidence that proves otherwise?
If yes, how does it dislodge the above proposition?
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A. THE INTERVENING VARIABLES OF MASS COMMUNICATIONS
What are the mediating variables (Intervening Variables) 
that have to be understood when analysing mass communica­
tions?
Klapper (1957) himself pointed out a few of the interven­
ing variables that act together with the message in 
enhancing or reducing the effectiveness of a mass communi­
cation. They are:
"audience predispositions, selective exposure, 
selective perception, social milieu, opinion 
leadership, audience group membership and orien­
tation, nature of communication reception in 
the society...."
He argued that the interaction of those and several other 
mediating factors with the reception of the mass mediated 
message makes the total effect of the communication a 
"conservative one".
All those intervening variables with the exception of 
message organization are audience related, and therefore, 
to a large degree, beyond the control of the communicator 
in a naturalistic setting. It can be argued that, three 
decades ago, when scientific research began to disprove 
the existence of the "all powerful" media that swept 
people off their feet, those intervening variables have 
been called "obstacles" in the way of successful mass 
communications. (Hyman & Sheatsley, 1947).
The existence of those "obstacles", in actual fact, partly 
explains the basis for the generalization that the media 
are relatively limited in their ability to produce change 
from one viewpoint to another. During those last three
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decades, social scientists have gone a long way into the 
understanding of those variables and they can no more be 
regarded as "obstacles", but as integral mediating variables 
of any mass communication situation. (Blumer , 1959; and 
others,)
In attempting to design a campaign, as those variables are 
largely beyond the control of the communicator (as compared 
to message organization, appeal, channel choice etc.), there 
are basically two things that can be done to work towards a 
successful campaign:
i) understand the how, why, when and where
do those intervening variables occur and 
the social science literature is loaded 
with research on this problem;
ii) carry a thorough analysis of the audience
under study, so that together with the 
above information, find the best way of 
getting through to them.
Those intervening variables and the conceptualizations, 
discussions, arguments, related to them, have been discussed 
fully in the preceding Chapters.
Besides those audience related intervening variables, there 
are other variables basic to a communication process and 
that are under the control of the communicator. The dimen­
sions regarding the source, message and channel of a comm­
unication process also play a vital role in enhancing or 
reducing the effectiveness of a mass communication. Each 
and all of those variables cannot be studied on an exclusive 
basis, as they are all inter—related and they all, in the 
end, have to be accounted for on the basis of audience 
reception. However, the literature is full of controlled
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experimental research which, on the manipulation of each 
of those variables separately, produced basic guidelines 
to help researchers provide the conditions for the success 
of a communication. The work done by the Yale School,
Hovland and his associates, has to be credited for a large 
part of this understanding.
As social scientists have already dealt with those variables 
thoroughly - according to one estimate, about 1,000 studies 
on persuasion are now reported each year in the psychological 
literature alone (McGuire, 1969) “ we will be brief and 
selective in examining those variables stressing just the 
main findings for later reference.
The variables will be grouped under four headings: 
characterisitics of the source, message, channel, and 
audience, (A very thorough discussion of those variables 
can be found in McGuire, 1969; and for experimental research 
see Honsow and Robinson, 1967)*
The Source
1, The effectiveness of a communication will be enhanced 
if the source of the message is perceived as credible. 
Credibility was found to have two components; it 
might stand either for expertise, or trustworthiness. 
(Hoyland & Weiss, 1951; Kelman & Hovland, 1953;
Berio, Lamert & Mertz, 1966; McCrosky, 1968).
2. Some other characteristics of the source that are 
unrelated to the message being propagated might 
enhance the effectiveness of a communication. For 
example, charisma, attractiveness, etc.
3, The credibility of the source is more important as
regards opinion change directly after exposure. This 
factor becomes less important as more time elapses, a
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phenomenon called the "sleeper effect."
(Kelman & Hovland, 1953),
4. Persuasive communication will be more effective if
the receiver perceives the source as similar to herself/ 
himself. This condition, known as "homophily"
(Rogers, 1971) is argued to be more effective than 
"heterophily", the opposite situation. This homo- 
phily-heterophily distinction tends to extend over 
a large number of aspects, like socio-economic 
status, education, attitudes, beliefs - even dress. 
(Bettinghaus, 1973).
5. Sometimes there exists a direct relationship between
how the audience perceives the source and what they think 
of the message. Some researchers maintained that the 
more extreme the opinion change that the source is 
propagating the more likely opinion change will follow:
(a) the greater the discrepancy between the 
source's and the recipient's initial 
position on the topic the greater the 
persuasive effect of the communication 
up to extremely discrepant points;
( b ) with extreme discrepancy, but low cred­
ibility of the source, attitude change 
is attenuated.,
(Zimbardo, 1965; Zimbardo & Ebbesen, 1970)
The Message
1. It is more effective to present one side of the argu­
ment when the audience is generally friendly, or when 
it is probable that it will not hear the other side 
from another source, and also when immediate (though
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temporary) opinion change is required.
On the other hand, it is more effective to present 
both sides of the argument when the audience starts 
out disagreeing with the position advocated, or when 
it is likely to hear the other side of the argument, 
and when the audience is well educated.
(Hoviand, Lumsdaine & Sheffield, 1949; Koehler, 1968; 
Bettinghaus & Baseheart,1969).
2. It was found when opposing views of an argument are 
presented one after another, the one presented last 
will probably be more effective. However, this effect 
mainly obtains when the interval between the second 
view and the effectiveness measure is short; when there 
is no interval between the two presentations, then the 
first argument tends to predominate.This was reported
by Miller & Campbell (1959), and others.
3. The communication will be more effective if its con­
clusions are explicitly stated than if the audience 
are left to draw their own, except when they are 
intelligent, then implicit conclusions are more effect­
ive .
(Hovland & Mandell, 1952).
4. Sometimes emotional appeals are more effective than 
factual ones; sometimes the opposite is true. It all 
depends on the kind of the audience.
(Hartman, 1936; Knower, 1935; Menfee & Graweberg, 
1940; Freedman & Sears, 1965).
5. Extensive research has been done on the effectiveness 
of fear appeals. For a thorough analysis, see McGuire, 
(1969) or Triandis (1971). Briefly, the findings on 
fear appeals show a positive relationship between 
intensity of fear arousal and the amount of attitude
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change if the recommendation for action is simple, 
explicit and possible; otherwise, high levels of 
fear become counter productive. (Leventhal, 1965; 
Janis & Feshback, 1953). Levels of fear appeals 
have also been found to vary with communicator 
credibility, (Hewgill & Miller, 1965); with the 
importance of the topic to the receiver (Colburn, 
1967), and with the personality type of the receiver, 
(Goldstein, 1959). McGuire, (1969) in reviewing this 
literature,.suggested that there is probably ¿n inter­
action between the degree of fear arousal and the 
recipient's level of anxiety leading to a relation­
ship that is not linear and consistent in all cases. 
Bettinghaus (1975) suggested that, if the communicator 
knows little about his audience, it is advisable NOT 
to use high levels of fear appeal. However, if the 
communicator knows something about his audiences' 
personality, the importance of the topic to them and 
the source's credibility to them, then high levels of 
fear appeal might prove effective.
6. Bettinghaus (1973) stated that a communication would 
be more effective if a rewarding and motivational 
appeal is included in the message. However, no system-
atic research has been carried^to test this.
7. Cues that forewarn the audience of the manipulative
intent of a communication tend to increase the resis­
tance to it and lower its effectiveness, while the 
presentation of distractions simultaneously with the 
message decrease resistance to it and enhance its 
effectiveness.
(McGuire, 196^; Festinger & Maccoby, 1964).
8. No final conclusion can be drawn as to whether the
opening or closing parts of the communication should 
contain the more important material.
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9. A certain amount of repetition of the message facili­
tates attitude change, (Thurstone, 1933; Hovland,1959; 
Stewart, 1964), However, results on how many repetitions 
and at what point is an asymtote reached, is still 
inconclusive.
(Annis & Meier, 1934; Dietsch & Gurnee, 1948; Cromwell & 
Kuchel, 1952).
The Channel
For this variable, it is not easy to present clear-cut guide­
lines from the available research as for the previous two. 
Research is still controversial and in many cases inconclusive. 
McGuire (1969) argued that the possible reasons for this state 
of the field is in many cases lack of interest and knowledge, 
neglect, lack of organization and lack of fully developed 
theories. In addition to McGuire's reasons, there is - and 
still exists - the problem of the methodological difficulties 
and high expense and comparative recency of research in 
relation to some dimensions of the variable, specifically 
the electronic media.
Let us start with the capacity of human sensory channels. 
Researchers on human perception, retention and learning are 
still carrying experimental research in connection with the 
question of the effectiveness of a communication while manipula­
ting one versus multiple sensory channels. As explained 
in the discussion on selective perception, the human capacity 
to process sensory information is found to be much less than 
the amount of information available to the sensory channel. 
(Jacobson, 1950, 1951).
Therefore, if the combined input from two senses exceeds 
the amount of information the central nervous system can 
handle, interference between the channels may occur, except 
perhaps if the rate of the transmission is very slow.
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It was round from the results of human information 
processing and learning experiments (on single versus 
multiple channels) that the human system for 
utilizing information "has the properties" of a single 
channel. (Broadbent, 1958; Travers, 1964),
The effectiveness of learning from one versus another 
channel has been argued to be dependant on individual 
differences, (Mayo, 1964), Some people are visually 
dominant, others are aurally dominant, and so on.
These findings can be used to mean that there is no 
particular magic in multi-media presentation. There is 
no particular magic about the effectiveness of a partic­
ular channel, it all depends upon how the channel is used 
and on whom,
Hartman (1961) presented a word of caution and advice 
to television and movie producers using the audiovisual 
media. He argued that, if the conditions for interference 
are present, multiple channels
"may actually produce inferior learning because 
attention is divided and optimal learning is not 
possible in any of the channels,,.. Pictorial 
illustrations in many cases may distract, rather 
than illustrate. Attention-getting devices are 
of value only if they neither distract from learn­
ing which is already taking place, nor continue 
in competition with the material with which they 
are supposed to direct attention. The tradition in 
the television message is to place the majority of 
the information in the verbal audio channel, and to 
attract attention and to illustrate it in the pictorial
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Too often the picture is not properly related to 
the sound and a real barrier to effective communi­
cation is created by a tendency to focus attention 
on the picture when the message to be learned has 
been coded on the sound track." (p. 41).
What ibout the relative effectiveness of media channels 
versus interpersonal channels (as defined in Chapter II) 
and what is the best "media mix" for a specific campaign?
Some of the earliest studies examining this problem (Knower, 
1935; Cantril & Allport, 1935), compared face-to-face 
lectures and speeches with the same material presented over 
radio, or a speaker set-up, or printed messages. The studies 
showed little significant differences between the different 
channels in relation to learning of the message. But, when 
opinion change was measured, significant differences were 
found; the face-to-face situations were more effective 
than the other media. However, those early studies did not 
use either television or movies, which combine most of the 
sensory characteristics of the other media channels tested.
To start with, television has been argued to be a very 
effective medium for learning (specifically incidental 
learning and imparting information.) Moreover, television 
has been found to be more effective in persuasion than radio 
and print (May, 1964). However, when it comes to comparing 
television and face-to-face communications on opinion 
change, the situation is not yet resolved.
Katz & Lazarsfeld (1955) carried out extensive studies on 
the relative persuasive effects of the various media. Over 
a period of several months, they examined the changes in food­
buying habits, fashion preferences and personal opinions
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about current events of some 800 female subjects. They 
found that, for those opinion changes in which the source 
of the change could be identified, personal influence 
from friends, relatives and others was more effective 
than any of the messages received from other media channels. 
However, they also found that the effects of the media 
themselves are so varied that a separate series of studies 
should be done before the relative effectiveness of a 
particular medium could be isolated.
Such studies have not yet been done in a systematic manner.
McQuail (1969) presented an argument, which in fact is 
largely accepted.
He explained that, if a communicator (for example) is inter­
ested in getting people to sign a petition for better drug 
education facilities in a community, he is better off conducting 
a door to door campaign than attempting to accomplish much 
with a television campaign. He argued that television, radio 
and the press may help arouse attention, but they can never 
supplant the effect of a well-designed, well-run campaign to 
reach people in person.
Those two studies are only a fraction of many studies whose 
conclusions were that interpersonal communications are more 
persuasive than media communications.
But, what if the message has to reach a very large number of 
people, some in very remote areas? What if the people in­
volved do not trust the subjective element of interpersonally 
carried messages? What if there does not exist enough people 
with the "correct" persuasive powers and abilities to pass 
the message?
It is more useful to think of the mass media and inter­
personal channels as interconnected and complementary.
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rather than unrelated and self-sufficient. (Wright, 1975).
Before a decision is made as to what is the best channel 
to use in a given situation, Bettinghaus (1973) suggests 
a number of very useful questions and answers that a 
communicator should consider beforehand, and provides a 
good summary of the situation.
" 1. Does the communicator merely want to draw the attention 
of a great many people to a problem that he will later 
deal with more extensively? Use of the interposed 
communication situation with any one of the mass media 
seems quite appropriate in this preliminary stage.
2. Does the communicator desire personal commitment from 
each receiver, or will he be satisfied with a high 
proportion of attitude change on an issue? Commit­
ment is more easily and more firmly secured through 
personal contact, while attitude change may well be 
secured through careful use of interposed situations.
3. How strong are the present attitudes held by individuals 
toward the topic being communicated? Weak attitudes 
may be overcome through even minimum use of the mass 
media, while strong attitudes may well need personal 
attention.
4. Are receivers in favour of, or opposed to, the topic 
being communicated? The mass media may be effectively 
used to strengthen attitudes, while face-to-face comm­
unication may be more important in overcoming negative 
attitudes.
5, How much money does the source have to work with? 
Television, on any large scale, costs money, money 
in very large amounts. A senatorial campaign in a 
large state might cost upwards of two million dollars
\ .
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for television time alone. Personal, face-to-face 
communication will reach far fewer people than will 
television, but its costs may be in terms of the 
communicator's personal time and energy, and more 
easily obtained,
6. Who will the receivers be? In some situations, the source 
can accomplish his aim by changing the attitudes or 
obtaining a decision from a small group of influential 
receivers. In others, his intent is to reach across 
many, many receivers. When only a few must be reached, 
personal contact may be the most effective method to use. 
When the audience is very large, the mass media may 
have to be used, even if they are not as effective."
(P. 174)
There are a number of unresolved questions about the effect­
iveness of channels in campaigns, and there is a large poten­
tial for more research in this connection. (A portrayal of 
those problems is discussed later in the text).
The conclusions from the findings regarding those inter­
vening variables keeps pointing out that they are all inter­
related and are interacting all the time during a communi­
cation situation. Even if the channel did not interact 
with the source or the message with the channel, they all 
inevitably interact with the receivers of the communication.
The Audience (The Receiver)
There are a number of characteristics of the receivers of 
a communication which research points out to be particularly 
important in accounting for informative-persuasive effects:
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(a) PERSONALITY AND PERSUASIBILITY
Research on the role of personality and persuasibility 
points out that, regardless of the topic, some people 
are more easily persuaded than others. (Hovland,. Janis & 
Kelly, 1955). However, pinpointing the characteristics 
that cause persuasibility brings up confusing results.
It was first assumed that anxiety, low self-confidence 
and low education were related to persuasibility, but 
experimentation failed to support those assumptions. 
McGuire (1969) maintained that those characteristics 
can work both for and against being persuaded easily.
A person with a high level of education and intelligence 
may have more basis for his existing opinion, might 
also be able to give more careful consideration to 
arguments on the other side. Similarly, a person with 
low self-confidence may not wish to risk paying 
attention to opposing arguments, while a person with 
high self-confidence will not be afraid to do so.
Davison, BoyIan & Yu, (1976) added that maybe people 
with moderate degrees of anxiety, intelligence and 
self-confidence are the most persuasible, while those 
at the other extremes are less so.
( b ) AUDIENCE'S STRENGTH OF PRE-EXISTING POSITION 
REGARDING COMMUNICATION TOPIC
The strength of the attitude in question is a very impor­
tant aspect regarding effects on the recipient, research 
indicates that the stronger the recipient feels about 
the topic of persuasion, the less likely he will 
change his (her) opinion. Almost all the examples of
negligible change of voting behaviour during election\
campaigns is explained by this fact of strength of 
pre-existing attitudes. However, when pre-existing 
attitudes are not held strongly, such as the case of 
experiments carried between elections on some obscure news 
topics, attitude change was found to be significant. ,
(Blumler & McQuail,1968; McCombs, 1967)«
i
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The same generalization can be used to explain the 
significant influence of mass communications on topics 
which the audience have very little information about 
beforehand. In cases like this, the recipient makes 
up his mind on the basis of a single article, editorial, 
or television broadcast. McCombs (1972) explained that 
the influence of the media may not be due mainly to 
the weaknesi^ of the attitudes being influenced, but 
also to the fact that there are no other sources of 
information.
Again, the same can be argued to be true about the 
formation of new attitudes. If an individual's 
attention to a persuasive communication can be won, 
and if that individual had little previous infor­
mation about the topic and no existing attitude on 
the topic, . then the communication may be very 
important in shaping a new attitude.
(c) THE INFLUENCE OF GROUPS ON THE AUDIENCE
In attempting to predict the success of a communication 
in changing attitudes, it is important to remember that 
the individual does not exist in a vacuum, but is always 
interacting with the social setting he is in. The 
most general statement in this connection is that 
people who are well integrated and attached to a group 
are less likely to change their attitudes in a way 
that would conflict with group norms and thus disturb 
their relations with others in the group. Studies that 
support this generalization are Shils & Janowitz (1948) 
and Herz (1949).
An individual stands to be rewarded for conforming to 
the standards of the group and punished for deviating 
from them. Therefore, he is more likely to change if 
his opinion is previously in conflict with his group 
norms. (Berelson, Lazarsfeld & McPhee, 1954; Smith, 
1949).
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In a laboratory study, Kelley (1955) bas shown that 
resistance to counter-norm communication tends to 
increase with the saliences of one's group identifi­
cation. In this case, before the communication was 
presented, the subjects were reminded (indirectly) 
of their organizational membership.
( d ) EXTERNAL EVENTS
The relevance of what is happening in the world 
outside, especially in its relationship to an 
individual's private life, is significant in determ­
ining how and whether a communication can affect 
attitudes. A number of studies during World War II 
pointed out that leaflets advocating surrender were 
more effective on troops that were retreating than 
on those who felt that the war was going on in their 
favour.
The literature also cites a number of experiments on 
the relationship of specific demographic character­
istics of the audience for instance, age, socio­
economic status, sex, etc., and persuasibility. Again 
as this has been thoroughly examined (see for instance, 
McGuire, 1969), it will not be discussed here. However, 
some of those demographic characteristics will be 
referred to later in the text in connection with the 
design of the study.
ill
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B. CONDITIONS FOR DIRECT MASS COMMUNICATION EFFECTS
Under what conditions do mass communications produce direct 
change effects?
It is possible for a mass communication to produce direct 
change effects. Bailoran (1968); Schramm (1954, 1973 
Klapper.(1960); Himmelweit (1962) and many others suggested 
a number of conditions under which persuasion can occur.
The suggestions from those researchers, integrated with 
the previous analysis can be categorized into the follow­
ing points:
a) Selectivity
The first basic requirement for a mass communication to 
create change is to be received and accepted. For this to 
happen, the communication must be able to overcome the 
audience related intervening variables of selective exposure 
and perception.
Assuming there is access, reception and acceptance are more 
likely to happen if;
i) The presentation of the communication is
attention-catching and interesting.
ii) The source of the message is perceived as
trustworthy and expert.
iii) The message follows the most appropriate rules 
for the context regarding order of presentation, 
organization of context and type of appeal.
iv) The channel chosen to deliver the communication 
has a certain amount of credibility and uncritical
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attachment of audience.
V) The communication does not raise the ego- 
defenses of the recipients outright.
Vi ) The communications meets existing personality 
needs and interests.
b) Attitude Change
Attitude change is more likely to occur when
L) The suggestion is accompanied by change in
other aspects underlying beliefs and attitudes.
Li) The suggestion is carried by mass media channel, 
plus face-to-face reinforcement than either of 
those alone. Other things being equal.
iii) The topic of the communication is new, unfamiliar, 
yet viewed as important.
iv) The media tends to fill the gaps in knowledge 
about a topic difficult to learn about from 
other sources.
v) The value or attitude to be changed is not well- 
formed nor held strongly.
vi) The value or attitude to be changed is not very 
significant to the person involved.
vii) The suggestion is in harmony with valued group 
norms and loyalties.
viii) Group membership is not valued or discredited.
For example, when group membership creates 
conflict or cross-pressures, or when it no 
longer results in benefits.
! I
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ix) The change requested is shown to be conforming #
with social and cultural norms and expectations.
c) Behavioural Change
Overt behavioural change is more likely to occur when:
i) The communication relates to the individual 
needs, wants and interests, and if it is 
presented in such a way and at such a time that 
it is reinforced by related external events.
ii) The change propagated is not going to face 
stout opposition, in fact, it is guaranteed 
social and cultural support,
iii) Where the simplest and unobstructed routes 
for immediate action are pointed out.
This is the situation regarding a single mass communication.
What about the CUMULATIVE impact of mass communications?
Hilde Himmelweit (1962) surveying the research related mainly 
to television and children, declared there are conditions 
which produce a certain degree of impact, a cumulative impact 
of a number of television experiences does happen: when there is:
i)
iii)
"Recurrence from program to program of the 
values or views.
Dramatic presentation of the values, so that 
they evoke primarily emotional reactions.
Presentation of values which link with the 
individual's immediate needs and interests, 
i.e. where there is a lowered threshold for 
perception of relevant cues.
' <1
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iv) An uncritical attachment to the medium,
V) Impact is likely to be greater where the 
individual has not already been supplied, 
through his immediate environment, with a 
set of values which provide a standard 
against which to assess the views offered 
on television. This aspect is most import­
ant to bear in mind also when dealing with 
the impact on adults. Television acts as 
a second-order source of information.
Provided these conditions are fulfilled, values must be taken 
over from the main themes of plays or programs, and also from 
the subsidiary touches used in presenting them." (p, 27)
Therefore, under the conditions suggested, individual mass 
media programmes can make a direct impact, while a slow 
accumulation of minute influences from many programmes 
can create a cumulative effect. However, in the majority 
of cases both types of effects are likely to be operating 
at the same time •
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C. REINFORCEMENT EFFECT OF MASS COMMUNICATION
The power of the mass media as a reinforcing agent and their 
ability to activate and reinforce existing attitudes is an 
accepted fact by almost all media researchers. If an 
individual's attitudes are strongly held, especially if 
they are shared with his immediate social surroundings, 
like his family and friends, persuasive mass communications 
are likely to face great difficulty in converting attitudes, 
but they are more likely capable of reinforcing them or 
activating them.
The majority of research that has found, and further explored, 
this effect comes from the political sphere, more precisely 
voting behaviour. One of the earliest studies to stumble 
over this effect were those of the Erie County election 
campaign (Lazarsfeld, Berelson & Gaudet, 1948).
Other evidence supporting this reinforcing effect of the media 
has been reported by Berelson & Steiner (1964); Rossi(1966);
Atkins et al.(1975)»Lerner(1971) & others. In fact, almost all 
mass media studies report or refer to this effect as an 
accepted reality so there is no point in presenting further 
evidence to prove its existence.
Still, as in any social science phenomena, this effect does 
not go completely unquestioned, and a critical analysis of 
its use as an answer to all voting behaviour situations is 
presented by Sears & Whitney (1973).
However, the point that ' should be stressed in this 
context is not whether or not this reinforcement effect 
exists; it is the fact thet its importance in relation to 
the persuasive effectivness of mass media campaigns has 
been played down.
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Miller & Burgoon(1973) in an article suggesting a new framework 
for viewing the persuasive process explained the possible 
reasons for this lack of interest in the reinforcement 
aspect of persuasion.
They acid in examining the writings in the field, persuasion 
is treated almost exclusively as a facilitator of change:
"persuasion is almost synonymous with changes in
overt behaviour or attitudinal valence." (p. 6 )
They argied that.in using the term "influence attempt" a 
crucial distinction must be made. "The notion of behavioural 
influence does not necessarily imply modification or 
reversal of an overt non-verbal behaviour, nor does it 
always indicate change in valence or relative attractive­
ness of an attitudinal statement. For, if a persuadée 
subscribed to a partiulcar attitude with moderate inten­
sity before an influence attempt but held that same 
attitude with extreme intensity after receiving the 
persuader's message, the influence attempt would be viewed 
as successful: behaviour would have been affected, even 
though the persuader sought no change in valence of the 
attitude. By the same token, if persuasive inputs cause 
a persuadée to be more resistant to counter-propaganda 
(i.e. messages seeking to alter his behaviour, and change 
the valence of his attitudes) then the source of those 
persuasive inputs has been successful." (p»5)*
Rather than aim at changes in attitudes and behaviour, most of 
the persuasive communication seek to reinforce currently 
held convictions and to make them more resistant to change.
For example, most Sunday sermons, keynote political conven­
tions, advertisements of well known products, social 
development programmes like use of seatbelt, health programmes, 
and stopping smoking. What the researchers don't stress and
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try to measure is how their message acted as an inhibitor 
of change in the opposite direction......
The ability of persuasive mass media message to change the 
intensity of an attitude from moderate to extreme favoura- 
bility, or to prevent it from reversing altogether should 
be considered as a successful impact.
This suggestion has also been made by Larson (1964) who 
argued that the reinforcement effects only of the mass 
media are interpreted on the basis of lack of evidence 
of conversion effects. He stressed that what is probably 
being overlooked is that "encouragement of constancy" or 
reinforcement may be an important effect in itself; 
reinforcement should not be regarded as "no effect" 
as it involves maintaining a position which could have 




SOME CAMPAIGNS THAT FAILED & SUCCEEDED: REASONS & ANALYSIS
The previous Chapter showed that mass communications can be 
argued to have informative-persuasive effects under certain 
conditions. If this is so, why is there a controversy 
regarding this effectiveness, and what is the evidence 
which backs the opposing propositions?
Most of the research investigating the effectiveness of mass 
communications in relation to information, attitude and 
behaviour can be found under two major fields of work:-
1. Laboratory experimental research carried 
out by Hovland et al of the Yale School;
2, Political campaigns carried out in the field.
The argument goes that the majority of conclusive findings 
on the effectiveness of mass communications (as discussed 
in the previous sections) are due to experiments carried 
out in a laboratory under controlled conditions.
Hovland (1959) himself confirmed the fact that laboratory 
results cannot be generalized into naturalistic settings 
where several variables are interacting at the same time. 
On the other hand, the evidence which argues the limited 
capability of mass communications to persuade is based 
upon surveys of political campaigns, health and safety 
campaigns, educational campaigns and the few advertising 
campaigns which have been published.
What this Chapter is going to show is that there is sub-
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stantial evidence in the political, health, educational 
and social development fields that present evidence 
arguing the capability of the communications to enhance 
information and moderate attitudes and behaviour.
We are not going to discuss laboratory experiments, but 
field studies.




I. SOME CAMPAIGNS THAT FAILED
Let us first consider some of the evidence that backs the 
proposition that mass communications are limited in their 
capability to enhance learning and information acquisition.
Some of the most classic studies which point to the inability 
of the mass media to increase the level of information of 
its audiences are Hyman & Sheatsley's (1947) well known 
study "Some Reasons why Information Campaigns Fail", and 
Star & Hughes' (1950) Cincinnati Study, as well as Noelle- 
Newman's (1959) Bundesrat Study.
Hyman & Sheatsley's study was based on NORC in 1946, to 
measure the public's interest and information on different 
issues in the field of foreign affars. Their basic con­
clusion was that there exists a hard core of "know nothings" 
who fail to learn of events despite their extensive cover­
age in the media. In one study, a third of the respondents 
could only identify one and sometimes none of the five 
major public issues. They argued that various psychological 
barriers often prevent the mass media information campaigns 
from having the desired effect. (The conclusions will be 
discussed further later).
Star and Hughes reported a campaign sponsored by a
number of organizations in Cincinnati to make people aware 
of the functions of the United Nations and to increase 
their support to it. This was done around the end of 
World War II. The campaign lasted for six months, and it 
was claimed that it was well-financed and well-organized. 
The slogan of the campaign was: "Peace begins with the 
United Nations - the United Nations begins with you." 
Although television was not used then, all other media
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facilities plus several organizations were used to hammer 
the Information onto the people, (The organizations 
Included advertizers, schools, religious and civic groups, 
etc.). The slogans were printed on display cards put on 
buses, match boxes, blotters etc. Both the press and the 
radio were used, with the radio putting as many as 150 
spot announcements a week. The National Opinion Research 
Centre, which belonged to the University of Chicago, 
carried out a survey before the campaign and found that 
30 percent of the people in that area were totally ignorant 
about the function of the United Nations, After the 
campaign, a second survey did not find that the number 
of those informed increased significantly, so despite 
this intensive campaign, the level of information was 
affected only slightly.
The Bundesrat study, as reported by Noe11e-Newman, was 
carried^in West Germany and is quite similar to the 
Cincinnati study. Its aim was to increase the level of 
information of people listening to the radio about the 
functions of the Upper House of the Federal Legislature 
in Bonn, the "Bundesrat",, Before the campaign only 10% 
of the stations' listeners were able to give a satisfactory 
definition of the Bundesrat, Radio Stuttgat, for two years, 
mentioned the Bundesrat in almost every news and public 
affairs' broadcast, and always followed the word with a 
one-sentence explanation of what it stood for. The 
listeners' information about the meaning of the Bundesrat 
was tested twice, after one year of the campaign, and after 
two years. It was found that there was no significant 
difference in the information level of the listeners at 
either occasion.
Wade & Schramm (1969) quote a number of other examples of 
media information in relation to politics and science.
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Suggested reasons for Failure of Information Campaigns
There are several possible reasons that could account 
for the failure of those campaigns.
1 . Previous availability of information:
As around 70% of the Cincinnati people have already 
heard about the U.N. before the campaign, the infor­
mation was propagating what was already heard about, 
probably several times. Therefore, it can be 
assumed that those who wanted to know about the 
United Nations have already had the chance to do 
so before the campaign. This is why the campaign 
did not create much change in the number of people 
who were affected by the information presented to 
them.
The question arises; why didn't the other 30% pay 
more attention to the intensive campaign about the 
U.N. and thus become more informed?
The answer can basically be explained by referring
to the theories of motivation for Selectivity 
discussed earlier.
a) Utility of Information:
It can be assumed that the 70% who found that the 
information about the U.N. affected them personally, 
in one way or another, managed to know or learn 
about it. Interest in foreign affairs was useful to 
their work or image. On the other hand, the 
30% who did not know beforehand, and did not change 
even after the campaign, probably could find nothing 
in the information about the U.N. that would be of 
use to them personally.
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b) Congenial Information:
The 30% who did not assimilate the campaign infor­
mation might have felt it was dissonant to their 
existing beliefs and attitudes. They resisted it, 
or misperceived it because they felt foreign news 
and affairs is a source of problems to them.
The survey about the Cincinnati study itself indi­
cated that people who had pre-existing favourable 
attitudes were the ones who paid attention to the 
publicity.
c) Habit and Interest:
Some people do not pay habitual attention to news, 
specifically about foreign affairs. They might not 
regard this of interest to them, as it is not 
directly related to their everyday lives. It is 
argued that individual interests are very self centered. 
Moreover, it is for entertainment that the majority 
of people use the media. News and foreign affairs 
are usually scanned for the new or the extraordinary. 
What is encountered on a day-to-day basis becomes 
less interesting.( Schramm, 1973
Methodological Factors:
The questionnaires, interviews, etc., that are used 
in such surveys to measure the level of general 
knowledge are conducted weeks, sometimes months, 
after the public were actually exposed to the infor­
mation. As Schramm argued, people tend to forget 
details quickly and the only thing that remains in 
memory is a general awareness and not the details. * I
4, Channel:
One aspect that stands out in all those three studies 
is that they did not make use of television or film 
in their campaigns. However, face-to-face communication
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has been found to be the most effective medium 
in persuasion and information campaigns. Katz 
& Lazarsfeld (1955), McQuail (1969).
Noelle-Newman (1959) does quote an experimental 
investigation of the effectiveness of an infor­
mation "film" dealing with NATO. The populations 
knowledge of the North Atlantic Treaty Organization 
was tested both before and after the special film 
campaign. It was concluded that the level of the 
population's knowledge of NATO had scarcely 
Improved at all. Only those who had previous 
knowledge about NATO anyway were better informed, 
but again to a minimum degree.
However, television and film has been proved to 
be more effective than the radio and print.
Mayo (1964).
So, what conclusions can be drawn from those studies? Can 
it be definitely argued that the media (excluding tele­
vision here) are unsuitable for enhancing the audiences' 
information level?
This is not necessarily true. Besides the fact that the 
majority of studies that argue that the media are not 
capable of enhancing information are from the political 
and scientific sphere, there are numerous examples of 
studies, even in those two spheres, that prove otherwise.
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II. SOME CAMPAIGNS THAT SUCCEEDED
During the Second World War, American soldiers and other 
military personnel were shown training films dealing with 
specific issues about the war. It was found that those 
films did increase their level of information considerably 
(Hovland, Lumsdaine & Sheffield, 1949).
Berelson, Lazarsfeld & McPhee (1954) found that the greater 
the amount of exposure to election campaign material, the 
greater was the accuracy in perceiving both Presidential 
candidates' positions on issues. Furthermore, accuracy 
was more strongly related to amount of' exposure than edu­
cation or interest in campaign. The authors argued that 
this proves that campaign messages enhance information 
acquisition and acts to correct selective awareness or 
clarify understanding of political issues.
Ben ZeeV & White (1962) found that, as the 1960 campaign 
progressed, there was a decline in the percentage of people 
who said they did not know where Kennedy stood on issues.
During the Watergate televised hearings in 1973, it was 
found that there was a sharp increase in the number of 
people who could identify such central figures as John Dean 
and Senator S. Erwin (M.J. Robinson, 1974). Other 
similar findings in the political sphere are discussed by 
Milne & Mackenzie (1958); Blumler & McQuail (1969) and others
A campaign dealing with the safe use of pesticides wasoutcarried^in Quincy, Illinois, 1972. Its design was similar 
to the Cincinnati study, but on a smaller scale, and tele­
vision was also used. The time span was a month, during 
which four one-minute spots were aired 80 times by 
Quincy's two television stations. Therefore approximately 
five radio spots were carried a day over the month. Two 
news articles and five public service advertisements were 
published in the daily newspapers. At one week intervals,
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four variations of direct mail were sent to homes. The 
slogan propagated was: "Take a Look and Live", and it 
was found, after the campaign, that about a quarter of 
a random sample of the population saw or heard the slogan. 
Also, over half of those were able to identify some 
major points of the campaign.
Television, the radio and the direct mail were found to 
be equally effective, the newspapers somehow less effect­
ive. It was explained that the campaigning in the news­
paper might not have been frequent enough (Salcedo et al, 
1974) .
Another type of study proved that the media not only helped 
enhance knowledge, but triggered the behaviour of more 
information seeking as interest developed. The study was 
conducted in California among college students. It started 
when the college students found a need for more political 
information, so it was decided that they would attend to 
the media information. As they got to know more about 
politics, they became more and more interested, and this 
led to further information seeking in newspaper editorials, 
magazines and other detailed sources of political infor­
mation. Therefore, satisfying a need for information led 
to even more information seeking. (McCombs, 1972).
Furthermore, Noelle Newman, mentioned earlier in relation 
to a number of unsuccessful information campaigns, quoted 
a number of successful information campaigns. She reported 
an example which shows that the radio or press are defin- 
itely capable of having an educational effect, even in the 
field of politics. She explained that in Germany, numerous 
reports were issued in illustrated magazines about such 
matters as national socialism, the Second World War, the 
Nurenberg trials, etc. The argument arose as to whether 
it was wise to publish such reports of the Hitler era, as 
they might - contrary to the Editor's intentions - give
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the appearance of glorifying national socialism. Yet, 
those reports kept on being published; they kept on 
being read, and together with a similar series on the 
radio, captured a large audience.
Noelle Newmann explained that the mass of these historical 
chronicles can be proved to have made a decisive contribu­
tion toward influencing the conception that the Germans 
had of their recent history. In the 1950's, the majority 
of the population were of the opinion that the German 
people were not responsible for starting the war. However, 
now the majority of the population are convinced that the 
outbreak of war cannot be laid solely at the door of the 
Hitler Government.
But it is not merely the press and the radio that have 
been reported to have an educational potential. Newmann also 
quoted a study of a film series dealing with behaviour 
in road traffic. Atithe in.vestigation>ofthe German Federal 
Ministry of Traffic and Communication, 100 foot films for 
the education of road users were introduced into motion- 
picture programmes via newsreels over a period of 10 months 
in 1957-1958. The short films showed in an amusing manner 
how road user "Schussel", acting as a pedestrian, cyclist, 
motorcyclist and car driver, committed traffic offences or 
behaved in a ridiculous way, while his friend, "Clever”, 
lectured him on his mistakes and directed the moral of the 
story to the public. Tests before and after this film 
campaign showed that the film made a marked impression on 
the audience. In addition, certain road regulations, as 
exemplified by the humorous films, were better known to the 
public after the films (Noelle Newman: , 1959).
Other examples of successful information campaigns include 
the Denver Study (Mendelson, 1973); the Unselling Heart 
Disease campaign study (Farquhar et al, 1977); the Wisconsin
Study, Douglas et al (1970). As those campaigns have been 
chosen as case studies, they will be fully examined later.
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Conclusion
Although there are some studies that point to the inability 
of the media to enhance information aquisition, there also 
exists a substantial number of studies that prove otherwise
The first point that has to be stressed in this respect is 
the presentation of the campaign content. Logically, a 
campaign which is presented in an interesting manner will, 
at least, draw more attention from the audience than a 
boring one, as was the case in connection with the humorous 
film on traffic behaviour vs. the documentary on NATO.
However, the effectiveness of an information campaign does 
not lie solely in its editorial style, or intellectual 
soundness. It has to be stressed that there are other 
audience variables involved.
There is no direct relationship between exposure to infor­
mation and learning. Exposure does not necessarily mean 
sustained attention and comprehension.
Exposure would more probably lead to learning if there is 
an interest in the information being propagated. Moreover, 
if the individual finds that he needs (either materially 
or psychologically) this information, and if it does not 
clash with deeply-held attitudes, or raise defense mechan­
isms, then learning would be enhanced.
It can be concluded that the media can be very effective in 
enhacing information acquisition under the conditions that 
the programme is well-presented and is of relevance to the 
audience.
It has to be mentioned that there is another side to learn­
ing from the media. "Incidental learning'*, which is not
158
gained intentionally, goes on all the time on exposure 
to media content. Because this study is more concerned 
with intentional learning, an analysis of this phenomenon 
will not be presented. However, a detailed examination 
of the situation can be found in Schramm (1973), Haskins 
(1968),and Krugman (1968).
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B. ATTITUDE AND BEHAVIOUR CHANGE
The controversy around the inability of persuasive mass 
communications to change attitudes and behaviour is even 
stronger than the one revolving around information acqui­
sition.
In this context, attitude and behaviour change will be 
considered together, not because one can replace the 
other (as discussed in Chapter III) but because the 
majority of field experiments deal with them together.
I. SOME CAMPAIGNS THAT "FAILED"
One of the earliest and most quoted studies that points 
to the inability of the mass media to convert attitudes 
is the intensive research of political propaganda in 
Erie County, Ohio, during the 1940 Presidential Campaign.
This study found that, although there was an intensive 
hammering of persuasive material by the candidates in­
volved, only 6 percent of the population under study 
changed their candidate preferences as a result of the 
political propaganda. Moreover, even fewer voters were found 
whose attitude change could be traced directly to mass 
media propaganda. (Lazarsfeld, Berelson & Gaudet, 1948).
The Erie County voting study was replicated in 1948 in 
Elvira, New York, and the conclusions and results turned 
out to be very similar to the previous study. (Berelson, 
Lazarsfeld & McPhee, 1954).
Similarly, the information campaigns carried by Hyman & 
Sheatsley (1947), and Star & Hughes (1950), discussed 
earlier, were also tested for their persuasibility. Again,
160
slight persuasive effects were found.
Schramm & Carter (1959) studied the effects of a twenty- 
hour telethon by Senator William Knowland, two days before 
his defeat in the California gubernatorial election of 
1958, It was found that, out of the 563 respondents 
studied, only 2 voters have changed their voting for the 
Senator, and one against.
The examples should not be restricted to the political 
sphere. There are a number of studies in the social develop­
ment and health spheres which also point to the inability 
of the media to change attitude and behaviour.
O'Keefe (1971) reported a study which was undertaken to 
assess the effects of a massive anti-smoking campaign, 
launched on television in the late 1960's. The subjects 
of the study were 621 students and 300 residents of the area 
who were tested before and after the campaign. The campaign 
itself was composed of as many as 80 - 100 commercials per 
week, yet the percentage of the subjects who did recall the 
commercials was quite low. The authors concluded that the 
campaign was severely limited in producing behaviour effects. 
He argued that only the subjects which were already inclined 
to give up smoking reported that the commercials were effect­
ive and fewer than half of these cited the commercials as 
an incentive to stop smoking. He further maintained that 
the study points out that many respondents were apparently 
able to live with dissonance for, although the great majority 
of smokers realized that smoking is dangerous to their health, 
they were not ready to take behavioural steps to reduce this 
dissonance.
Robertson (1976) in his article called "The Great Seatbelt 
Flop", maintained that, "unless and until a rigorously 
designed study demonstrated otherwise, there is formidable 
evidence leading to the conclusion that mass media campaigns
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are ineffective means of increasing belt use,” (p.42).
He based this conclusion on a thorough analysis of a 
controlled study of the effect of television messages on 
safety belt use. Based on correlates of belt use in a 
study carried by Waller & Barry (1969), six television 
messages were produced, each directed at a specific 
audience. Two of those messages finished as finalists 
in advertising club competitions. By arrangement with 
advertisers and a cable television company, messages were 
shown in prime time on one cable of a split cable system, 
designed for test marketing. The households on the cables 
are distributed on alternative streets in such a way that 
classical experimental control design was achieved. The 
television messages were shown 943 times over a period of 
nine months, and they were aired, each individually, as 
it appealed to the target it was directed for - i.e. 
children, teenagers, fathers and mothers. Daily belt use 
observations were conducted on a rotation basis among sites 
throughout the city being tested for a period of 11 months, 
including one month prior and one after the campaign. Belt 
use observations were matched to experimental and control 
cables. Comparison of belt use by drivers from households 
on the experimental and control cables, as well as with 
those on neither cable, revealed no effect on belt use of 
the television campaign, Robertson (1976) Similar results 
were obtained in another study using television and radio 
messages and comparing separate matched communities. 
(Fleischer, 1973).
There are several other examples of media campaigns that 
proved to be ineffective in changing behaviour. In the 
family planning field, Schramn (1973)*’& Smith (1965 ) 
reported studies that have failed to precipitate the action 
of using contraceptives to plan the number of desired 
children.
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Considering this impressive evidence of failures of 
campaigns, it is obvious that one would be inclined to 
accept this conclusion without further questioning. How­
ever, before discussing the possible reasons for the 
failures of those campaigns, it is pertinant to portray 
the opposite accumulating evidence based on a substantial 
number of studies arguing that mass media communications 
are capable of moderating attitudes and behaviour.
Besides two famous classical incidents, the following 
section will present a number of examples of successful 
media campaigns with controlled field designs.
II. SOME CAMPAIGNS THAT "SUCCEEDED"
Two of the most quoted studies in this connection are 
H.G, Wells' radio dramatization of the War of the Worlds, 
and Kate Smith's War Bonds Campaign.
Orson Wells' radio dramatization of War of the Worlds is, 
perhaps, considered the most frightening and potent example 
of the possible unanticipated effects of the mass media 
which were not intended to happen. On Hallowe'en, October 
30th, 1938, the CBS national radio theatre group broadcasted 
a fictional dramatization of the invasion of the Earth by 
Martians. The design of the programme was such that three 
announcements were presented at the beginning, middle and 
end of the programme, explaining that it was fictional. 
Moreover, three special announcements after the programme 
were included to re-stress that the Invasion from Mars 
was a dramatization. The play itself was an hour-long 
programme, produced in the form of news flashes interrupted 
by a musical programme describing every few minutes how 
the invasion was developing, where it has reached, its 
immediate effects, etc. Mainly it was radio news bulletins.
163
accompanied by on-the-scene reports, bringing in expert 
opinions, fictional scientists, spectators, policemen - 
even the "Secretary of War".The effects of the programmes were 
studied by Cantril(1958)and reported in Schramm (1975)^ It was 
stated then that thousands of listeners were in a state 
of panic. Cantril estimated that at least six million 
listeners began to wonder whether the invasion from Mars 
was actually taking place. Before the evening was over, 
at least one million listeners were frightened or disturbed. 
Cantril wrote, "long before the broadcast had ended, people 
all over the U.S. were praying, crying, fleeing frantically 
to escape death from the Martians. Some ran to rescue 
loved ones. Others telephoned farewells or warnings, hurried 
to inform neighbours, sought information from newspapers 
or radio stations, summoned ambulances and police cars"
(Schramm,^1975^ p. 190 ).
Before discussing the possible reasons behind the effect 
of this programme, let us first relate the second example 
of the spectacular effect of the mass media: the War 
Bonds Campaign. On September 21st, 1943, an appeal was put 
forward by CBS radio network to urge the purchase of War 
Bonds. The appeal was presented by a very popular singer,
Kate Smith. It involved one to two minute spots (around 
sixty five times) put at several intervals on the radio, 
either in the form of songs or appeals. One of her broad­
casts was studied in detail by the sociologist Robert 
Merton (1946 ), in his book. Mass Persuasion.
The difference between the War Bonds campaign, and the 
programme of the War of the Worlds, is that the former 
was meticulously planned to accomplish the objectives it 
set out to do.
The choice of Kate Smith to carry the appeal itself was 
one of the main reasons for its success. Miss Smith was 
popular, loved and most important of all, trusted. More­
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over, the campaign made use of deeply emotional appeals: 
more specifically appeals of sacrifice and working 
together for the Nations' good in a time of war and 
international crises.




The setting of both those incidents. The atmosphere 
of crises, war and catastrophe that prevailed in 
1938, and that of war and patriotism in 1943.
There was a large degree of trust and dependence on 
the radio newscasts in those days because of its 
immediacy and relatively fast news.
The design and production of the programme was done 
extraordinarily well in the War of the Worlds. On 
the other hand, Kate Smith's appeals were meticulously 
planned.
4. In both cases, the credibility of the source was high. 
In the War of the Worlds' programme, the newscasts 
were presented in such a way that expert opinion 
(though fictional) was brought in all the time.
Similarly, Kate Smith was already a very popular 
person, very much liked and trusted, very widely known 
and commanded a very large audience for the programmes 
She definitely did not portray the image of a devious 
salesman!
5. The characteristics of the audience played a large 
part as well. Regarding the play on the War of the 
Worlds, most of those who had been affected were 
those who did not seek further justification to the
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situation (like consult a newspaper). The only Justi­
fication some sought was to call their neighbours. In the 
majority of. cases this was what created the confused 
picture. On the other hand, in Kate Smith's appeal, a 
large number of those who have been affected were influenced 
by the large and rising number of pledges from other people.
The evidence supporting the persuasive effectiveness of 
mass media campaigns does not rest solely on those two 
classic examples. There are a number of more recent experi­
mental studies that argue this position.
In the political sphere, Wade (1973) studied the media 
effects on changes in attitudes towards the 
rights of young people to vote. She carried out a field 
study in April 1971 - during the period when the California 
legislature was discussing the ratification of the constit­
utional ammendment giving voting rights to 18 year olds.
She found that the respondents who knew, through the media, 
of the change in voting regulations changed significantly 
more in willingness to allow youth to participate in poli­
tical activities. Òhe concluded that her findings present 
new evidence in support of the role of the media in the 
creation of "social reality" by which the public can test 
and compare the adequacy of their attitudes.
In an article called: "Can extremists using T.V. move an 
audience?", Seasonwein 8i Sussman (1972) challenged the 
assumption that television has a fail-safe quality pro­
tecting the viewer from political extremists. After the 
defeat of Senator McCarthy, the assumption that television 
has this quality became an accepted view. Seasonwein &0 *lV
Sussmann carried^a pilot study where an hour-long video­
taped debate was aired on educational television. The 
debate was between three of the Chicago Seven and 
three liberals. College students of all political per­
suasion from Left to Conservative were measured both
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before and after the debate. There was a large shift in 
attitudes towards the non-Left positions among the college 
students. Another finding of this study was that the 
televised debate not only influenced overall beliefs and 
impressions ~ something for which television is argued to 
be effective - but it also changed beliefs about small 
"discrete bits" of information.
During the televising of a Congressional sub-committeeout
hearing, an experimental study was carried^which is one 
of a few of its kind dealing with this bona fide telecast. 
Information^and measures of meaning were administered on 
the viewers to find out how effective was this telecast.
The author concluded that the results of the study indi­
cated that coverage of the hearing was very effective on 
its viewers. On both the information tests and the semantic 
differential test which were used to measure effectiveness, 
substantial differences were noted for the television group 
as opposed to the non-television group. The author also 
pointed out that, although the design of the experiment 
did not include fine-enough differentiations of the extent 
of exposure to make a rigorous test, examination of the data 
for the television group appears to indicate that the 
greater the extent of television viewing, the greater was 
the effect. (Tannenbaum, 1971).
There are several other examples of the effectiveness of 
the media, specifically the press, on behaviour modification. 
Robinson (1974) found that careful statistical analysis 
of voting patterns in Presidential elections from 1956 to 
1972 showed that, in some cases, readers of a newspaper 
that gave its editorial endorsement to a particular 
candidate were more likely to vote for that candidate as 
a consequence of that endorsement. Other examples have 
been presented by Liebert & Schwartzberg (1977).
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How©ver, politics is not v©ry sa.li©nt to th© la,rge majority 
of p©opl©. Th©y ar© much more occupied with their private 
lives, (Sears & Whitney, 1973; Caiatril, 1965).
Therefore, politics or polital issues should not be con­
sidered the sole criteria upon which the persuasive impact. 
of the media is judged.
Although the vast amount of research on the effectiveness 
and success of particular advertising campaigns is not 
published, some would argue that the simple fact that 
vast amounts of money are still allocated to publicising 
products has to be taken to mean that some kind of effect 
does exist. Given the fertile conditions that exist in 
many developing countries, the considerable influence of 
the media on buying appetites can readily be discovered. 
(Bogart, 1959; Schramm, 1964).
However, the effectiveness of advertising is mostly of a 
different nature. Weinberg (1960) argued that, in highly 
competitive fields, the function of advertising may not be 
persuasion, but achieving an accepted position in the normal 
communication environment. A company may have to maintain 
a certain minimal level of advertising and promotional 
pressure merely to maintain a franchise of visibility, 
familiarity and acceptability to the mass consumer. In 
addition, the sales effectiveness of advertising has to be 
put into a sounder perspective. Bauer (19G4) explained that 
promotions which, on practical grounds of dollar increment 
in sales are highly successful, may mean no more than an 
increase of one percent in a current brand's share of a 
high-turnover product market, such as cigarettes. Taking 
this in terms of the total population, this increase 
represents the successful influence of 0.5 percent of all 
adults. He continued that even the outstanding success of 
a new brand, for instance, may consistitute the capture
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of only a small percentage of a highly competitive market. 
Bauer infers from these facts that a promotion can be 
profitable even if it wins fewer people than it alienates.
Except for some dramatic successes, the effectiveness 
of particular advertising campaigns - involving the 
repeated use of a "mix" of media over an extended period 
of time - still remains a commercial secret. Moreover, 
sales (behavioural action) are not often considered a 
suitable criterion for evaluating the effectiveness of 
a campaign because of the difficulty of disengaging the 
specific effects of the communication campaign from the 
effects of several other factors and forces at work in the 
market place, and which influenced the consumer purchases 
(Colley, 1961).
Therefore, the fact that the communication goals of 
advertising usually depend on such measures as salient 
awareness of brand, recall of message, evaluation of 
brand and interest in purchase; plus the argument that 
it deals with low-involvement material (Krugman, 1965), 
and therefore dos not arouse ego defense mechanisms, makes 
the reference to advertising research in connection with 
the effectiveness of media campaigns again not sufficient.
If political campaigns are not salient to the majority of 
mddia audiences and advertising campaigns are not ego-involv­
ing, what kinds of programmes should be used to study 
this controversy?, Programmes with more salient and in­
volving material.Let us present some other examples.
Children who were regular viewers of Sesame Street public 
television programme were found to have more positive 
attitudes toward children of other races, as compared 
with children of the same age who did not view the pro­
gramme. (Lesser, 1974). This finding does not go un­
criticized (Cook et al, 1975). It might be argued that
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Children are much more gullible than adults, who are 
too sophisticated to be moved. The following example 
questions this assumption.
On April Fool's day, 1971, the Saturday Review (which 
is claimed to be read by a highly sophisticated and well- 
educated audience) published a letter to the editor. The 
letter was signed by a "K. Jason Sitewell" who, the analysts 
argued, could have been easily identified as the same 
author who appeared in the magazine on other occasions, 
usually around April Fool's day. This letter basically 
urged the editors and readers of the magazine to oppose 
H.R. 6142, a bill "introduced by Representative A.F. Day 
and co-sponsored by 43 other congressmen." Mr. Sitewell 
explained that, although the purpose of the bill - as it 
was claimed - was to restrict the size of private parks 
and to "democratize public parks" that were scarcely used, 
the hidden purpose of the bill was actually to abolish 
GOLF, the parks standing for golf courses. In his letter,
M r . Sitewell went on to explain how he knew, from personal 
acquaintance, that Congressman Day had a vehement, almost 
psychotic hatred, of golf due to certain unfavourable family 
experiences with the sport. His grandfather died in a 
sandtrap from "massive exasperation" and his father had 
died from a shock of hitting 19 balls into a pond on a 
par three green. As a result. Congressman Day was fanat­
ically devoted to doing away with this sport. He presented 
several reasons for his appeal against the sport, basically 
depending on figures indicating that golf was the cause 
of 60,000 broken homes, 75,000 coronary cases, 93,000 
golf course fatalities and 83,000 cases of hypertension.
Sitewell fervently called upon all friends of golf to rally 
to the defense of the game and help defeat H.R. 6142.
In the May 8th edition of the Saturday Review, a former 
editor of the magazine, who was a golf player himself.
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admitted that the letter was a spoof. He explained how 
all the persons involved (eg. A.F. Day, standing for 
April Fool's Day), and the figures quoted had no foundation
Still, this extremely well-written letter created a sig­
nificant effect on a minority of the audience of the 
Saturday Review.
Schramm (1973), who reported this study, explained how the 
most extraordinary things happened. He stated:
"It is reported that emergency meetings were held 
by the governing boards of a number of golf clubs.
A leading golf magazine reprinted the Sitewell 
letter under the heading 'A Frightening Bill'.
The wife of a federal judge telephoned the 
Saturday Review for reprints of the letter to send 
to her husband and some of his friends, who were 
away on a golf holiday. The editor of the Saturday 
Review reports that at least a dozen congressmen 
or their assistants telephoned to say that H.R.6142 
was becoming a priority target in the mail from 
their constituents."
The hoax thus remained untested against reality until the 
Wall Street Journal jokingly examined the whole incident 
and the Saturday Review finally confessed.
This is an example of the effect of a media message in the 
year 1971, and on a sophisticated adult audience.
During the months of April and May 1979, Thames Television 
broadcast a series of programmes on Jonathan Dimbleby in 
South America. Jonathan Dimbleby made those documentary 
films in the South American states of Bolivia, Peru and 
Brazil. The films were portraying the unbelievable circum­
stances some of those people were living in, whether they
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were the short-lived miners of Bolivia, the poverty- 
stricken peasantry of Peru, or the 600,000 abandoned 
children in Brazil. The basic theme of those programmes 
was to make the people in the Western industrialized 
countries "to think" whenever they are using raw materials 
from these countries. The films never appealed for any 
specific action, yet hundreds of people sent money to 
Thames Television during the programmes in a desire to 
help alleviate the sufferings of those people. Peter 
McKay (1979) explained how one lady said that she had 
been planning to buy a carpet for her bedroom, but she 
could not do this now that she saw the case of the dying 
Emilio (the Bolivian miner suffering from killer dust).
Why were those films effective? Besides the fact that 
they were very well done, they struck at the very heart 
of the feeling of guilt in human nature. Another example of* 
a successful campaign is Blue Peter's aid appeal for Cambodia.
What about health campaigns?
In June 1967i officials of New York City's departments of 
Health and Social Services started to enroll all persons 
eligible for Medicaid. A very large campaign was run to 
reach this objective. It included the newspaper, radio and 
television as well as other print material, like cards, 
posters and similar literature. In addition to that, they 
organized "Neighbourhood Medicaid Days" in which volunteers 
answered questions to passers-by; "Medicaid Shoppers Days", 
an information table placed in department stores, etc. 
Approximately 450,000 persons applied for Medicaid during 
and immediately after the campaign. Moreover, around one 
million out of the 3 million who were eligible for Medicaid 
enrolled. (Alexander & Podair, 1969).
Consumption of cigarettes continued to rise in the United 
States until 1963, when it reached a high of 217 packs 
annually for each member of the adult population (non-
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smokers, as well as smokers). When the Surgeon General's 
Report appeared linking cigarette smoking with cancer, 
consumption fell off to 210 packs per capita in 19C4, and 
continued down to 199 packs in 1970. But then it started 
to rise again and by 1974 the level was at 214 packs. 
Davison, Boylan & Yu (1976) argued that one must be careful 
In interpreting behavioural trends, but it can be assumed 
that both advertising and the continuing anti-smoking 
publicity have affected information levels, attitudes and 
attention to the problem.
In an intense long-term campaign to decrease the risk of 
cardiovascular disease in a community, examination of data 
on smoking behaviour showed that the media messages only 
(while less effective than media plus face-to-face instruc­
tion) were still quite effective in producing modest changes 
in self-reported smoking behaviour (Maccoby, 1976). This 
last study was chosen as a case example, and will be dis­
cussed fully later.
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C, THE CASE STUDIES
Although several other examples of the persuasive effect 
of the mass media can be quoted, it is much more potent 
to analyse five case studies which involved campaigns with 
tight planned designs and see how their results attempted 
to support that mass communications are capable of enhanc­
ing information and moderating attitudes and behaviour.
AN INFORMATION CAMPAIGN THAT CHANGED COMMUNITY ATTITUDES:
Douglas, Westley & Chaffee (1970) set out to compare 
changes in an "experimental" community, following an 
information campaign with a matched "control" commun­
ity in which there was no such campaign. Their general 
research hypotheses were that a media information 
campaign can increase information levels and change 
attitudes, that these changes are inter-related, and 
that they are augmented by person-to-person influence.
The context of the information campaign was not chosen 
deliberately, but presented itself as an accident of 
circumstances. The first author, who is the mother 
of a retarded girl, wanted to carry an information 
programme in a community lacking in sheltered work­
shops to prepare for the social acceptance of retardants; 
she was employed by the University of Wisconsin Depart­
ment of Counselling and Behavioural Studies, specifically 
in its training programme for personnel of sheltered 
workshops for retardates.
The authors maintained that retardation as a topic 
Vets ideal in that firstly, there exists a very 
low level of knowledge of mental retardation as a 
community problem; secondly, there exists a small 
likelihood that external events reaching both experi­
mental and controlled groups could significantly
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affect the outcome; and thirdly, there exists a low 
probability that hardened attitudes toward mental 
retardates already existed. It was argued that, if 
an information campaign under these conditions did 
not affect information level and attitude, there 
would be little basis for clinging to the media- 
effects hypothesis.
Two communities in south western Wisconsin were 
selected for the experiment; they were highly com­
parable in population characteristics, income, 
occupational distribution and media education.
Before measures were obtained in September 1965 in 
the form of questionnaires delivered to select house­
holds by volunteers who interviewed for fact sheet 
data on demographic characteristics and media behaviour, 
then left the questionnaires to be completed and mailed 
to the University of Wisconsin. The after-measures 
were administered in April, 196?, in the form of 
questionnaires mailed to those who responded with sub­
sequent telephone and interpersonal followups.
The campaign was extensive. It included both media-borne 
messages and face-to-face communication, although infor­
mation was fed directly into formal media channels only. 
It consisted of 20 news stories, five feature stories 
and a mental retardation week advertisement in the local 
newspapers; posters and a display of articles made 
by trainable retardates at a local shop; news items 
broadcast an unaccounted number of times over local 
radio, a well-publicized meeting in a church concerning 
what the community should do about retardation locally; 
items in church bulletins; special speakers at three 
service clubs, plus an announcement by the Junior 
Chamber of Commerce on the start of a year-long project 
on the subject.
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To the sponsors of the campaign, the results were 
a boost. There was a significant change in the 
information level and in attitude change in the 
experimental community while none at all in the 
control. Moreover, the correlation between infor­
mation gained and attitude change scores was + ,40 
in the experimental community and - .05 in the control 
community. The former is significant at the p <
.001 level, the latter is not. Another finding 
was that when the subjects were asked about inter­
personal channels of information, they answered that 
it was the "media campaign" that activated the inter­
personal communication and friends were the most cited 
personal source of interaction.
It was concluded that, despite the common doubts, it 
turned out to be possible to bring out changes in the 
model community attitude toward retardation programmes 
through a local information media campaign.
II. UNSELLING HEART DISEASE CAMPAIGN
A field experiment was conducted in three northern 
towns to determine whether community 
health education can decrease the risk of cardio­
vascular disease. In two of these communities there 
were extensive mass media campaigns over a two year 
period, and in one of these, face-to-face counselling 
was also provided for a sub-set of high risk people. 
The third community served as a control; it was 
selected as such because it was relatively distant 
and isolated from media in other communities. The 
subjects were chosen on the basis of a random (multi­
stage probability) sample of 35 - 39 year old men and 
women. People from each community were interviewed 
and examined before the campaign began, and one and 
two years afterwards to assess knowledge and behaviour
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related to cardiovascular disease. The behavioural 
measure included such aspects as diet and smoking, as 
well as physiological indicators of risk, like blood- 
pressure, relative weight and plasma-cholesterol.
The mass media campaign in the two experimental 
communities consisted of about 50 television spots, 
three hours of television programming, over 100 radio 
spots, several hours of radio programming, weekly 
newspaper colums, newspaper advertisements and stories, 
and printed material posted to participants.
The media campaign began two months after the initial 
survey and continued for nine months in 1973. It was 
then with-held for three months during the initiation 
of the second survey, then continued for another six 
months in 1974.
The results indicated that, in the control community, 
the risk of cardiovascular disease increased over the 
two years. However, in both the experimental commun­
ities, there was a substantial and sustained decrease 
in risk. Comparing the two communities in which mass
face-to-face communications were administered, 
it was found that in the community where some face-to- 
face counselling was administered, the initial improve­
ment in health education and reduction in cigarette 
smoking was greater and more successful. However, by 
the end of the second year, the overall decrease in 
risk was similar in the communities which received 
additional face-to-face counselling and the one which 
received mass media communications ONLY.
The conclusions of the study were that the mass media 
can increase knowledge and change various health habits. 
They added that the power of this instrument can be, 
however, considerably enhanced if ways are found to use
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the mass media to stimulate and co-ordinate programmes 
of interpersonal instructions. They further argued 
that, as the mass media are potentially more cost- 
effective than face-to-face education methods, their 
results strongly suggest that mass media educational 
campaigns directed at entire communities may be very 
effective, in this case, in reducing the risk of cardio­
vascular disease.
(Farquhar, Maccoby, Wood, Alexander, Breitrose, Brown, 
Haskell, McAlister, Meyer & Nash, 1977).
III. "SOME REASONS WHY INFORMATION CAMPAIGNS CAN SUCCEED"
Mendelson (1973) presented an article with the above 
title demonstrating by the analysis of three campaigns 
that the mass media with the use of social science 
research can be effective in bringing about attitude 
change. He argued, on the basis of a series of case 
studies, that collaboration between social scientists 
and communications specialists, the application of social 
science research regarding selectivity, appropriate 
targets, appeals and media vehicles can help in making 
public information campaigns more successful in 
achieving carefully delineated goals.
"THE CBS NATIONAL DRIVERS TEST"
The Communication Arts centre was asked to participate 
in developing a television traffic safety programme, 
together with the Columbia Broadcasting System and the 
National Safety Council.
The first thing the Centre set out to do was to pinpoint 
the problem, set objectives and identify the targets.
The campaign was to be launched for the purpose of 
affecting control over highway traffic accidents in
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which "bad drivers" are involved. Previous research 
indicated that, in at least eight out of ten cases, 
operators of motor vehicles consider themselves to 
be either "good" or "excellent" drivers. Moreover, 
studies conducted by the Centre itself showed that 
drivers tended to ignore the thousands of persuasive 
traffic safety messages that appeared annually in 
the print media alone. The question, therefore, was 
how could a mass media information campaign be directed 
to "bad drivers" (given the indication that they all 
considered themselves "good"), and to a target people 
who tend to ignore safety messages all the time, and 
be effective? Again, effectiveness here has limitations; 
one cannot expect to eliminate ALL highway accidents.
Eventually, the decision was made to develop a television 
programme directed to the driving public in the pursuit 
of 3 middle-range objectives:
"(1) to overcome public indifference to traffic 
hazards which may be caused by bad driving;
(2) to make bad drivers cognizant of their 
deficiencies;
(3) to direct viewers who became aware of their 
driving deficiencies into social mechanisms 
which had already been set up in the commun­
ity to remedy such deficiencies." (P. 54).
Communication researchers, traffic safety experts and 
television production personnel all combined their 
expertise and worked together to implement those object­
ives. The net result was the "CBS National Drivers Test." 
It attempted to attract maximum public attention, so it 
was publicized by a massive promotional campaign. Around 
50 million official test answers were distributed via 
newspapers, magazines and petrol stations throughout 
the country before the air-time. The programme was
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aired just prior to the 1965 Memorial Day Holiday 
weekend. To determine the programme's success in 
meeting the specific objectives set, evaluation 
research was carried out both during the airing 
of the programme and afterwards.
The success of the campaign was beyond expectations.
In terms of specific goals, the first of the programmes 
was judged to be effective. Approximately 30 million 
viewed the programme and were therefore made aware 
of certain high-risk traffic hazards. Following the 
programme, CBS news received mail responses from nearly 
a million and a half viewers. At least 60,000 individuals 
were made to realize their own driving deficiencies.
35,000 drivers actually enrolled in driver improvement 
programmes throughout the nation, following the first 
airing of the programme. This number represented an esti­
mated threefold increase to the previous "total annual" 
voluntary enrollment in such courses. These gross
speak for themselves in showing that a one—hour 
programme was effective beyond all expectations of the 
planners.
The conclusion of this study points out that innovative 
information-giving formats, assisted by strong prior- 
promotion, can overcome pre-existing "so-called public 
apathy" to a great degree. Secondly, the delineation 
of reasonable middle-range goals, narrowly defined and 
explicitly stated, can be successfully accomplished.
2. ALCOHOL AND TRAFFIC SAFETY CAMPAIGN
The Communication Arts Center set out to create an 
information campaign on alcohol and traffic safety. 
The realism surrounding the accomplishment of the 
above objective was discussed carefully before 





If the objectives of the campaign were set 
out to "eliminate" traffic accidents, it 
would undoubtedly fail.
The stereotyped traffic safety messages to 
which the public were exposed daily had been 
found to produce a reaction of boredom and 
ennui.
Appeals to persuade people to give up 
solidly-anchored attitudes and habits 
pertaining to drinking will be avoided, as 
it was found that such moralizing by the 
media rarely worked.
The following stage was to agree upon what is to be 
considered the exact amount of alcohol intake that 
caused risky driving. The literature was found to 
be inconsistent on this point. However, the final 
model drawn posited that:
(a)
( b )
a large number of traffic accidents occurred 
as a result of subjective misperception of 
the risks involved in a driving situation;
even moderate amounts of alcohol intake 
directly affected misperception of those 
risks.
Therefore, the theme of the campaign was to be based 
on the fac*t that moderate amounts of alcohol intake 
would cause the drivers to underestimate the risks 
and overestimate their skills when driving, and thus 
it is prudent to avoid driving after drinking if at 
all possible. Once the theme and the middle-ranged 
objectives discussed above were drawn, the next stage 
was to design a film which would not be horatory and 
boring, as is the case of the numerous traffic safety 
films being shown.
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Eventually, a six-minute film was developed which 
featured both live-action and animated sequences 
drawn by a Pullitzer prize-winning cartoonist.
The film was called "A Short History", and it con­
tained no words at all, but music in the background. 
It demonstrated the theme in a way which was "serious 
in its live sequences and humorous in its animated 
ones." (p. 56).
The reactions to the film were very encouraging. This 
was found on testing 905 subjects ranging from fourth- 
graders to alcoholic patients. Although the intention 
of the film was never explicitly stated, around 50% of 
the subjects tested said that the major message of the 
film was "if you drink, don't drive", and explained that 
the major message was how alcohol would cause misconcep­
tions of risks while driving. Furthermore, 43% reported 
that viewing "A Short History" left them feeling con­
cerned about the problem of drinking and driving and 
48% stated that it had increased their interest in the 
problem of traffic safety in general. Three out of 
ten subjects declared that they are considering chang­
ing their previously—held ideas about drinking and 
driving as a result of the film. Mendelson added 
that this was true of 50% of the patients under 
treatment whose reactions to the films were tested.
The other important finding regarding this programme 
was that the quality of the film was so good that it 
was exhibited in Denver with a long running hit-feature, 
"Dirty Harry". The tremendous potential of information­
giving power of programmes exhibited in a cinema theatre 
has been rediscovered. In such communication situations 
the audience is, to a certain extent, captive and thus 
the problem of selective exposure is largely over-ruled. 
Moreover, the audiences' defenses against being edu­
cated are usually low in the movie theatre communication
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situation and there is minimum distraction in the 
viewing environment.
The conclusions that can be drawn from this study 
like that of the National Driver's Test, are:-
i) the delineation of clear-cut and reasonably 
practical objectives;
ii) the creation of innovative and interesting 
information giving formats for the programmes;
iii) a detailed study of the true problem to be 
tackled and the audience under study;
iv) the use of a movie-theatre setting can greatly 
reduce selectivity.
Therefore, keeping those suggestions in mind might 
help in the future design of effective campaigns.
The basic point emphasized by those two studies, 
analysed by Mendelson, was how to overcome public 
apathy and create self-awareness of the problem 
involved in the audience viewing information 
campaign. The third study to be discussed presents 
yet another example, but it is more relevant, as 
it involves an audience whose cultural nature 
required a different kind of approach than the one 
used for Western culture.
3. THE "GANGION DE LA RAZA" PROGRAMME
The aim of this television programme called "The Song 
of the People" was to ameliorate certain life-problems 
of Mexican Americans in the Los Angeles area. The
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problem was put forward to the University of Denver's 
Communication Arts Center. In planning and develop­
ing this programme, the Center found themselves faced 
with two different types of problems:
1) television, which was to be employed for the 
information campaign, was not used enthusiast 
ically "for enlightenment" by this minority 
group. The reason was that the media usually 
tended to present a distorted view of Chicano 
subpopulations.
2) The formal instructional programming of the
sort used in "educational television" would 
most probably be met by lack of enthusiasm 
because of the difference in the cultural 
nature of the audience under study.
A considerable amount of exploratory research was under­
taken in attempting to answer three critical questions 
regarding the programme: What shall we say. To whom 
shall we say it, and How shall we say it?
Eventually, solutions to the question of How shall we 
say it began to develop. Previous experimental research 
which had been conducted suggested strongly that infor­
mation implanted in a nondidactic vehicle, such as 
drama, had a much better chance of attracting and 
^^^^^®J^cing subpopulations who were removed from the 
"cognitive pedagogic tradition". Furthermore, the study 
of media behaviour patterns of Mexican Americans in 
Los Angeles indicated an uncommon amount of patronage 
of a local Spanish-language television channel, which 
devoted a considerable amount of its programmes to 
"nouvellas", a type of Mexican soap opera. Those 
investigations brought to light the idea of gearing 
the information programme in the form of a soap opera
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which has an established appeal with the target audience. 
Moreover, to make the programme authentic and credible, 
Mexican Americans were employed as writers, directors, 
producers and actors. The net result regarding format 
was 65 installments of Chicano soap operas (yet infor­
mation-giving) entitled Canción de La Raza: Song of the 
People. The story-line, characterization, plot and 
ameliorative information inputs were guided by eleven 
separate targeting studies of the Chicanos residing in 
the Los Angeles area. The programmes were designed to 
reflect "reality" as closely as possible.
The other critical questions of the study: What shall 
we say and To whom shall we say it, were also eventually 
solved as a result of the thorough pre-research carried. 
What shall be said depended mostly on the target audiences 
voiced dissatisfactions. Forty-eight percent of the 
target sample voiced dissatisfaction about youth, speci­
fically in connection with the inter-relationships that 
existed between parents who adhered to traditional ways 
of life and offspring who yearned desperately to adopt 
more modern ways of life. Another dissatisfaction area 
was the functioning of the government (34 percent) 
specifically in relation to not being involved in 
political processes and anomie (powerlessness). On 
the basis of such pinpointing of dissatisfactions, 
the major target audiences to be approached were de­
lineated. The other vital aspect of the pre—research 
was to find out the values that were held highly among 
this population, so as to approach them on the right 
footing. The Milton Rokeach's Terminal and Instrum­
ental Value Scales served as a final input for 
"Canción de La Raza". Two values were found predom­
inant among the target sample. One centered on the 
achievement of an untroubled, peaceful and tranquil 
life (68%). The other emphasized the desirability of
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a close, mutually interdependent and warm family 
life (63%). Other less important values were 
related to ethnic worth, self esteem, self-pride, 
ambition, personal integrity... On the basis of 
those values and the voiced dissatisfactions 
involved, the themes of the programmes were 
developed.
The effectiveness of the programmes was beyond ex­
pectations. Evaluative research conducted after the 
initial airing of the programme showed that 223,000 
of the 1,500,000 potential viewers, i.e. 15% of the 
Mexican Americans, viewed at least some of the pro­
grammes that were telecast. Testing its credibility, 
it was found that 64% got the correct theme, and nine 
out of ten viewers found the programmes to be credible 
Other successes achieved were reported by Mendelson:
II (1) 66 percent of the viewers reported that 
they have learned something from watching 
"Canción de la Raza.
(2) 57 percent claimed that watching the pro­
grammes had provided them with ideas about 
how Mexican Americans in Los Angeles can 
improve their lives!
(3) 48 percent of the viewers characterized the 
programme as "helpful" in a general sense, 
and 21 percent reported the series to have 
been helpful to them specifically and per­
sonally.
(4) One in every ten viewers assented that the 
programmes had stimulated them to rethink 
their own lives, and 6 percent reported that, 
as a direct consequence of having viewed 
Canción de la Raza, they had undertaken 
activities which they ordinarily would not 
have considered.
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(5) Most important, 39 percent of all the 
viewers surveyed reported that they had 
begun considering organizing or joining 
a community organization or club which 
either would be or was already dedicated 
to the improvement of the Mexican American."
(P. 60)
Mendelson added that this last point was the main 
objective of the programmes and indeed 6 percent 
(13,400 persons) reported that they have already 
joined a community organization as a result of seeing 
"Canción de la Raza."
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Conclusion
Why did those studies succeed where so many others have 
failed?
Let us first clarify that all those case studies showed 
significant changes in information level, attitude and 
(in some) behaviour, as a result of the media campaigns. 
The first two campaigns used a combination of media 
channels plus face-to-face communication while the last 
three all involved television programmes only. If it 
is argued that the topic of the first campaign is not 
involving; the situation is not true about the other
four topics: diet & smoking habits, traffic safety, 
alcohol & driving, social integration with a community. 
In the first two campaigns there was a tight control 
study, while in the other three the figures speak for 
themselves. All were carried in natural field settings 
where all kinds of distractions were, interacting freely 
with the campaigners' intentions. And, although the 
first two used interpersonal channels to reinforce media 
communication, they both stated that the media campaign 
was quite effective on its own.
Reasons:
1 . The delineation of clear-cut and reasonably practical 
objectives.
2. The reference to social science research in relation 
to the understanding of human behaviour and media 
habits, selectivity, social and cultural norms and 






The application of a thorough study beforehand on 
the predispositions of the target audiences.
A thorough investigation as to what is the true 
problem to be tackled and the theme to be developed.
The co-operation between the researcher and broad­
caster into making an artistically creative programme 
based on research findings and suggestions.
The making of the appeals innovative and interest­
ing to overcome public ennui.
It is interesting to note how, in all campaigns about traffic 
and alcohol described by Mendelson, the thorough research 
carried before designing the programme portrayed aspects of 
a problem not realised offhand. For example, the fact that 
all drivers think that they are "good drivers" and that even 
"moderate" amounts of alcohol create misperception of traffic 
risks. In addition, the decision that "drama" would commun­
icate better to the different cultured community shows how 
explorative thinking is vital to the success of any campaign. 
Another interesting thing to note is the power of a movie 
theatre to impart information and at the same time overcome 
selectivity, which has been ignored for a long time.
Finally, it should be noted that one of the important factors 
in determining the "so-called" success or failure of an 
information/persuasion mass media campaign is the "expect­
ations" with which the study is approached.
During and after the Second World War, when the notion of 
the "all powerful media" was very much in existence, the 
shock of the findings from experimental research that the 
media, on their own, were not capable of "sweeping people 
of£their feet", brought down a phase of pessimistic out­
look into research of this type. The social scientists
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began to find out the inunensity of the intervening variables 
operating within a mass communication situation. The 
notion of the immutable audience was dislodged. Some 
researchers attempted to draw up conditions under which 
mass communications could have direct effects, while 
others called those conditions simply "salvaging explan­
ations" (McGuire, 1969').
Again, while some researchers regarded those intervening 
variables as "obstacles" in the way of success, others 
concentrated on understanding them and accepting them as 
an integral part of any mass communication situation that 
has to be accounted for in the final equation. It is 
this acceptance of those intervening variables as part 
of a communication situation which brought about the next 
phase in research on mass media campaign effectiveness.
Over the last three decades, an immense amount of research
has been going on to understand more about those interven­
ing variables.
Now, researchers approaching a study of mass media campaign 
do so with the limitations of the media capabilities acknow­
ledged, an understanding of how and why do the intervening 
variables occur, a multitude of research findings and 
suggested guidelines to direct them, and conservatively 
outlined objectives for the study.
It is with those expectations and a tendency to delineate 
specific elements of success (even in its modest manifest­
ations) that accounts for the accumulating evidence of 
successful campaigns of the "seventies".
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D. ELEMENTS THAT CONTRIBUTE TO THE SUCCESS OR FAILURE 
OF MASS MEDIA CAMPAIGNS
What are some of the elements that might contribute to the 
success or failure of a mass media campaign?
I. COMMUNICATION SITUATION AND EXTERNAL EVENTS
The first major element that plays a role in determining 
the-outcome of a media campaign is the immediate situational 
conditions and external events surrounding the reception of 
a communication. Unfortunately, these variables are, to a 
large extent, outside the control of the communicator in a 
natural setting. Each media campaign has to be evaluated 
on the basis of its unique communication setting and the 
only way a campaign designer can learn how a specific setting 
can affect the outcome of a communication is to carry and 
evaluate more and more campaigns in a variety of settings.
II. AUDIENCE PSYCHOLOGICAL ELEMENTS
The second element is:the audiences' psychologically related 
variables. These involve the assumption of an active 
audience in a communication situation and revolve around 
"selectivity" in exposure, perception, retention, recall 
and congruence, etc.
These variables are again, to a certain extent, beyond the 
direct control of the communicator. However, a considerable 
amount of research has accumulated over the last three 
decades to give the campaign designer a thorough under­
standing of the causes for the existence of those variables.
This understanding helps the communicator to set practical 
objectives accounting for those variables and/or design the
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communication in such a way to over-rule them. A thorough 
analysis before the campaign of the target audience is a 
vital ingredient for the success of a communication. Besides 
the knowledge of the basic demographic characteristics of 
the audience, information about their existing position 
regarding the topic of the campaign, their social and 
cultural values, their habits, needs and aspirations - all 
help the designer to co-ordinate the campaign themes with 
those findings. Furthermore, a thorough understanding of 
the theoretical formulations about human behaviour in 
relation to media use is essential, for example, how mass 
communications can have differential effects and the 
conditions upon which mass communications can have direct 
effects on behaviour. A further possibility (not yet tested) 
is that, if the designer is able to get enough information 
beforehand about the type of audience he is dealing with 
and their relative stand on the campaign topic plus their 
media habits and skills, he might be able to predict the 
hierarchy of effects that can occur and mould his strategy 
-Of the campaign to create those effects and measure them.
Ill COMMUNICATION DESIGN ELEMENT
The third element relates to the design of communication 
itself and for a communication to be successful, it has to 
depend largely on the findings from clement II. However, 
this cle.mer)t is very much within the control of the commun­
icators. There is enough experimental findings and guide­
lines in the literature to help the communicator put 
together the best combination of variables within the 
existing conditions. Variables like the credibility of 
the source, the message content, its format, strategy and 
type of appeal and choice of channel.
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IV MESSAGE/CHANNEL PRESENTATION AND DISTRIBUTION
The fourth element is part of the overall communication 
design, but as it has its own problems, we are referring 
to it individually. Although this element can be categor­
ized as within the direct control of the communicator, 
we do not have tested guidelines for employing its 
variables like the previous element, While the previous 
element has answers depending largely on the examination 
of variables within controlled laboratory conditions, 
the difficulty regarding the variables of this element is 
their dependence for validation on field situations.
This is why we have a large number of suggestions, not 
solutions. If a campaign is to be successful, some 
plausible answers to those questions might be useful.
For instance, a practical question any designer of a 
campaign would ask is: How readilly 'available' is the 
communication? A broadcaster of a political campaign 
might argue that the radio and television is saturated 
with spots. But then, how saturated should a medium be 
for the campaign to be successful. Some experimental 
evidence pointed out that repetition gradually draws 
attention, enhances recall and eventually familiarity 
facilitates attitude change. But then, how much repet­
ition becomes pointless, and is it more effective to 
repeat the same message (spot) or a different message, 
but same theme? Furthermore, what length (time-span) 
makes a spot most effective - 30 seconds, 60 seconds,
5 minutes, or maybe a longer, 15 minute, broadcast?
One experimental study of political commercials compared 
the effectiveness of two types of political commercials; 
image commercial and issue commercial, and two types of 
lengths; 60 seconds and 5 minutes. The effect was 
measured in terms of candidate evaluations, recall of 
commercial content and likelihood of voting for the can­
didate. Issue commercials resulted in higher candidate
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evaluation, while image commercials resulted in greater 
recall of content. Furthermore, higher evaluation was 
also achieved by the five minute long commercial, but no 
significant effect in content recall was attributable to 
commercial length.
An interaction between type and length of commercials 
surfaced on the intention to vote measure, and the 60 
seconds issue commercial appeared to be slightly superior 
to other type/length combinations. (Kald & Sanders, 1978). 
More experiments like this would give us more definite 
answers.
Another practical question a designer might ask is: How 
attention catching is the communication? How does it 
stand out to the background and other distracting stimuli? 
Some researchers might argue that the bigger, louder and 
brighter the message, the more it is attractive. But 
again, sudden silence, sudden change in the perceived 
environment, sudden movement, dazzling patterns, are 
attention catching. It is vital, therefore, to account 
■for the surrounding stimuli (school playground, factory 
floor, living room, movie theatre) before attraction can 
be categorized. Furthermore, what combination of those 
ingredients makes the communication most effective?
A further question might revolve around the fact that, in 
a natural setting, the message is not alone, it is immersed 
in a set of other media programmes or messages. So, how 
does the surrounding programme environment affect campaign 
effectiveness?
There is a considerable amount of evidence that points 
out that learning is affected by the emotional environment. 
(Rapaport, 1961). On the basis of this, it can be assumed 
that, programme effects are generated from the theoretical 
standing that viewer interest in programme storyline would
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create a temporal drive for closure, and that the existence 
of this drive for closure would have an impact on the 
performance of the commercials in the programme. Kennedy 
(1971) designed an experiment to test how programme environ­
ment can effect television thrillers, or a comedy, or a 
variety show. His experimental results showed that the 
type of programme environment does, in fact, affect the 
commercial performance, but the environment is not indepen­
dent of the product, and product presentation. He argued 
that pre-testing of commercials should account for the 
programme environment, otherwise their assessment would be 
in serious error. This research is only the third of its 
kind in the field, and much more research is required to 
find conditions for programme product congruence. Further­
more, the same type of research should be tested in relation 
to political and other types of campaigns.
V CHANNEL-MIX ELEMENTS
The fifth element largely under the control of the communi­
cator but involving a lot of unanswered questions. Although 
we have gone some way in the understanding of specific 
channel effectiveness in a campaign, there is still a lot 
to be gained from further research. To start with, it was 
previously mentioned how the majority of media researchers 
have found interpersonal communications to be more superior 
than media channels for persuasion and precipitating action. 
However, other findings accumulated from the literature in 
this research and the field study which will be examined 
later, seem to be adding to the evidence that television 
commercial communication can be quite persuasive on their 
own.
Furthermore, in the advertising sphere, the ability of 
newspaper ads. to increase sales significantly is an
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accepted fact, yet commercial secreti (McNiven, 1963).
What about the effectiveness of other media channels?
Klapper (1960), in his review of field studies which 
assessed differential effects of the media, concluded 
that no medium has been explicitly shown to contribute 
to persuasion, although all at one time or anqther had 
been thought to do so. Today, this is not necessarily 
true, but still there is a lot of controversial findings.
As was discussed in detail in the previous sections, 
television has been found to be not effective in persuasion 
in some studies and significantly effective in others. 
Furthermore, some studies that were able to examine the 
differential persuasive effectiveness of the various media 
channels found television to be more effective than radio 
which in turn was more effective than the press. (Mayo,
1964) Some researchers, however, found that although tele­
vision was more effective in adding to the consumers' 
knowledge, newspaper ads. were capable of increasing sales 
significantly, (McNiven, 1963), But, in a laboratory 
experiment. Sawyer (1955) tested the effect of estimated 
majority opinion on attitudes change following live, 
televised or written persuasive messages, and reported 
no significant differences. Similarly, Frandsen (1963) 
examined the level of threat in persuasive messages 
presented either live, televised or by audio tapes, and 
found that the media channels had no effect on attitude 
change. In the political sphere, Keating & Latau^ (1976) 
on the basis of a laboratory experiment, found that if 
an election candidate is more concerned about the type 
of image he projects, a t.v. campaign would be the most 
effective way for him to persuade voters to elect him.
If, however, political issues are the main concern of a 
campaign, it seems that television is no more nor less effective 
a medium than radio or print»For a similar study see Cohen(1976),
The majority of those findings, however, are not carried 
in the field, but under laboratory conditions. If the true
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effectiveness of those Channels are to be examined 
more systematic research has to be carried in controlled 
field settings, where numerous other factors are allowed 
to interact freely and either enhance or decrease the 
effectiveness of the communication.
What about the question of the optimal media-mix? Again 
the answers here are not definitive. The only thoroughly 
documented suggestion is that a mass medium, reinforced 
by interpersonal communication, produces more effective 
results. Television plus interpersonal communication has 
been tested several times and found to be an effective 
combination. However, studies in rural sociology on the 
adoption of innovations in developing countries used other 
combinations. Neurath (1961; 1962) found that the com­
bination of radio and interpersonal communications was the 
most effective in enhancing knowledge and the adoption of 
innovations among peasant villages in India. But is tele­
vision and interpersonal communications more effective than 
radio and interpersonal communications, or the press? If 
all the media are used in a campaign, how much of radio 
and print and television, and with what intensity, is most 
effective? Such questions need further systematic research 
to answer them.
Let us present an example of the above situation by quoting 
a few studies about the best combination (mix) of visual 
and auditory elements in a campaign. Coffin & Tuchman (1968) 
found that television campaigns, once established, could 
be shifted to radio. They explained that the radio extension 
of the campaign would then reap the benefit of the "image" 
initiated by the television. In other words, radio advert­
ising using only the audio elements of the message would 
have the same effect on the receiver of the television 
message. Therefore, imagery transfer works, but of necessity 
is a strong theme and substantial television investment.
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From this suggestion, Baldwin & Surlin (1969) carried oofc 
a study to identify the value of the television image 
in relation to its effectiveness in a campaign, and 
whether it differs, is superior, or can be effectively 
transferred to an auditory image on the radio. They 
found that there was very little measurable difference 
between radio and television (audio and audiovisual) 
commercial messages except for one factor, the attention 
level. The audiovisual message attracted more attention 
than the audio message alone. They concluded that adver­
tisers should take a skeptical look at the suggestion 
that "imagery transfer" is effective before finding the 
relative effectiveness of each medium.
However, Dickson (1972) tested another type 
of combination of image co-ordination between media. He 
measured the effectiveness on sales when point-of-purchase 
advertising visual images were co-ordinated with television 
visual image advertising. He found that, when those images 
are co-ordinated, there was a 15.5% greater productivity 
over that of displays having similar, but t.v. unrelated 
point-of-purchase material. He concluded that although 
this positive effect could be due to the unique circum­
stances of his study, campaigners might be able to make 
their campaigns more effective by a thorough investigation 
of image co-ordination between media.
The point that has to be stressed here is that a large 
number of experimental findings like those which might 
help the communicator to co-ordinate a more effective 
channel mix and message presentation and distribution are 
largely "commercial secrets", not available to a researcher 
in the field. The commercial researcher usually concentrates 
his field experiments on such variables as the total amount 
of communication pressure, the comparative efficiency of 
different media and different strategies of scheduling
198
or distributing messages through a given medium or across 
media (Bogart, 1973). Those findings would be of extreme 
interest to the campaign designer. However, an academic 
communication researcher should realize the limitations 
of the findings of a commercial researcher. Those limita- 
ations revolve around the fact that the commercial analyst 
is generally content to accept the characteristics of the 
audience as immutable (Bogart, 1973). Secondly, because 
of the presence of uncontrollable variables owing to the 
difficulty of disengaging specific effects of the commun­
ication from other effects, the results cannot be evalu­
ated on the methodological basis an academic would require, 
(Palda, 1966; Britt, 1969). Thirdly, the results tend to 
be highly specific to the particular product and campaign 
tactics under investigation, therefore the results have 
been kept confidential and have not built to a level with 
which theoretical implications can be drawn.
On the other hand, the academic student of effects being 
interested ordinarily in relating variables of content 
of message to predisposition of target audience, have 
gone some way in understanding human-media relationships 
and drawing theoretical conceptualizations. But, the 
academic researcher does not usually have the opportunity 
to test the theoretical implications in the field like 
the commercial researcher.
If co-operation is accomplished between those two types 
of researchers so that a merging of ideas, findings and 
testing of theoretical implications can occur, we can go 
a long way towards co-ordinating variables to create 
effective campaigns.
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VI RESEARCHER-BROADCASTER CO-OPERATION ELEMENT
This eXeanent portrays another determining ingredient for 
the success or failure of a communication. The broad­
casters might have the essential skills and artistic 
creativity to make a campaign attractive, but in many 
cases, they do not know the real problem involved 
behind a campaign and the audiences' true reaction and 
feedback to what they view. Reactions to a programme 
depend on a subtle interplay between the content of the 
communication which can be shaped by the producer's 
image of his audience and the real characteristics and 
predisposition of the audience. Many times, although the 
content is brilliantly created, the image the producer 
has of his audience is not accurate. There are several 
examples in the literature of failure of a communications 
message to communicate to the target audience, because 
the theme depended on the broadcaster's stereotype of his 
audience instead of the documented suggestions of the 
researcher. Mendelson (1973), Halloran (197Î) Gurevitch
V
(1911), Himmelweit (1963), all discuss the problems 
surrounding the lack of co-operation of the researcher 
and broadcaster and the resulting confusion.
For an information/persuasion campaign to be successful, 
this co-operation is absolutely necessary.
VII METHODOLOGICAL ELEMENT
This is the most difficult eleirient facing a communication 
researcher. Although some researchers argue that putting 
the blame for the lack of effectiveness of media campaigns 
on methodological problems is only one way of salvaging 
the situation (McGuire, 1969), the truth is the problem
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still exists. Ball (1976) emphasized that we are still 
facing difficult problems regarding the evaluation of 
media campaigns in natural settings. Problems like 
applying a true experiment with valid control in 
the field, sampling, ensuring validity and reliability 
of measures, as well as administering the campaign to 
fulfill the set design within reasonable cost and effort 
are very salient. (The next Chapter discusses further 
this problem.)
This study does not attempt to solve all the problems 
of effective campaigns even though the intention was 
there all through. However, a description of the 
problems and limitations, as well as the vast possibil­
ities available, helps to give the future designer of 
a campaign a better understanding as to what is involved 
The following outline describes briefly what points one 
should consider and ponder upon before designing the 
campaign.
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T. CQimpiinication. Situation and External Events












MOTIVATIONAL DIMENSIONS ACCOUNTED FOR:
Taste and Habit
Consistency and Congruity
Uses, Needs and Gratifications
EXISTING FRAME-OF-REFERENCE DUE TO:
1. Individual learning and 
personality differences
2. Categoral classification
3. Social and cultural conform­
ity (influence of family, 








a) Format: i) order of presentation
ii) primary recency
iii) message noise
b) Strategy: i) blatent intent vs. disguised
ii) goal specific vs. ambiguous 
iii) single vs. multiple goals
z n
c) Appeal: emotional vs. rational
fear threat: high, low, moderate, none
drama v s • documentary
fictitious vs. truthful
dream oriented vs. reality oriented




c) frequency of repetition
d) frequency span
e) time span of message
f) presentation time (peak, etc.)
g) programme surroundings
h) attention catching ingredients
i) innovative designa
Channel'-Mix
single vs. multi-media 
mass medium plus personal source mix 
medium choice and intensity 
medium image transfer  ^
channel noise
VI. Researcher-Broadcaster Co-operation 
DEVELOPMENT OF THEMES ON THE BASIS OF:
a) researchers analysis of audience predispositions
b) researchers analysis of true problem
c) producers skill and artistic creativity






choice of appropriate design 
use of multiple indicators
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CHAPTER VII
STRATEGY AND DESIGN OF THE MAIN STUDY
This Chapter integrates the empirical and theoretical studies 
presented in the previous Chapters with a suggested framework 
for the strategy and design of the main study.
There are two basic questions involved in relation to this 
analysis
A. How to approach the target population
B. How to design a campaign whose effectiveness can be 
measured and evaluated.
A. HOW TO APPROACH THE TARGET POPULATION
To start with, the target population are female school pupils 
of ages ranging between 13 and 17 years (a more thorough 
description is presented later).
The main objective of the campaign would be to try to persuade 
those pupils to consider joining the Nursing Profession, which 
is in need of more Bahraini applicants.
I. SPECIFIC OBJECTIVES
1. Information Level:
For items included in the campaign programmes, post 
programme knowledge should be greater in the experi­
mental groups than the control group.
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2. Image Change:
The social image of the Nursing Profession (as measured 
by the items in the study) should show a larger positive 
shift in the experimental groups than in tl.e control 
group from before to after the campaign.
3. Attitude Chang©;
The attitude towards the nursing profession, both general 
and specific (as measured by items in this study), should 
show a larger positive shift in the experimental groups 
than in the control group from before to after the 
campaign.
4. Behaviour Change:
There should be a larger number of female applicants for 
this campaign year as compared to the previous two years.
5. Qualitative Change; Applicants' characteristic change
There should be a change in the 'calibre' academic 
standard, of the pupils applying this year, as compared 
to the past two years.
The "change" referred to here would simply be used to mean 
a shift in position (on a measurement scale) from the one 
held by the individual (or found on a register) before the 
programme to a point nearer to the position propagated by 
the communicator. However, if the previous position held 
is already in accordance with the one being propagated, 
then it is hoped that the change would reflect a further 
reinforcement of existing position and not a deterioration. 
For example, if a subject already "agrees" with a specific 
favourable image of Nursing, it would be hoped that she 
would "strongly agree" with this position after the programme
As it can be seen, there are several levels of change desired
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Information, Image, Attitude and Behaviour.
Those changes relate to every individual. The 'calibre' 
change would involve, for example, the change from applicants 
with a 70% average of school marks to more applicants with 
an 80% school average.
II. ASSESSING THE SITUATION
How to design an information-persuasion campaign in which 
the target audience consists of adolescent female school 
pupils.
Ideally, the campaign should be carried out in a natural 
setting. However, such a decision in itself brings forth 
a number of complications. We would have to account for 
the effectiveness of the campaign on recipients, other than 
the target audience and whose opinions, views, beliefs, etc., 
would interact with those of the target audience. Therefore, 
a definition of the "social culture" we will be dealing with 
is a prerequisite. What sort of society and culture domin­
ates the lifestyles of the target audience? What form of 
social relationships and decision-making processes would we 
be involved in? Should we direct the campaign programmes 
only to the target audience assuming that they are rational 
information-processing individuals who make their own dec­
isions; or, are we going to give more importance to the 
influence and social approval of family, friends and 
traditional cultural norms in the final decision-making 
process? In addition, we should not forget that we are 
dealing mainly with adolescent schoolgirls, whose age and 
sex are vital factors in determining the type of appeal 
the campaign should encompass. The interests and dreams, 
and aspirations, of this age group should be considered 
carefully.
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What about the media channels through which the campaign 
is to be transmitted? How does our target audience use 
those channels? Which is the most available media 
channel? Which is the most trusted and believed media 
channel? Which is the favourite media channel? In what 
context are the media channels used? Does the target 
audience depend more on interpersonal channels for their 
decision-making?
In connection with the campaign design, we have to make a 
decision as to how to overcome selectivity. If the campaign 
is to be carried out in a naturalistic setting, we will be 
faced with a number of alternative impinging stimuli dis­
tracting the pupils from our campaign. For instance, if we 
decided that television is the channel medium most trusted, 
believed and used by our target audience, carrying out a 
television campaign brings forth a number of problems. First 
of all, in Bahrain, television is widely available and there 
are very few (if any) families who do not have a set, or 
view at some time. But, there are seven other channels 
that can be seen on the screen besides Bahrain local 
station. There is Saudi Arabia, Kuwait, Dhahran, Qatar,
Abu Dhabi, and even Iran and Oman. Therefore, to over­
come selectivity we might have to find out the time when 
the majority of pupils switch on Bahrain television and 
try to put through our programmes then. We might also 
have to repeat the programmes several times so that at 
least one of them is viewed. We might also decide to use 
another channel to reinforce the television programme.
Maybe the radio and the press; billboards in the streets, 
or a lecture in the school and classes.
However, we do not only have to deal with the physical sel­
ectivity but psychological selectivity in attention, percep­
tion etc. The production of the programmes has to be attention 
catching and emotive. It has to be made in accordance with the
207
habits, tastes and likes ol the target audience. The 
themes have to be designed in such a way that they do 
not bring up the defense mechanisms of the audience, 
but are more in accordance with societal norms. Still, 
the dreams, aspirations, ambitions of schoolgirls of 
this age, their needs and gratifications, should be put 
forth. It is very important here to set a balance as to 
what is interesting and relevant to the schoolgirls, yet 
at the same time not offensive to the girl's parents and 
teachers whose points of view could be very important in the 
final decision-making process.
Further questioning should be done in connection with the 
topic of the campaign to find out the resistances and 
develop the themes. What information do those pupils have 
about the Nursing Profession and Nurses? What social image 
does Nursing hold? What is their attitude towards this job? 
Moreover, what is the attitude of those pupils towards 
womens' role and work? We have to realize that we are in 
a society where working women are not a phenomena taken 
for granted I
Once all this has been clarified, then comes the problem of 
deciding what strategy and type of appeal is most relevant 
to the situation at hand and the kind of audience with which 
we are dealing. Should the appeal be made in a pedagogic 
manner, or in dramtic form? Should it be emotional or 
rational? Should it be fictional or truthful? Should it 
involve an element of fear and threat, or not? Should the 
intent of the campaign be made blatent and specific, or 
disguised and ambiguous? What source type should ideally 
convey the message? ,
The final problem to solve would be to find the best design 
which should be used so that the effectiveness of this 
campaign can be measured. This last problem is dealt with 
in the next Section.
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Although the hypothesis, assumptions, strategy and plan 
are presented here, the thorough pilot studies carried 
and explained show how some of those assumptions and plans 
have been modified and some changed.
III. THE CULTURAL MODEL
To define the culture we will be dealing with, let us first 
quote Margaret Mead's description of societies.
"There are societies having deeply institutionalized 
cultures that provide the individual with ready-made 
reality against which to interpret new phenomena.
Other societies are at the other extreme, when the 
individual is at his own to construct modes of re­
action to new events on the basis of his own internal 
processes." (Mead, 1937)
On the basis of the researcher's first hand knowledge of 
the society and culture in which the study was to be carried, 
the following assumption was made. The society is, to a 
very large extent, dependent on ready-made reality against 
which the individual interprets new phenomena. It has a 
deeply institutionalized religious culture (Islam) and the 
average individual rarely questions its teachings. Conform­
ity is atypical behaviour pattern, even for those who have 
doubts. .Social pressure is too strong, and peace and 
harmony can only be achieved by conformity to the traditional 
rules.
Therefore the most cogent persuasive strategy to use in this 
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tion of overt 
action.
(The theory behind this diagram is explained fully in 
Chapter IV).
IV. HYPOTHESIS AND ASSUMPTIONS
1. Consistency and Congruity:
The target population (in this context) are more likely 
to accept change when it is not in conflict with their 
normative and traditional religious beliefs.
2. Uses and Gratifications:
They are more likely to accept the proposed change when 
they "perceive" it to have advantages which can be 
demonstrated in the present or are anticipated in the 
future. Advantages can mean a number of things; it 
can mean material gains, prestige, social approval, 
meaning to life, job satisfaction, etc.
3. Source Credibility:
They are more likely to accept change when it is intro­
duced by people whom they consider as important and 
competent. For instance, it can be a liberal religious 
figure, or a successful attractive nurse figure, with 
whom they can identify.
4. Modal Traits:
They are more likely to accept change when it is in 
accord with the "modal personality traits" of their
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society, or goals they are seeking (Doob, 1968)» For 
example here, independence within "approved social" 
structure.
5. Simplicity for Learning:
They are more likely to accept the proposed change when 
it makes demands whose components they have already 
learned or felt confident to learn.
Therefore, we expect to be dealing with a situation where we 
are basing our analysis of change on the assumption that human 
beings cannot tolerate inconsistency and whenever inconsistency 
exists in a person, she will try to eliminate or reduce it, 
(Festinger, 1957)
In other words, the point is to approach the target population 
making the object of persuasion (positively viewing Nursing) 
look like a normative approved aspect of society, (so a diss­
onant element would be made to look like a consonant one).
Thus, assuming that dissonance exists within the target 
population regarding the social prestige of the Nursing 
profession as different from its humanitarian aspect, finding 
a socially approved way to reduce this dissonance will help 
propagate change.
V. THE THEORETICAL STRATEGY
Therefore, the strategy to be used is one that portrays the 
normative structure of the group and stresses social approval 
In specific terms:
i) The communicator can stress the way in 
which a specific 'role' is defined (so 
as to include the use of the object of 
persuasion). Such messages can demonstrate 
how adoption of the communicator's prop­
agated role is normative in the group
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within which this role lies. The communicator 
can show how the non-adopter is a deviant and 
non-conformist (in the negative sense).
ii) At the same time, the manner in which social 
rewards and social approval are given to the 
adopter of the communicator's goals can be 
stressed.
iii) Finally, the manner in which adoption achieves 
group integration, and how this behaviour is 
consistant with approved group values can be 
brought out. (See page209for a diagram).
This strategy, which is based on De Fleur's 
(1972) Socio-Cultural model has not been tested 
to my knowledge.
VI. THE PLAN
To sum up, the plan for this social change is portrayed.
The questions of this plan are taken from Kahneman & Schild 
(1966), and the answers are adapted to this study.
1. a) WHOSE BEHAVIOUR IS TO BE CHANGED?
Second intermediate and last secondary class 
female Bahraini pupils. (These grades are 
explained in the next Chapter).
b) WHAT IS THE PRECISE NATURE OF THE CHANGE DESIRED?
i) Learning change. Better information about the 
Nursing profession.
ii) Attitude change. Positive attitudes towards 
the Nursing profession.
iii) Behaviour change. More recruits into the 
Nursing School
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iv) Social category change. Better 'calibre' of 
girls getting into the Nursing School.
2. WHAT GROUPS OF INDIVIDUALS ARE LIKELY TO PLAY A CENTRAL 
ROLE IN THE PROCESS OF CHANGE OR IN THE RESISTANCE TO 
CHANGE?
(a) Relevant groups:
Family and relatives, teacher and friends;
( b ) Influentials in the group:
The father and elder brother. To a lesser 
extent, the mother. They are all, more or less, 
restricted by religious teachings.
3. FOR EACH KEY INDIVIDUAL, WHAT ARE THE MAJOR DETERMINANTS 
OF THE RESPONSE TO.THE PROPOSED CHANGE?
(a) Motivational:
A desire for medical knowledge and independence.
(b) Restraining Forces:
Conformity pressure and fear of becoming a 
deviant. (Elaboration on those points are 
discussed in the next Chapter, Section H.)
4. WHAT IS THE STRUCTURE OF PERSONAL INFLUENCE IN THE 
COMMUNITY?
Who are the persons to be directly approached by the 
agents? They are specifically the person herself, but 
also the.father, elder brother and mother. Again, one 
has to accept the fact that influentials like the. 
father are themselves influenced by the religious 
structure.
5. FOR EACH INDIVIDUAL TO BE APPROACHED:
(a) What can the agent do to reduce restraining 
forces (including how to avoid the needless 
arousal of antagonism), and how to increase
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driving forces?
To approach from their own normative structure 
and present the object of change in such a way 
that it is regarded as one of social approval. 
The stress in this context is to approach them 
from a religiously based setting.
(b) What are the aims of approaching this person, 
mobilization of active support or neutraliza­
tion of opposition?
The aim is that, as a result of neutralizing 
the resistances towards the object of persuasion, 
and making it look culturally approved, active 
participation would consequently take place.
RE-EVALUATION
Can this change be obtained within reasonable time and 
cost?
This study was completely backed by financial and admin­
istrative government support.
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B, HOW TO DESIGN A CAMPAIGN WHOSE EFFECTIVENESS CAN BE 
MEASURED AND EVALUATED.
Before attempting to answer this question, it is interesting
Cto put forward another question: Is measuring^effectiveness 
of a campaign worthwhile?
There are several critics who would argue against the waste 
of resources in designing and measuring the effectiveness 
of campaigns, especially as data has been accumulating 
regarding the ineffectiveness of campaigns, some with good 
designs. For example, O'Keefe, (1971); Cook, (1966); 
Robertson, (1976); and others.
However, this is not the view held in this study. With an 
operation as expensive and time-consuming as broadcasting, 
neither the industry nor the public can afford to remain in 
ignorance over the effectiveness of specific campaigns or 
programmes. Effectiveness studies are vital, as they can 
be made to provide positive and specific help, for it is 
usually possible to make them yield quite a lot of informa­
tion, or at least hypotheses, about the possible causes of 
failure or success of the programme or campaign. Though 
such insights are, in a sense, "wisdom after the event", as 
put by Belson (1967), they are useful and usable, as they 
can promote and guide the elimination of certain failure 
elements from other programmes or campaigns.
Belson (1967) emphasized that, if in developing a programme 
or campaign, the broadcaster has called for and made good 
use of a "planning study", the chances of that programme 
failing to do what it was intended to do will be considerably 
reduced. This, however, is not a guarantee against failure. 
The planning study provides guidelines, but there are many 
ways in which the operation can go wrong. Because research
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has shown extensive failure evidence of programmes and 
campaigns, therefore this adds to the importance of carry­
ing out effective measurements. Several other researchers 
also support this position, (Nunnally 1975); Campbell & 
Stanley, 1963; Emmett, 1966),
I, REQUIREMENTS FOR VALID CAMPAIGN EVALUATION
Haskins (1970) described campaign evaluation as the "measure­
ment of the relevant effects of a campaign". He explained 
how several characteristics are necessary to measure truly 
the effects of communication in the real world.
1, "NATURALISTIC COMMUNICATION CONDITIONS SHOULD PREVAIL 
DURING THE RESEARCH",
(a) Normal representatives of the target audience 
should get normal messages through normal 
media in their normal surroundings.
(b) Message distribution should be unobtrusive in 
the sense that the subjects are unaware of any 
special research purpose of the communication. 
Messages should be presented by normal spokes­
men, rather than some special interviewer or 
investigator,
(c) Normal selective attention and incidental 
learning should be operative, "Noise", in the 
form of competing stimuli and messages, other 
persons and social interaction, as normally 
present, should be operative.
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2. "THE RELATIONSHIP BETWEEN CAUSE AND EFFECT SHOULD 
BE CLEAR".
The measurement effects should be demonstrably due to 
the communication treatment(s) and nothing else. To 
do this:
(a) Treatment assignment must be under control of 
and manipulated by the investigator.
(b) A control over alternative treatment groups 
should be used for comparison.
(c) Assignment of subjects or sampling units should 
be random rather than purposive.
(d) The experimental design should permit elimination 
of uncontrollable influences, such as "historical, 
maturation and instrumentation effects."
3. "MEASUREMENT SHOULD BE UNOBTRUSIVE AND VALID".
Unobtrusive, non-reactive measures should be used where 
possible or, at the very least, no perceptible connection 
between communication and measurement should be apparent.
(a) The chaice of the dependent variable should be 
based on pertinence to the criterion behaviour 
under investigation, rather than convenience.
(b) The period between treatment and measurement 
should be long enough to get a long-term, as 
well as immediate, effect.
(c) Random sampling of subjects from the target 
audience.
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(d) A high recovery rate of data from the chosen 
sample.
(e) A large enough size to detect expected small 
changes.
4. "THE TOTAL COMMUNICATIONS AND RESEARCH DESIGN SHOULD 
BE ACCURATELY EXECUTED"
The design of a- campaign is relatively easy, the 
execution of it is very laborious. The total plan 
should be followed exactly, and any deviations should 
be equal among all treatment groups.
In short, to en ire the external validity of a campaign, the 
naturalistic setting and the application of valid measurements 
are necessary to be able to generalize to the real word. In 
addition, a true experimental design, or a design where cause 
and effect are clear, is necessary for internal validity of 
the study.
Therefore, a proper experimental design in a naturalistic 
setting is necessary to evaluate the effects of a communi­
cation campaign.
This is all very desirable, but in a real life situation, it 
is extremely difficult and laborious to keep to those standards. 
To start with, if the funds are available, this simplifies 
some of the problems of applying the research in a naturalistic 
setting. Moreover, it is possible to design measures that are 
(to a certain extent) unobtrusive and disguised. But, carry­
ing a campaign in a natural setting, in itself, brings forth 
a major difficulty, and that is applying a "true experiment" 
in the field.
Considering true experimental designs for measuring the 
effectiveness of mass media campaigns, there are several
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alternatives one can choose from. The pre-test, post-test 
control group design, the Soloman four-group design, the 
post-test only control group design. All have their strong 
points and weak ones and have to be chosen in accordance 
with the conditions and priorities of the study. (See 
Campbell & Stanley, 1963).
However, there is one basic requirement for all those designs 
which is difficult to apply in a natural field setting: the 
random assignment of subjects to treatments. Let us start 
with the fact that, if one is able to carry this random 
assignment, how would one guarantee fidelity of the treat­
ment groups? How could one ensure that those assigned to 
the experimental treatment actually viewed the programmes 
and those assigned to control did not? When we are evalu­
ating a series of programmes, not one, this becomes even 
more difficult.
Ball (1976) suggested three possibilities to deal with this 
problem of fidelity as compiled from previous studies facing 
this situation.
1. To overcome "fidelity", one can verbally encourage the
experimental subjects to view the designated programme(s) 
and not encourage the control group. Ball & Bogatz 
(1970) pointed out that this was minimally effective. 
However, in their study, instead of the fear of having 
a small experimental and a large control group, they 
had the opposite situation. To account for the small 
number of the control group, they had to carry a number 
of different logical and statistical techniques to try 
to sort out the effect of viewing in comparing the two 
groups. Another drawback to this possibility is the 
"reactivity" involved in encouraging the group to view, 
with the dependent variable of the study.
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Another way of implementing a true experimental design 
and at the same time overcoming fidelity, is to put the 
series to be evaluated on cable television, or U.H.F. 
stations and to provide reception capability of this 
station to the randomly selected experimental group. 
Again, ^6ogatz & Ball (1971) tried this technique and 
found it possible to apply. However, this technique has 
the disadvantage of the fact that one can generalize the 
findings only to such audiences as potential cable sub­
scribers, On the other hand, it is expensive to install 
and maintain cable in the experimental subjects' homes.
3. A third possibility is to assign control subjects to view 
a different television programme broadcast at the same 
time as the experimental subjects. To ensure viewing 
and assess the fidelity, reminder telephone calls 
should be placed to all subjects immediately before 
and after the programmes. Differences between the two 
groups measured at post-test can therefore be attributed 
to the differences in the programmes viewed. (Ball, 
Bogatz, Kazarow & Rubin, 197^).
The biggest drawback of this alternative is "reactivity".
How can one argue confidently that the Impact was due to 
the treatment alone, to the processes used to keep the 
treatment groups intact, or to some interaction of these? 
However, if reactivity can be shown to be of little consequence, 
this study merits a lot of consideration.
One way to test reactivity is to "keep back" some of the 
subjects of the experimental treatment group by not calling 
them DIRECTLY before the programme for encouragement, but 
do that Just at the beginning of the research. Differences 
between the two experimental treatment groups would show 
whether there was a significant impact of the extra telephone 
calls administered.
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These examples do not exhaust the possibilities for a way 
to use the true experimental design in the field.
However, in the majority of cases, the implementation of a 
true experimental design in assessing the effectiveness of 
media programme(s) is not possible, . It could be too 
expensive, cumbersome, impractical or unethical. Specifi­
cally in cases where it is unfair to prevent a specific 
group from viewing, the random assignment of experimental 
and control groups becomes impossible. In such cases, a 
weaker quasi-experimental design becomes more logical to 
use. (Rubin, 1974).
Belson, (1956), Emmett (1965), Campbell & Stanley (1963); 
Campbell (1969); Nunnally (1975); and others all
discussed how to implement an experimental design in a 
field setting to evaluate the effectiveness of programmes.
The following analysis would be a portrayal of the different 
approaches suggested by them leading towards the design found 
to be most appropriate for this study.
We will be selective in choosing the designs which could 
possibly apply to this study,
II. POSSIBLE DESIGNS
I) The Simple Before/After Design
This is the simplest technique, but in no way efficient. 
The attitudes of the target population are measured 
before and after the programme is presented, and the 
difference between the two is the measure desired.
WEAKNESSES :
i) Influences other than the exposure to the 
programme itself can enter into the experi­
mental situation in such a way that the
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effects of these influences become confused 
with those of the programme.
Testing reactivity might occur when the same 
people are tested before and after the prog­
ramme which might produce misleading results. 
The testing before might influence the pop­
ulation, especially if the tests are concerned 
with awareness of facts or learning situations 
presented in the programmes.
2) Before/After Design with Control Material
This is the simplest design that might be considered 
reasonably safe to use as a development of the before/ . 
after system. Two separate samples are used, each 
drawn randomly, so that barring sampling error, one 
might be considered equivalent to the other. Either 
one of them is regarded as the before sample, and the 
other as the after sample. The before sample is tested 
Just before the broadcast, the after just after the 
broadcast (the tests being identical), thus eliminating 
the effect of double-testing, test retest influences. 
The tests relate to whatever programme is expected or 
intended to modify or change knowledge, attitudes or 
certain kinds of behaviour.
To control for the influence of non-programme events, 
extending the tests to include knowledge of a range 
of facts relating to the topic of the programme, but 
not given in the programme itself, (i.e. non-programme 
facts). The idea is the differences in the score for 
non-programme facts could point to the operation, 
(influence of factors other than the programme itself). 
Also a note is kept of any events that might influence 
subjects.
I '  '
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WEAKNESSES:
This kind of control tells us what kind of extraneous 
variables to look for, but not how much they have 
influenced the subjects.
Both Belson and Emmett suggest the application of 
further control to reduce ambiguity. They declare 
that one of the best ways is to conduct a series of 
tests, (on a series of equivalent samples) at chosen 
points in time. Just before the campaign starts, 
several times during it, and several times after it. 
If, at each of the above points, control material of 
the kind indicated above is gathered, then ambiguity 
as to whether or not the programme is producing 
changes would be reduced to a certain degree.
This research feature detects changes for the sample 
as a whole and not simply for those sections of it 
who underwent exposure to the programme.
3) Modified Before/After Design using Control Groups
To reduce the ambiguity of "how much influence" is 
inherent in the design of control material, one should 
use control groups; this could be over and above such 
control of material as available. The subtraction 
of the changes in the control from the changes in the 
experimental would leave the researcher with a 
quantitative assessment of the impact of the programme.
There are several kinds of control groups. They could 
be drawn from:
(a) Area other than that in which the programme 
is broadcast;
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(b) People who, for one reason or another, did not 
happen to see the programme. (It could be that 
they were prevented by the investigator as such).
(a) CONTROL GROUPS DRAWN FROM ANOTHER AREA
Area 1 Area 2
El tested before X Cl tested before X
Broadcast of Programme
X in Area 1
Other Events and influ- Other Events and influ-
ences ences
E2 tested after X C2 tested after X
Two control groups may be drawn from an area; let 
it be called Area 2, in which the programme under 
study, called programme X, is not broadoast. In 
Area 1, where the test programme X is to be broadcast, 
two equivalent samples of the population are drawn on 
random samples. Either one of them is regarded as the 
before sample (El), and the other is regarded as the 
after sample (E2). In the control Area 2, two equiva­
lent samples are selected in the same way, each repre­
sentative of the population in Area 2. Either one of 
them is regarded as the before control (Cl), and the 
other as the after control, (C2). All four groups are 
given exactly the same tests under equivalent conditions. 
El and Cl are tested at the same time shortly before the 
broadcast of programme X. E2 and C2 are tested at the 
same time after the broadcast.
Effect of Programme X = (E2 test score - El test score)
- (C2 test score - Cl test score).
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WEAKNESSES:
i) The extraneous events in Area 2 will not necess­
arily be the same as the extraneous events in 
Area 1.
ii) The efiect of an event in Area 1 will not nec­
essarily be equal to the effect of that same 
event in Area 2.
Drawing conclusions, therefore, from such design should 
be regarded as potentially dangerous. (This design 
has been set as produced by BeIson).
(b) Control groups drawn from those who did not 
happen to see the programme creates self­
selection bias. This will be discussed later
4) The Stable Correlate Technique
This is the design that is most recommended by Belson 
and that was elaborated and improved by him.
Suppose Programme X is intended to produce change to a 
particular attitude, A. After programme X, tests 
were made to see attitude A of a sample who saw X, and 
a sample who did not see X. Any difference between the 
two test scores would be interpreted as a mixture of the 
programme and any original differences between samples. 
The stable correlate is a way of sieving out all the 
original differences between the two samples.
Extraneous Events
Exposees E Exposees E
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Difference in test score E @ E = Effects of exposure 
to programme X + effects of the original differences 
between exposees and non-exposees.
The purpose of this method is to render the non-exposee 
sample equivalent to the exposee sample in terms of all 
characteristics which are correlated to the test score. 
If this can be done fully, and provided the character­
istics are not themselves open to influence from 
programme X, then the remaining difference in test 
score ought to represent an effect of exposure to 
programme X.




The matching variables must be associated with 
both test score and sample differences.
The matching variables must be stable, i.e., 
they cannot be attitudes or interests that 
can change.
Matching variables are selected as a small 
composite of variables all of which must be 
relatively independent of one another.
To meet these and other requirements, the proposed 
matching variables have to be drawn from a large pool 
of proposed matching variables.
The main weakness of this design is that the selection 
of the matching variables is a very long, tiresome and 
complex procedure. Often the effects criterion involves 
not one, but many scores, and one would need to find 
the stable correlates of every one of these. There are 
other statistical weaknesses, such as regression towards 
the mean, which will be explained later in the text.
A discussion of the difficulties of this design is also 
presented in Emmett, (1965).
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5) The Modified **Before/After" design using Control Groups
(Belson, 1967),
This design is also called the "Separate Sample Pre-test/
Post-test Control Group Design" by Campbell and Stanley,
(1963).
The design in steps goes as follows:
1, Two random samples of the target population are assigned 
in the programme area (not a different area). They have 
to be largely equivalent and either one is designated
as the "before" group, and the other the "after" group,
2. Before the broadcast, the "before" group are tested with 
the desired questionnaires or interviews etc., regarding 
the topic of the broadcast. No other contact is made with 
this group until after the programme only to find out 
whether they have, or have not, seen the programme. On 
the basis of this, they are categorized as the Experi­
mental and Control pre-broadcast group (El and Cl).
3, After the programme, members of the "after" group are 
tested for the first time. Exactly the same tests are 
used on them as the "before" group, so as to overcome 
the problem of instrumentation. They are then classi­
fied as the Experiment and Control post-broadcast 



















(ie. they did not happen 
to see X.
The score E2 - El = measurement of combined effects of the 
programme and all the extraneous influences.
The score C2 - Cl = all the extraneous influences other than 
the programme.
Therefore, effect of the programme X = (E2 - El) - (C2 - Cl)
In other words, the people exposed to the programme.are also 
exposed to extraneous events. The controls are exposed only 
to extraneous events. Hence, the effect of the broadcast 
campaign can be assessed by subtracting the change (in scores) 
of the controls from the change (in scores) of the exposees.




1. It is very expensive. For example, if we expect 20% of 
the people to watch the programme, and each of the four 
groups to yield 300 people, then for a programme of 
20% audience to yield 300 exposees, the total "before" 
sample has to be at least 6000 subjects, and the same 
would apply to the "after" sample.
2. Because the groups are self-selected in relation to the 
programme under study, to increase efficiency matching 
El, E2, Cl and C2 in terms of correlates to the test 
score might be necessary.
3. Having to match, in itself, creates a lot of problems, 
especially "regression" towards the mean.
There is an ammendment which, together with this design 
makes it a "perfect combination". In fact, this ammendment 
is suggested for the betterment of all designs (Emmett, 1966). 
It is based on Campbell & Stanley's (1963) time series design 
and it argues that repeated measurements on the same samples 
over a period of time before and after the programme can 
increase the confidence that the perceived changes are 
genuinely the effect of the programme and nothing else.
Again, although this is desirable, it might not be feasible 
to get hold of the same group over a period of time. Secondly, 
several repeated measurements, in themselves, might interact 
with the actual change measured.
Summinp^ Up
Those examples (they are not exhaustive) show us that there 
is no perfect design yet available. They all have their
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advantages and weaknesses. Some are better than others, 
yet not feasible, and vice versa. Therefore, when deciding 
which design to choose for evaluating a campaign, one has 
to specify what one is looking for, and set priorities.
1. Should priority be given to internal validity of the 
design or its external validity?
2. Is there a need for a cheap, quick and simple design 
which does not control for the influence of chance
or one which is complicated, expensive, but efficiently 
controlled?
3. Should stress be put on thorough statistical control 
of every step at the expense of missing a lot of 
relevant information?
4. Should the effectiveness be measured on an individual 
basis or the overall population?
The final point to stress is that, when considering broad­
casting effects, one should frequently remind oneself of 
Joseph Klapper's warning about fallacious "one-to-one cause 
and effects models" in mass media research, and the tempta­
tion of seeing "simple and direct effects" of which broad­
casting is treated as the "sole and sufficient cause". It 
is true that we usually wish in our work to isolate, pin­
point and define the magnitude of a broadcast effect upon 
information levels and attitudes in various spheres. But, 
as is confirmed by Blumer (1959), in order to understand 
the significance, of television viewing in a realistic context, 
we must also examine its interaction with other variables 
in production of certain effects. In other words, other 
influential variables are not distracting factors or 
"obstacles" to be controlled, they also deserve attention 
in their own right, partly because they can shape the kind 
of effect that broadcasting exerts.
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III. t h e  c h o s e n d e s i g n
The design chosen is a simple and practical one, accounting 
for the priorities and circumstances of the study. It is 
the non-equivalent pre-test/post-test control group design, 
sopportcd. bij  ^ control material and a small controlled 
post-test group only.
Background for Choice
1. Bahrain is a relatively small island with only one 
local television broadcasting station. Therefore, 
randomly dividing the target population into experi­
mental areas and control areas which cannot view 
the programmes is not possible.
2. Bahraini television viewers can watch as many as six 
other television station channels on their screens 
from the neighbouring countries, Saudi Arabia, Dhahran, 
Kuwait, Qatar, U.A.E., and Oman; therefore, physical 
availability of so many alternatives makes selectivity 
high. This means that having an elaborate design like 
the "counterbalanced designs" might render extremely 
small numbers of subjects in each cell, thus making 
statistical analysis difficult.
3. The campaign’s aim is to encourage female pupils to 
think about and eventually join Nursing; therefore, 
a randomly assigned control group preventing them 
from watching the programmes is unfair.- Furthermore, 
there will be more than one television programme and 
assuring "fidelity" in this case is even more diffi­
cult. In addition to all this, it would be interesting 
to direct some attention to the characteristics of 
those self-selected viewers for this might tell us 
the programme's impact on real world viewers and give 
us a realistic assessment of the programme’s effect.
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4. Stanley & Campbell (1963) suggested that this design 
is best used when:
i) The more similar are the experimental and
control groups in recruitment.
ii) The more similar are their pre-test scores.
Both those assumptions are considered to be true of 
this study. Firstly, female pupils of this age, and 
in this cultùre, tend to have very similar ideas, 
aspirations, characteristics etc. The pilot studies 
showed the girls to produce similar answers to many 
questions.
5. The application of pre-test/post-test type of design 
was found to be best for this study on the basis of 
the following reasons:
i) We are not interested only in the overall




It is in practice possible to get hold of 
the same subjects over a period of three
months, which is ideal.
The precision of any comparison is greatly 
improved if the same samples are used.
Before/After measures on the same sample 
gives us the opportunity to study effect­
iveness on an individual by individual basis 
This is particularly cogent when attitude 
change is the object of enquiry. As put by 
Emmett, (1965),
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"the mechanism of attitude formulation 
and change is extremely complex, many 
different theories have been pronounced 
to account for the diverse results obtained 
in psychological experiments. The essence 
of these theories is that the self-same 
experimental treatment will, in various 
circumstances, produce dramatically opposite 
changes in attitude. A calculation of the 
total attitude shift may thus grossly 
underestimate the effects of a broadcast, 
owing to the cancelling out of shifts in 
the opposite directions."
As pre-testing has been chosen to be part of the intended 
design, a number of precautions have been taken to overcome 
the problem of testing reactivity, that is the interaction 
of the treatment effects of the programmes within the test.
1. Great care and expense has been spent to disguise the 
topic and intention of the campaign within the testing 
instruments. In the case of this study, some questionn­
aires revolved around the assessment of several Jobs, 
besides the Nursing Job. Even the post-tests involved 
one other Job besides the target Job.
2. The inclusion of the assessment of other Jobs, besides 
the target Job, in the questionnaires was also intended 
to act as another type of control to the design, control 
of "materials". For example, the change of the subject's 
attitude towards the "teaching" profession from before 
to after the treatment would be attributed to variables 
other than the treatment itself (some extraneous 
variables). The amount of change in this control 
material will help determine true effectiveness of our 
treatment ( intended effects ).
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3. The study would include multiple indicators of change 
and not only a measure of attitude change. Moreover, 
the intention of the study is to go on beyond written 
behavioural change to actual behavioural change in 
joining Nursing.
As the final criterion is overt action, the problem of depend­
ing on a possibly biased estimated error of the effectiveness 
of the treatment, as measured by the post-test questionnaires 
should not be a major drawback.
A small control group representing all ages will be left not 
pre-tested to check further for the testing reactivity problem.
In actual fact, the real problem facing this design is the 
possible unequivalence of the groups because of selective 
viewing in a natural setting. If comparability between the 
groups is shown, then attributing the effects to the treat­
ment itself would be greatly enhanced. This is a key problem 
facing all media research in natural environments. What can 
be done to achieve this comparability between the groups?
a) Find out whether the mean pre-tests of all the groups 
are not significantly different.
b) Find out whether the total.population have, to a large 
extent, similar characteristics relevant to the dependent 
variables.
c) Match the groups involved.
The first two points were found true of this study, as will 
be discussed in the following chapters.
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In connection with the third point: matching the groups.
This process can be argued to create several problems in 
itself. Some evaluators consider matching to be a draw­
back instead of a help, especially for this before/after 
design, (Campbell, Stanley, 1963).
As testing is done both before and after the programmes, 
and as the groups are self-selected and not random, 
regression towards the mean can be considered a question­
able validity problem of this design. Uniform regression 
between the experimental and control groups is more 
probable where the groups are selected on a random basis.
Moreover, the possibility of uneven regression of scotts
tov/drds meein (see U9o) »s in c r c d s e d  uoKen
(a) either the experimental or control groups 
are selected for extreme scores on the 
dependent variable or a correlated measure;
(b) Pre-matching is done to create pre­
equivalent groups.
All the factors that work to make regression to the mean 
less of a problem for this design are relevant in this study 
A very large sample, relative homogeneity in the target 
population. So it was decided to avoid matching but to 
achieve comparability between groups by controlling and 
discussing the significant differences between the groups 
in the final analysis.
A Suggestion for Improving this Design:
Ideally^ if this pre-test non equivalent group design is 
accompanied by a time-series design, some of the problems 
facing this design can be ruled out. The time-series 
design involves pre-testing the experimental group and the
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control several times before and after the treatment.
The effect of the treatment would be shown by finding a 
significant difference in the experimental group between 
the two tests Just before and after the treatment above 
and over the several pre-tests before and the post-tests 
after the programme and all the tests of the control 
group.
This design helps to gain certainty from the multiple ob­
servations in relating the effect measured to the actual 
treatment and overcoming the regression to the mean 
problem. However, it has a major drawback, testing 
reactivity is high when multiple observations are carried 
out on the same population. Priorities have to be drawn 
as to whether it is more important to have the intent of 
testing and treatment disguised and thus contact with the 
target populiation minimal, or to stress a: tightly controlled 
design , yet overlooiicing • the risk of general!¿ability of results,
As the intent of this study was to emphasize effectiveness 
in as natural a surrounding as possible, it was decided to 
stick to having a disguised purpose, and minimize contact 
with the audience. However, one further addition to the 
total design was considered relevant and that is to carry 
out a "panel study" whereby a small secluded group of the 
audience will be contacted informally at several points, 
before, during and after the programmes, and analyse the 
"feedback" to the programmes.
In measuring the effectiveness of television programmes, 
there are two other methodological problems besides "design" 
that have to be considered carefully; one is sampling, 
and the other is measurement.
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Sampling:
It is important first of all to define the target popula­
tion, This subpopulation should be as much as possible 
representative of the target audience. For this to occur, 
the subjects or sampling units should include a variety 
of geographic areas, sites etc., and this can only be 
accomplished with huge funding possibilities.
Ball (1976) emphasized that assessors of the impact of tele­
vision programmes almost inevitably either develop a sample 
from an "incomplete frame consisting of one or two geographic 
units, or subjectively sample elements of the target popula­
tion with which it is convenient to work". It cannot be said 
that these sampling procedures do not produce useful data - 
they usually do, but it is vital that the limitations of such 
procedures be made explicit in the evaluation reports, and 
generalization of the results is not done widely.
In connection with this study, there are no major difficulties 
regarding sampling for, as it will be discussed in the pilot 
studies chapter, decision has been made to test the whole 
potential target population, (As Bahrain is a very small 
country, this procedure was possible). The problem of 
measurement will also be discussed in the next chapter.
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To put the preliminary studies into perspective, let us 
briefly restate the problem.
The "problem", as presented by the instigators of the 
study, was a relatively low number of Bahraini applicants 
to the Nursing profession. The general purpose of the 
study was to investigate the reasons and try to increase 
this number. The potential applicants or subjects of the 
study were school pupils of ages ranging between 13 and 
17 years.
Therefore, to start with, there were two main areas of 
investigation to be dealt with: A. - the Education system, 
schools and job facilities; B. - the Nursing school 
itself, its system and difficulites.






The first primary school for boys was started 
The first primary school for girls was started 
The first group of students left Bahrain for 
higher education on Government scholarships 
(to the American University of Beirut)
Schools were put under direct Government 
supervision.
The first industrial school for boys was opened 
Adult education was started
The first secondary school for boys was started 
The first religious school for boys was started 
The first secondary school for girls was started
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Separate intermediate schools were started, 
between primary and secondary levels.
The first teacher-training College for men 
was started
The first teacher-training College for women 
was started.
System;-
Education is free in all its four levels; primary, inter­
mediate, secondary and higher education. Adequate places 
are being prepared for all new students who have reached 
the school age, normally six plus.
The Education Levels:- (As described by Educational
Statistics Booklet 1974-1975)
(a) PRIMARY EDUCATION:
The legal age of admittance is six plus and the 
level extends to a study period of six years. The 
first three are spent in learning elementary subjects, 
and promotion from one class to the next one is 
determined by a minimum attendance percentage of 75.
In the remaining three years, wider subjects are 
introduced, including the second language (English) 
together with Geometry, History, Geography, Science 
and Hygiene. According to the results of the final 
examinations, promotion or repeating is determined.
(b) INTERMEDIATE EDUCATION;
This level prepares the students for the higher one; 
namely, the Secondary. The duration of study is two 
years. A mixture of arts and science subjects is 
taught with an emphasis on the theoretical side, plus 
a little experimental work as far as science is 
concerned. After completing this division, a student
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has the choice of enrolling in either the general 
or the commercial sections at the secondary level.
(c) SECONDARY EDUCATION
Here, students spend three years majoring in three 
desired fields. It is divided into:
(i) General:
Arts, science and mathematics are taught 
in the first year while in the remaining 
two, students are grouped by choice in 
two branches: Scientific, and Literary. 
Both lead to secondary General Certificate 
Top students are granted Government 
scholarships for further education abroad.
There are two other fields of specialization:
(ii) Commercial;
originally founded to meet the needs of 
the Government departments and the 
commercial sector of the economy. Besides general 
education,there is stress on Bookkeeping, 
Commercial Arithmetic, Business, Type­
writing, etc.
(iii) Industrial: (open only for males)
where theoretical and practical subjects 
are taught, like Blacksmithing and Welding, 




Total number of pupils in each of those levels
Years 1974/1975:
No. of years
of schooling Females Males
Primary 6 17,660 22,765
Intermediate 2 3,717 4,494
Secondary:
General (Arts & 
Science) 3 3,818 3,217
Commercial 3 399 516
Industrial 3 — 684
There is also Religious Education (for males only) at each 
educational level. The total number is 133 pupils.
There are a number of private schools, but the majority of 
pupils in them are non-Bahrainis.
Post-School Education and Training
1. TEACHER TRAINING COLLEGES
Two used to exist, one for men and the other for 
women. The curriculum aimed at preparing teachers 
for primary and intermediate level education. Holders 
of Secondary General Certificate (Scientific or 
Literary section) can enroll upon a selective basis. 
The need for teachers in the different parts of the 
country is taken into consideration when choosing new 
candidates. The duration of the studies is 2 years, 
divided into 4 separately valued semesters. The 
curriculum embodies General Education, the study and 
practice of Education. In the year 1974/75, the total 
number of male students enrolled was 77, and female 
students was 260.
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2. GULF TECHNICAL COLLEGE
School graduates can specialize at this College 
either into Commercial courses which include: 
secretarial courses and business administration 
(O.C.B.S.) Otherwise, they can specialize into 
technical courses, including: Building & Construc­
tion; Electrical Installation C & G courses; 
Automobile Engineering; Mechanical C 8t G courses 
and Dipolma of Electrical Installation, Mechanical 
and C & G courses. All those courses, except the 
secretarial one, involve three years of education 
and training. The secretarial course, which is 
mainly for girls, involves 2 years of training.
For the years 1974/1975, the total number of Bahraini 










Dipoma of Electrical 
Installation 8t Mechanical 
Courses: General Course for 
(Mech & Elect) (PreparatoryYear) 53
(Educational Statistics, 1974, 1975).
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3, KANOO NURSING SCHCX)L (now part of the College of 
Health Sciences)
1959 1st Nursing School opened
1962 Kanoo Nursing School completed.
(This is the building used today)
1968 Assistant pharmacist programme started
(2 years)
1974 Other medical programmes started to train:
(a) Assistant lab. technician (2 years)
(b) Assistant radiography technician (2 years)
(c) Assistant public health inspector (2 years)
1976 College of Health Sciences initiated.
The Ministry of Health has highly emphasized the 
necessity for training in health professions, especially 
in Nursing.
The education level and basic requirement for entry has been 
changing considerably over the years (and still is).






1 pupils a year
but the specific statistics are not available here.
Other Facilities
There are a number of other post-school possibilities open 
for pupils. Those who get very high grades in their 
secondary general exams are sent by the Government over­
seas for further education. This includes around 10% of
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the pupils who graduate. Before the 1975 civil war in 
Beirut, the majority of those pupils were sent to the 
American University of Beirut. In the year 1973/1974, 
around 1,815 pupils were sent to A.U.B. Now the majority 
of the graduates are sent to Canada and the U.S.A.
There is also an Institute for higher religious education 
for men.
In addition, a very large number of companies and industries 
have their own further training programmes. Bahrain Petrol­
eum Company, Gulf Air, the Hotel Association and others, 
recruit and train the pupils for their job requirements.
The "Nursing School" is only one post-school facility avail­
able for the pupils.
Although the Ministry of Health has, since the early 60's, 
put a great emphasis on the necessity of recruiting more 
Bahraini citizens into the Medical professions, especially 
Nursing; in the year 1974 the hospitals of Bahrain were 
run by 530 Nurses, of whom only 150 were Bahrainis. With 
the increase in the number of patients to be attended to, 
many more nurses are needed. It is possible to recruit 
more foreign Nurses, but there are mainly two problems 
involved with foreign workers. The first is obviously the 
"language" which makes communication with the patients 
very difficult. The second is that foreign Nurses usually 
accept to work in Bahrain on a short-contract basis, while 
they look for work in the other Gulf states where the 
salaries are much higher. Besides, although female Nurses 
do work in Male wards, the country is in more need for 
Male nurses as well, because of cultural traditions and the 
majority of foreign nurse applicants are female.
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B. PILOT I: THE NURSES
What is keeping more Bahraini pupils from joining Nursing? 
Two attempts were made to find out the cause of the problems 
the Nursing School was facing:
1. A look at the structure and running of the School;
2. Interviews with officials of the .School, staff and 
students about the problems involved.
Step 1: The Nursing School Background
out
On the basis of interviews carried^with a number of the 
schools' officials and a document compiled by the Director 
of the College of Health Sciences (of which the Nursing 
School has become a department) the following basic infor­
mation was gathered:
1, There are two "levels of registration"
(a) PRACTICAL NURSING PROGRAMME:
This level is open to both female and male pupils who 
have obtained, at the minimum, the Intermediate School 
Certificate (8 years of schooling). The purpose of 
this programme is to prepare candidates to be the 
backbone of the Nursing service in Out-patients' 
Departments and health centers as practical nurses.
The students undergo two years of training and eventually 
become licensed nurses.
(b) GENERAL NURSING PROGRAMME:
This level is again open to both female and male pupils 
who have completed, at the minimum, their Secondary 
schooling (11 years), and obtained their Certificate 
either in general arts or science section. The 
purpose of this programme is to prepare the candidates 
to assume the middle level of management responsibilities
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in the health care delivery system. The students 
undergo three years of training and become fully 
qualified nurses.
2. Student Life Characteristics
When this research was being carried out, the School was 
in a transition period, being transformed from an indépen­
dant school to a department of a large College of Health 
Sciences, The prospectus of the College offered a wider 
range of facilities for the students: better library, 
audio-visual and other educational facilities, student 
counseling facilities, athletics and recreational facilities, 
college life atmosphere, etc. However, all those facilities 
have not been fully applied, as they were still in their 
initial stages. So, it can be said that the School, at this 
stage, did not differ much "in atmosphere" from the intermediate 
and secondary schools which the pupils would be leaving,
(a) HOURS OF ATTENDANCE
The official hours of attendance at the College are
8,00 a,m, - 1,30 p,m, daily, six days a week (Saturday 
through Thursday) for all students except those on 
clinical or on-the-job training,
(This timing does not differ much from the high 
school's attendance hours).
(b) UNIFORMS
Students are required to wear official uniforms of 
the College, at all times, while on the premises. 
Those uniforms are provided on loan by the College, 
The students are requested to keep their uniform and 
general appearance tidy, clean and well ironed (just 
like in school).
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(c) VACATIONS AND HOLIDAYS
All students, except those on clinical rotations or 
on-the-job training cycles, have one month's paid 
annual leave in August of each year. Students on 
clinical clerkships, have a one month's leave in 
rotation, as determined by a schedule put out by 
the College Administration. Official holidays, as 
set by the Ministry of Health, are additional days- 
off for all students - except those required to work 
during their clinical rotations. (This means less 
free time than when they were at school).
(d) TRANSPORTATION
Specially chartered buses are run on all common routes 
in the country so all students have secure and easy 
transport facilities to and from the College and their 
residence.
(e) STIPEND
Students are paid stipends to defray the opportunity 
costs and to encourage their continued education 
rather than their early employment. Stipends may vary 
from year to year and always depend on the entry level 
and the student's year of study. For the academic 








50 BD/month - £40 
60 BD/month - £48 
80 BD/month - £67
60 BD/month - £48 
80 BD/month - £67 
100 BD/month - £84
The stipend is given for school attendance. However, 
there are conditions for with-holding payment. Regular 
full class attendances is a prerequisite and absentee­
ism not due to justified reasons can mean with-holding
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payment. Parental agreement is necessary for 
giving permission to undergo this training, but no 
financial support is required.
(f) DISCIPLINE
Conformity to strict disciplinary rules was expected 
of the students whether regarding class attendance 
or class behaviour and other ethical issues.
Comments
Besides the fact that the students are being paid for their 
education, it can be argued that a pupil leaving school 
will find herself, on the whole, going through the same 
experience again at the College. Probably in future, when 
the College gets over its infancy stages in the development 
of its promised facilities, the pupils might look at the 
students' training years with a more interesting outlook 
than that possibly viewed now. (This point is further 
discussed in the design of the television programmes.)
3. Work Characteristics (After graduation)
(a) GRADING
As the College belongs, at large, to the Ministry of 
Health, the nurses are graded according to the civil 
servants' grading system. The grading is equivalent 
to other government positions such as clerks.
(b) WORKING HOURS
In total, the working hours required of a nurse are 
equal to other government jobs. However, the timing 
of the working hours is unsocial, for they include 
both afternoon and night shifts.
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(c) PAY
The pay for a nursing job is quite low, but again, it 
is the same as other government jobs of the same grade. 
However, the nurses argue that Nursing involves more 
effort, a higher responsibility and unsocial working 
hours. Therefore, to attract and keep the nurses, a 
better pay deal should be made, otherwise they would 
rather join an easier secretarial job in the govern­
ment acquiring the same grade and pay, yet less working 
effort,*
(d) CAREER MOBILITY 
Practical Nursing Programme.
Upon graduation, licenced practical nurses will work 
in the Ministry of Health Facilities. Several options 
are available later on:
i. Remain a generalist licenced practical nurse 
and move up the organization (vertical mobility) 
through experience and achievement.
ii. To be a specialist Licenced Practical Nurse. 
This involves a three-month training programme 
in a particular field, such as pediatrics, 
obstetrics, community work, etc...
iii. To be upgraded to a General Nurse, Several 
strict regulations control this career ladder. 
The practical nurse must have served a certain 
number of years, must have shown ability, 
character and proficiency, must have obtained 
her Secondary School Certificate, or equivalent, 
must take the required courses as indicated by 
exemption tests.
The school administration claimed that options, in-service 
training and continuing education programmes keep the 
practical nurse up-to-date on all skills, knowledge 
and attitudes.
* In Bahrain, Government official working hours are 7 a.m. - 1.30 p.m. 
No work is done in the afternoon.
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General Nursing Programme
Again, upon graduation, students in this programme could 
work in the Ministry of Health Facilities. The other 
options available are several:
i) Progress in one's specialty and move up the 
organization (vertical mobility) through ex­
perience, dedication and achievement;
ii) Focus on a particular field in one's specialty: 
programmes include training, only for some excelling 
health professionals, in a sub-specialty such as 
pediatric nursing, intensive care nursing etc...
iii) To go for further training, most likely overseas: 
this ladder scheme is reserved only for promising 
and excelling health professionals, who have shown 
ability and dedication throughout their years of 
service, and who could pursue further training and 
education abroad, such as obtaining a B.Sc., or go 
for further post-graduate courses.
Again, for all the graduate health professionals, a well- 
planned programme of in-service training, continuing edu­
cation, seminars, courses, is available (it is claimed) 
to keep their skills up-to-date.
Comments
Although the pay is low and the working hours unsocial, there 
are two visible advantages to the Nursing career: one is 
that, for every week of night shift, the nurse is allowed 
three full days of no work, which can be used as a sort of 
holiday; secondly, the career mobility ladder is quite good 
for a "dedicated" and "hard-working" nurse. The chance of 
being chosen to go overseas for further education is some­
thing sought after by many female pupils and this can be 
one way of attaining it.
251
Step 2: Preliminary Interviews
AIM: To find out from the officials of the School, 
the staff, and the students, why female 
candidates are hesitating to join the Nursing 
School.
METHOD : The investigation covered three aspects:
(i) The researcher attended part of the recruit­
ment process of a number of female applicants. 
Notes were taken about the situation of seven 
female pupils who were being interviewed by
a female graduate (official in the school) 
and the remarks of the interviewer regarding 
other cases.
(ii) Interviews were carried with the Principal 
of the School and her assistant, as well as 
the Director of the College of Health Sciences 
(all of whom were expatriates), and four 
Bahraini Nursing staff.
(iii) Interviews were carried with some student 
nurses; nine training for practical nursing 
and six for general nursing.
The Interviews
They were basically unstructured. The point was to allow 
the interviewees to talk freely and openly about their 
problems or what they thought the actual problem was. The 
staff and students were assured that all that was said would 
remain confidential. The interviews with the pupils were 
taped. Each interview lasted about half an hour.
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Findings:
(i) The point that stood out distinctly while attending the 
recruitment process of some of the female applicants 
was that they had but a very vague idea about the 
requirements of the nursing vocation When they 
were given the chance to ask questions, their enquiries 
mostly revolved around the school regulations and train­
ing requirements. Some asked about the stipend, but 
the majority shied away from this question. Only two 
enquired about career mobility possibilities. All of 
them enquired about the irregular working hours required 
of them.
When asked why did they apply to join the Nursing School, 
most of them gave a sort of general statement - like it 
is a humane job - but some were more frank and explained 
that they werejoining because their friend was joining 
too, or they just needed a jobl The general feeling at 
the end of those interviews was that the pupils did not 
really know what they wanted to do, or were expected to 
do, they were just trying it out. Only two out of the 
seven that were interviewed by the selectors seemed to 
be well informed and keen about the vocation itself. 
Most of the applicants did not have a very good academic 
background. However, one pupil with a good academic 
background seemed to be better informed about the nursing 
job than the others. When she was told that she would 
be expected to wear short sleeves as part of the regu­
lations regarding hygiene, she unexpectedly backed out 
completely, declared it was unacceptable for religious 
reasons, and withdrew her application.
(ii) a. The interviews with the school officials threw 
another light on the situation. The Principal 
and her assistant (both expatriates) were 
surprised at the 'calibre' of pupils that 
came to the School, They argued that most 
of the pupils had a 'low calibre' background,
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and that when they got into the School, they 
proved to be irresponsible and a large number 
of them eventually dropped out. They explained 
that a number of students, after their initial 
training (which involved intensive English 
courses), left for another job which required 
a good background in English. The training 
and stipend paid, they continued, was costly 
and the School cannot afford too many dropouts. 
"The need is definitely for a better-calibre 
of pupil". They claimed that they were getting 
pupils who after searching a long time for a 
job and getting nowhere, decided to come into 
the Nursing School.
The interviews with the four Bahraini Nursing 
staff revealed yet another point of view.
When asked how come they did decide to join 
nursing, each of them, individually, claimed that 
they had to fight a strong resistance from their 
parents before being able to get into the School. 
They claimed that this society still looked at a 
nursing job as a "serving" job, no matter how 
qualified the nurse was. One nurse related an 
incident when a visitor of one of her patients 
asked for a glass of water for the patient. 
Because she was delayed in fetching the water, 
having been occupied by another patient in a 
critical condition, he slapped her on the face! 
The nurses argued that this society still looked 
upon Nursing as a job of low prestige as com­
pared to teaching or being a civil servant, or 
even a secretary! In addition, the nurses 
explained that the parents were worried that 
becoming a nurse meant having to work in Male 
wards. This mixing with the other sex is not 
looked upon favourably by everyone in this
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culture. Some parents feared that, once a girl 
became a nurse, nobody would want to marry her, 
and getting married was regarded as the only 
respectable way of life for a girl, (Ironically, 
though, three out of the four nursing staff I 
interviewed were married, and all got married 
after joining nursing).
Besides the problems facing nursing from the 
Society's side, there were problems in the job 
itself. The training, being in the English 
language, frightened many potential candidates 
away. Moreover, until 1976, this career was 
almost a dead end. There was no way of getting 
degrees and qualifications, and an acceptable 
diploma except if you distinguished yourself 
extraordinarily and w€r.£ sent abroad for further 
training in a College.
Now, with this experimental College of Health 
Sciences, the prospects of career mobility 
looked better. The College was striving to get 
the qualified Nurses' Diploma accepted beyond the 
Gulf states.
Of course, there was the problem of low pay for 
the amount of work and responsibilities associated 
with the nursing job. Adding to that is having 
to work on night shifts, which is regarded as 
extremely unsocial and undesirable, especially 
for a woman in this society.
Finally, the staff felt that the nurses needed 
an identifying force, like a Nursing Society or 
an Association. This would provide a sense 
of unity and identification not only on a 
national basis, but international a-s well.
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(iii)The interviews with the student nurses themselves 
confirmed some of the points discussed above. All 
faced resistance from the family and, in some cases, 
even friends. Still, some were influenced into 
getting into nursing by a parent, relative or friend 
who was in the nursing or medical profession. Some 
girls were influenced because of living next to a 
hospital and being impressed by the image of a 
uniformed nurse. Some made up their minds when 
someone in the family became ill and had to be 
treated in the hospital The great majority, however, 
applied for other jobs, were refused, and so nursing 
was another choice as they needed financial support.
As this point of nursing being a secondary choice 
came up again and again in the interviews, a search 
into the other possible choices and alternative jobs 
a female pupil could choose revealed the following:
Practical Nursing
The pupils who joined at this level of Nursing only 
required an Intermediate Certificate to qualify.
This fact meant that the pupil either left school after 
the Intermediate class or one of the two Secondary 
classes that followed. She might have failed her 
final Secondary class or any one of the two lower 
Secondary classes.
Therefore, it can be assumed that the pupil was not 
academically oriented. Another assumption could be 
that she did not enjoy school. There is also the 
possibility that she needed financial support, either 
for herself or her family.
With an Intermediate Certificate, the only alternatives 
open for a girl is either to train as a typist, a dress­
maker, a waitress or salesgirl. On the other hand, she 
can help in family business.
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General Nursing
The pupils who joined at this level should have com­
pleted their Secondary education.
The assumption as to why pupils with this Certificate 
chose nursing could be that:
a) they did not qualify to be sent abroad 
for further education;
b) they were not accepted at the Teachers' 
Training College (which most of the female 
pupils want to join);
c) they were not interested in the business, 
secretarial or engineering courses and 
degrees available at the Gulf Technical 
College. They also might not have quali­
fied ;
d) they were not interested in joining the 
training jobs for air hostesses, or hotel 
catering, or any other private Company or 
bank job, or the Civil Service;
e) they were not married;
f) they were in need of a job;
they were not interested in private business
Of course, there always exists the possibility of 
financing oneself, and going overseas for further- 
education of one's own choice.
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Summary
From the interviews above, a number of points can be drawn
up to help understand the possible problems facing this
vocation. .
1. The majority of the applicants to Nursing who were 
interviewed had very little information as to what 
the Nursing vocation entailed.
2. Most of the pupils did not really know what they 
wanted.
3. Most of the applicants were worried about rumoured 
difficulty to be faced in training, as it was all 
in the English language.
4. The academic background of most of the applicants 
was weak, i.e. they were not of the very good per­
formers in school.
5. Not knowing what to expect, a large number were probably 
disappointed by the requirements of the job course
and so eventually dropped out.
6. Most of them claimed that they faced resistance from 
home and ridicule from friends as they argued that 
Nursing was not looked upon favourably in this society.
7. They further added that nursing was still regarded as 
a low prestige profession.
8. There was a lack of feeling of identity and belonging 
towards the profession and the nurses further argued 
that they did not feel appreciated for their work.
9. The job itself had several drawbacks: high responsibility, 
demanding work, low pay, irregular working hours and
little career mobility.
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10. For most of those who applied, nursing was a 
secondary choice.
Bearing in mind those problems, the researcher enquired 
as to what the school had done over the past ten years 
to try and remedy the situation. The officials explained 
that several attempts had been made using diverse commu­
nication patterns to try to attract more pupils to 
nursing.
a) The Nursing School has been sending nurses on 
a regular yearly basis to recruit pupils from 
the schools.
b) The Nursing School has made arrangements for 
several classes from the schools to visit the 
Nursing School itself.
c) The Nursing School has also produced a number 
of documentary programmes aired on local tele­
vision in an attempt to recruit more nurses.
d) Besides all that, there were a few Bahraini 
journalists who have written articles in the 
local weekly magazine about the problems facing 
nursing and the need for more Bahrainis to join 
the profession..
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Why didn't all those attempts work?
NO evaluation study has been carried on any of those 
attempts, so it is difficult to argue whether they have 
failed or succeeded. However, what can be seen is that 
no considerable increase in the numbers of recruits for 
the profession happened and there was no change in the 
calibre of the pupils who applied.
In my opinion, there were four possible reasons why those 
attempts did not work:
1). A campaign is useless if the underlying problems of
a job are not dealt with first. Nursing is a demand­
ing and tiring job, and needs a lot of effort and 
self sacrifice. If it is difficult to find a person 
with the personality for selflessness, then the next 
best way to attract people to the job is to make the 
reinforcement worthwhile! It is obvious from the 
interviews with the Nursing staff and students that 
with low pay, high responsibility, no recognition, 
no appreciation and no prestige, who would want to 
become a nurse?
2). The next reason is probably an economic one. After 
the 1967 Middle East war, the Arabian Gulf states, 
especially Bahrain, have bcome a centre of interest 
because of oil, and therefore the country has under­
gone a tremendous economic boom. With the great 
increase in the number of foreign companies and 
banks that have moved from Beirut to Bahrain, the 
work possibilities for the school graduates, especially 
girls, has been greatly widened. Moreover, the 
salaries gained in working for those foreign companies 
and banks are about twice that of a Government position 
of similar requirements. It can be argued that the
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majority of those who join Nursing are in material 
need. So when easier and more attractive alterna­
tives are available, the results are obvious.
The regular visits by a Nurse to the schools for 
recruiting should be regarded as a positive and effective 
attempt. Communication researchers have always argued 
that face-to-face communication is the most efficient 
way to change attitudes and behaviour. However, in my 
opinion, a lot of attention has been concentrated on 
the pupils themselves, assuming that they are the 
final decision makers. As discussed in the Cultural 
Model Section of the strategy of the study, I believe 
that the subjects in this society are very much influenced 
by their surroundings. Therefore, it would be necessary, 
to start with, to modify image and attitudes of the 
parents and older brothers and sisters and society about 
Nursing. When moving directly to the pupils, we are 
putting too much pressure on them alone to face the 
resistance from the family, (if it exists). This same 
point applies when considering the tour of the Nursing 
School etc. The interviews with the applicants to 
Nursing portrayed a feeling of hesitation, lack of 
information and openness for suggestion. The pupils 
were not sure what they wanted and what to expect.
Quite a number declared that they were joining Nursing 
because a friend was also doing so, or they heard a 
good word about it from a friend or relative. There­
fore, the message of the campaign should be directed 
to the parents and family of the potential applicants 
as well.
The School argued that several television documentary 
programmes were put on the air and should have reached 
the whole society. They explained that those were 
documentaries made locally for the purpose of inform­
ing the people about Nursing.
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To find out why those programmes were not very useful, 
a special permission has been asked for, to have a 
look at their contents. Out of the three programmes 
made, the Television Library could only find one.
Anyway, it was explained that the other two were only 
interviews. This half-hour documentary programme was 
made of scenes showing the emergency ward of the 
hospital, some nurses at work and a brief view of 
the School itself. The acting looked artificial and 
there was no storyline, drama or humour. It was 
shown only once so probably not many people saw it.
Conclusions
Those interviews formed the starting basis upon which the 
problem was now formulated and plans considered. It was 
concluded that to deal with this problem, the following 
steps should be attempted:
1. To increase the awareness and information of potential 
nursing pupils of what the nursing profession entailed.
This step, it was argued, might create a 'boomerang' 
effect such that as a result of better awareness, fewer 
pupils would want to join nursing. There are still 
two aspects for this decision. One is that at least 
the pupils who finally join would not become disappointed 
at a later stage and so there will be fewer dropouts.
The other aspect is that the advantages of the job will 
also be portrayed to counteract the disadvantages.
2. To find out whether there exists a social stigma against 
the Nursing profession, and if so, to try to modify 
it and thus reduce the social pressure upon the potential
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candidates. This might eventually persuade the 
better qualified pupils to join the profession 
so there would be less dropouts,
3, To create a feeling of social and group identity 
in the nursing profession, not only in the School 
itself, but as perceived and appreciated by the 
Society as a whole.
The problems of career mobility and pay were being taken 
care of by the new College of Health Sciences,
Those problems as analysed above were discussed with the 
officials of the Nursing School. It was agreed that further 
pilot studies should be carried out in the schools them­
selves to find out whether there was any justification for 
those conclusions. If so, a campaign was to be designed 
to try to inform the potential candidate about the nursing 
profession and, if needs require, to modify attitudes 
towards nursing as a vocation.
As hardly any information about this problem was available 
to be used as reference or a starting point, it was found 
necessary to carry out further investigations, taking into 
account all possible sides of the situation.
This in-depth look into the Nursing School's system, problems 
etc., brought to light two important points that have to be 
clarified before the section on further investigations is 
discussed.
When we talk about a General Nurse and a Practical Nurse in 
Bahrain, it is vital not to compare them directly with the 
State Registered Nurse and the State Enrolled Nurse, as in 
Britain, for example. While the educational qualifications 
and years of training are very similar, it is important to
263
delineate the differences which are mainly due to the fact 
that Bahrain is still a developing country.
a) In Bahrain, education is obligatory until the 
Intermediate level (ages 13-14) and not 16 years 
(secondary level) as in Britain,
b) Due to the shortage of Bahraini nurses, a 
practical nurse with an intermediate certi­
ficate is considered a school graduate and 
is given quite responsible work in nursing 
(at the moment).
c) There is another level of so called "nurses". 
Housewives who are in need materially, but 
have no schooling at all join as associate 
nurses, and they do the cleaning, cooking, 
changing and other manual work which a State 
Enrolled Nurse might do in Britain.
e) The major differences between a general 
nurse and a practical nurse is that the 
general nurse (having a secondary certificate) 
may eventually teach nursing, while a practical 
nurse cannot.
f) A practical nurse can continue her education 
(while working or training) and eventually 
become a general nurse. On the other hand, 
sometimes a general nurse with a weak academic 
background who wants to stay in nursing but 
cannot complete the 3 years training for 
general nurses can opt out to work as a 
practical nurse.
Therefore, as it can be seen, the differences are not so 
rigid. As there is a shortage, the Bahraini nurses both
264
levels are encouraged to learn and do more responsible jobs 
or in some cases to carry out the other routine work when 
required.
It can be said that the school usually prefers pupils who come 
into nursing because they want to, maybe at an earlier age when 
they can train and learn the skills, and perhaps continue their 
education, versus pupils with the higher degrees who are const­
antly considering easier alternative choices.
The second point that has to be clarified is that, although we 
are talking about two levels of nursing, when we look at the 
potential candidates for those levels, we find that the 
problems to be overcome by our campaign basically boil down 
to the same causes.
A look at the diagram on the following page might help clarify 
this point.
While it is obvious that there are major differences between 
the potential candidates who definitely want to become nurses 
and those who definitely do not want to become nurses, those 
two groups are minorities as compared to the majority who are 
usually undecided. If we divide the undecided into those who 
are potential general nurses and those who are potential 
practical nurses, we can assume (based on the investigation 
in this section) that they are both academically weak or 
unambitious, or - if ambitious - nursing can be a way of 
continuing their education; both need money; both could 
not get into other jobs (whether due to high competition or 
limited alternatives^.
Therefore, if nursing as a job is to be encouraged, besides 
altering pay facilities and career mobility (which shouldbe 
done by the School) the researcher can try to remedy the 
reasons why nursing is usually picked as a secondary job 
choice. This can be done by finding out the social and job 
related resistances and overcoming them, and by clarifying 
the situation regarding further education. This applies to 
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C. FURTHER INVESTIGATION
Two aspects were found necessary to start with.“
I. A study of the attributes of the target population;
II. A study of the predispositions of the target
population in relation to their image towards 
a nurse and the litfrsing profession, i.e. a study 
of the resistances.
Identifying the Target Population:
Three questions had to be argued out here as to who would 
finally be chosen to be the target population:
(i)
(ii)
The first query revolved around the problem 
of whether to direct the campaign in a con­
trolled experimental setting, with a chosen 
sample, from what would be agreed upon as 
the target population. For policy, authen­
ticity and ethical reasons, it was decided 
more favourable to carry out the campaign 
in a completely naturalistic setting. (The 
advantages and disadvantages of such a 
decision were discussed earlier).
The second question was the argument for 
concentrating on only female pupils. The 
School needed both female and male recruits; 
however, the larger proportion of the 
recruits were usually female pupils. The 
researcher argued that the variables, 
expectations, aspirations etc., that are 
specific to female pupils in this society 
were widely different from those of male 
pupils who plan to join Nursing. Because
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of the limitations of means, time and the 
single-handed effort put by the researcher, 
it would be more efficient and effective to 
concentrate on one sex at a time. This was 
finally agreed upon.
(iii) From the total potential sample of female 
pupils that were being considered, there 
was the problem of the pupils in two secondary 
classes which were intermediary between the 
Intermediate class and the Final Secondary 
class. From the files of the Nursing School 
it was found that the majority of pupils who 
applied to Practical Nursing at this level 
have either failed their final secondary year 
or any other secondary class twice in a row, 
so they were considered either academically 
weak or completely uninterested in any more 
schooling. The Nursing School was aiming at 
a more responsible and a better academic 
calibre of pupils. So it was decided that, 
for the final measurement and analysis of 
results, those two intermediary classes will 
not be considered. The emphasis would be put 
on pupils who would leave school with an 
Intermediate Certificatef not because of 
academic problems, but other factors.
(iv) The final question was to decide as to whether 
to carry the measurements on a sample of the 
two levels of classes finally chosen to be the 
target audience, or whether to carry the testing 
on the whole population in those classes. It 
was agreed at this point to aim at the whole 
group, if co-operation in administration could 
be secured from the headmistresses of the schools 




Second year Intermediate class female pupils (potential 
candidates for practical Nursing). The total number of 
those pupils in all the schools was 1,806. Final year 
secondary female pupils (potential candidates for general 
Nursing). The total number of those pupils in all the
schools was 1,107.
The age range of those pupils ranged basically from 13 to 
16 years old. The minimum age for the Secondary class pupils 
is around 16, but, as there is class repeating the age varied 
from 16 years to 20 years in some cases. The same applies to 
the Intermediate class, with ages between 13 years to 17 years
at times.
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I. ATTRIBUTES OF THE TARGET POPULATION
Information about two main aspects were initially considered 
relevant:
(i) Background Information:
To be used for comparability and other requirements of the 





Intention of leaving school-
job desired
Have Television at home 
Use the Radio 
Go to the movies 
Reading habits
Two levels
{Nuclear family and otherAges of brothers & sisters-> Father's & Mother's job
—> Town vs. village
jFor the Intermediate 
[Class only
Aspirations
/Availability and use of the 
I Media in general
(ii) Information about the Use of the Media
Almost no information about the availability and use of the 
mass media could be found in Bahrain. No research of this 
type has been done before, so all the information required 
to answer any relevant question had to be investigated in 
this preliminary aspect of the research. As Bahrain is a 
small country, it would have been possible to communicate 
to the pupils directly without a mass medium. However, as 
it was explained previously, such attempts have been made 
and were not found successful.
It has been argued that it is as important to transmit the 
message to the family and friends of the subjects under study
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as well as the subjects themselves. Therefore, a mass 
medium would be more suitable to reach all those people 
than a lecture in the schools or an open day tour of the 
hospitals and the Nursing School. If one assumes that 
people are generally lazy and that the only ones who 
would attend such lectures or tours are the ones already 
very interested in the topic, it would be argued that a 
message received in the comfort of one's own home would 
at least require the minimum effort on their part and 
therefore the message would be made more available and 
the reception less complicated.
It is an accepted fact that almost every home in Bahrain 
has a television set and a radio set. The television set 
receives as many as six stations from the neighbouring 
countries) however, Bahrain has only one local television 
station, which is controlled by the Ministry of Information. 
As for the press, there is one local daily newspaper in 
Arabic and one in English. Moreover, there are a number 
of weekly local newspapers and magazines of both general 
and specialized topics. Bahrain, moreover, receives daily 
a plethora of newspapers, magazines and books from the 
Arab world and the Western world.
How do the subjects use the mass media? 
were being contemplated:-
Two directions
(a) Direct (formal) influence:
this would reflect an enquiry into the direct use 
of the television, radio and press by the pupils 
themselves and their choice of programmes, channels, 
viewing time, preferred personalities, trust and 
attitudes in general.
(b) Indirect (informal) influence:
this would reflect the use of the media by the 
parents and older brothers and sisters, and friends 
of the subjects, and the interaction of information 
as a result of conversation or control.
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It would have been ideal if the researcher was able to get 
access directly to the families of those pupils to be able 
to investigate this second direction. However, the Ministry 
through which this permission should have been granted 
explained that it is quite complicated to do so, and they 
were not in- favour of such an act. They preferred to carry 
any investigation required "only in the Schools themselves . 
Therefore, it has to be acknowledged that most of the infor 
mation about this aspect would be of a ‘Retrospective nature’. 
The generalization of indirect influence would thus have 
to be based on accepting what the pupils themselves report 
about the specific questions directed to them. Moreover, 
measuring indirect influence would have to depend on such 
questions as the pupil's family viewing habits and compulsury 
choice of specific programmes, their conversation and 
criticisms regarding the programmes and so on.
The validity of inference from such questions is still 
regarded as questionable. However, it was still decided 
to attempt to find out about this indirect influence in 
general and at least during this pilot phase.
II EXISTING IMAGE OF A NURSE AND THE NURSING PROFESSION
The interviews with the Nursing staff and students and 
officials of the Nursing School provided a number of 
problems that could be regarded as possible resistances 
against the Nursing profession. A number of those resistances 
were connected with the job itself, like low pay and hard 
work, and the training of the job being difficult and in a 
foreign language. However, almost all the nurses stated 
that the job was not looked upon favourably by the society 
and was of low prestige compared to other jobs.
Although the number of the pupils in the first pilot study 
was small (85), it was decided to include a few questions
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to find out how ddd those pupils view nurses and the 
Nursing job,whether any of them wished to become nurses.
If it was found from their answers that there existed 
social stigma against the Nursing profession, then more 
information will be gathered as to what exactly were 
those resistances from the pupils' points of view.
Therefore, further information would include such aspects 
as : -
(a) Characteristics and social prestige of jobs. 
Nursing would be "buried" within those jobs.
(b) Incomplete sentences for completion of 
several items with Nursing included.
(c) Inventory of 'fear', with all aspects that 
deal with hospitals, medicine and disease.
(d) Aspirations or jobs wished and how they 
came to hear about them.
(e) Inventory of 'worries', dealing with aspects 
of women's desire for self dependence and the 
conflicts faced.
Other queries would revolve around the school, schoolwork 
and subjects liked and disliked. Life in the Nursing School, 
as explained in comments of Pilot I , seems to be very 
similar to school itself, and therefore an idea of how the sub­
jects viewed school life might act as a predictive tool.
It was hoped that this preliminary general information 
would present a clearer picture of the situation and act 
as building blocks for further investigations to help make a 
decision as to what type of campaign is the most favour­
able in this context.
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PTT.OT II: TRYING OUT QUESTIONNAIRES FOR THE PUPILS
AIM: To try out a number of questionnaires designed to 
measure background information (for comparability 
purposes), availability and the use of the media, 
and attitudes towards school, jobs and the nursing 
profession.
I. DESCRIPTION OF QUESTIONNAIRES
Ten questionnaires were designed and tried out, Th^^original 
questionnaires as they were presented in Arabic are^included 
in this text. They were not translated at this stage, but 
the final version of all those questionnaires, as they were 
administered in the main study, were translated and are 
included in Appendices G - P.
A brief list of the questionnaires designed:
1. Background questionnaire.
2. School and work questionnaire.
3. The Television questionnaire.
4. The Radio questionnaire.
5. The Cinema questionnaire.
6. Books, magazines and Newspapers.
7. Media attitudes questionnaire.
Inventories of Fear, Worries and Wishes
Permission:
Special permission had to be obtained from the Ministry of 
Education to pilot those questionnaires in one of the schools
It has to be specified here that quite a lot of those questions were 
designed in line with Himmelweit, Oppenheim & Vince s research on 
Television and the Child (1951).
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The Ministry consented on the condition that all the 
questionnaires had to be presented beforehand to an 
official in the Ministry to be checked before being 
circulated in the school.
1. BACKGROUND QUESTIONNAIRE:
This questionnaire was an all-inclusive one intended 
to collect factual information about each subject.
This involved questions about their age, family 
structure (whether the father and mother live with the 
family, the number of brothers and sisters and their 
ages, whether someone else lives with the family), 
whether the mother works and what job she does, whether 
the father works and what kind of job he does, their 
nationality, area of residence, whether they are 
planning to leave school after the second intermediate 
class and work, what job do they want to do, whether 
they have a television set (since when they have had 
it, how many channels can they view on it and how 
often do they watch), whether they have a radio set 
and how often do they listen, whether they go to the 
movies, whether they read magazines, newspapers and 
books besides their school texts and how many.
Those media questions were asked again (in detail) in 
each individual media questionnaire. The reason for 
including them here was because this would be the last 
questionnaire presented, and if absenteism occurs at 
least we would have the general information for compara­
bility purposes.
Information about the pupil's school performance and 
socio-economic status was filled in by the class teachers. 
The headmisstresses had a list of pupils' names
and code numbers. However, the teacher was asked to seal 
in an envelope all the questionnaires in front of
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the ^ pupils. Therefore those two last questions* were 
filled in after class as thin was the last questionnaire 
completed. The teachers had no use of those lists 
after this first questionnaire and were therefore 
asked to destroy them. This whole arrangement was 
made to assure the pupils that the questionnaires 
were totally anonymous and confidential, and that 
they should be frank with their answers.
The information from this questionnaire was intended 
to be used for comparability or matching, and other 
predictor tests.
2. SCHOOL AND WORK QUESTIONNAIRE
This questionnaire was intended to find out about the 
subject's school life and future intentions regarding 
work, and the characteristics of the Job desired. It 
included such questions as whether the pupil liked 
school; her relationship with her teacher; the 
academic subjects she liked, those she didn't mind 
and those she did not like; the subject she enjoyed 
most of all; whether she was intending to leave school 
after the Second Intermediate class; when did her 
parents wish she would leave school; if she was intend­
ing to leave school the reasons for this decision, 
whether she would leave school to get married and at 
what level; what Job she wished to do; why, and from 
what source, did she hear about it; whether she intend­
ed to work even after marrying; and what characteristics 
of a Job would she give priority. A question was 
included which was designed to find out what the pupils 
regarded as the most important characteristic that 
would help one to advance in life. A list was presented
for them to choose from.
* Those two last questions were in 'code' form and only the teachers 
knew that they meant to fill in the socio-economic class and 
academic performance.
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There was also a table, which included four common 
female jobs like a teacher, secretary, nurse and air 
hostess and a number of characteristics. The pupils 
were asked to indicate whether they thought bach of 
those characteristics was a fair description of each 
of the four jobs or not. The intention of this table 
was basically to find out how the job of a nurse was 
viewed.
The final question was of an open sentence structure, 
where the pupil was presented with the beginning of a 
sentence like:
poor people are...........................
The English people are...................
nurses are.............................. . etc.
She was asked to complete the sentence as if she was 
describing those items to a friend. It was stressed 
that description did not mean what they looked like but 
how she regarded them. The intention of this question 
was specifically to deduce the pupil's held stereotype 
about nurses and generally to other items of interest, 
(Several of the questions were also specifically added 
only as a request from the Ministry of Education. This 
will be explained later.)
THE TELEVISION QUESTIONNAIRE
This questionnaire was intended to find out the pupil's 
viewing habits, likes and dislikes, and atmosphere of 
viewingj questions were also included to find out 
parents' viewing habits.
Concerning viewing habits, questions involved such 
aspects as availability of television, since when and 
amount of viewing; whether they watch childrens
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programmes, when and how often; whether they watch 
evening programmes, when and how often and until 
what time in the evenings. Questions regarding 
atmosphere of viewing included whether they view 
with friends, with whom do they view usually, what 
do they do while watching, is the television kept on all 
the time, or switched on for specific programmes, 
what is done when an uninteresting programme comes 
on, who decides what programmes are to be watched, 
how do they know what is on and at what time.
Regarding likes and dislikes, questions involved what 
three programmes they enjoyed most, what childrens* 
programmes they enjoyed most, what evening programmes 
they enjoyed most, what programmes they did not enjoy 
at all and is there a programme that left a special 
significance and would not be missed, A list of 
programme types was included and they were asked to 
indicate their preferences.
There was also a section for those who did not have 
a television set, but viewed regularly at a friend s, 
neighbour's or relative's home.
The final section were questions about parents' viewing 
habits, likes and dislikes.
THE RADIO QUESTIONNAIRE
This questionnaire was intended to find out the pupil s 
listening habits and listening atmosphere (i,e, what do 
they do while they weielistening, and with whom do they 
listen, etc.) as well as their likes and dislikes of 
the programmes. There was also a section included to 
find out the parents' listening habits and likes and 
dislikes.
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5. THE CINEMA QUESTIONNAIRE
Cinema-going, especially for girls, is said to be very 
rare in Bahrain. However, this questionnaire was 
intended to check whether this assumption was true. 
Questions included whether the pupils do go at all, 
and if yes, the frequency, as well as their likes and 
dislikes of movie films.
The pupils were also asked whether they wished they 
could go more often. A section was also included for 
parents' cinema-going, the frequency and favoured 
movies.
THE BOOKS, MAGAZINES AND NEWSPAPERS QUESTIONNAIRE
This questionnaire was intended to investigate in 
detail the reading habits of the pupils. The questions 
included the number of books, magazines and newspapers 
they read, what they were, when they read, what was 
their favourite reading material, what was their 
favourite reading subject, how did they obtain what 
they were reading, etc. There was also a section on 
the reading habits of the parents.
MEDIA ATTITUDES
This questionnaire was intended to find out how the 
pupils themselves viewed the media, specifically the 
television, with regards to their life-style. They 
were asked what they thought were some important 
changes that happened at their home because of the 
presence of a television set, and what, in their 
opinion, was the best aspect about the presence of 
a television, as well as the worst. Questions also 
involved what they thought they have learned from 
television. Then there were a set of questions,
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one listing a number of inventions (including all the 
media) and the subjects were asked what they thought 
was the most appreciated invention by girls of their 
age. They were asked which mass medium they enjoyed 
most, which stimulated their thinking and which they 
would miss most if they had to go without.
Some other questions were intended to find the influence 
of a medium on seeking further information in another 
medium, for example, whether there was a book that 
they have read as a result of seeing something on 
television or listening to it on the radio, and vice
versa.
8, 9 & 10, INVENTORIES OF FEAR, WORRIES AND WISHES
The intention of the Fear Inventory was to find out 
some of the emotional characteristics of the pupils 
regarding such aspects as hospital atmosphere, 
disease, blood, doctors, injections, anaesthetic etc. 
These items were buried in with several other items 
and the pupils were asked whether they feared a 
specific item a lot, a little, or not at all.
It was hoped that a predictor variable could be traced 
from those items about the hospital resistance problem
The intention of the Worries Inventory was to find out 
whether the pupil showed academic and self
confidence/anxiety, It concluded such items as worry 
ing whether schoolwork was bad, whether they cannot 
concentrate, they cannot complete work, being 
unpractical, exams,, studies, etc. All those items 
were also buried with several others.
Again, it was hoped that a predictor could be traced 
from those items to identify whether those who choose 
nursing have academic and other problems.
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The inventory called "wishes" was designed to measure 
the conflict the girls faced as a result of being in 
visual contact with what the life of a "modern girl 
is like in the West and the social pressures enforced 
upon them. It included such items as wishing to go 
out with friends more often, wishing to go out to mixed 
parties, travelling, swimming, wishing to dress as one 
likes, to become independent after the age of twenty- 
one, deciding one's own future, and living where one 
wants. However, most of the items in this inventory 
were considered improper in Bahrain's society, and the 
Ministry of Education feared it might cause dissatis­
faction with the parents of the pupils. So, unfortunately 
it had to be cancelled altogether. However, another 
attempt was contemplated, stressing factors like the 
role of the working woman, equality of sexes and the 
necessity of education and careers for women,
(These were included in scale called "The Cultural 
Resistances Scale", discussed later).
Subjects; .
Two first intermediate classes of female pupils were chosen 
on whom to administer pilot questionnaires. The total 
number was 85 female pupils whose age range was 12 to 13 
years old. There were basically two reasons for choosing 
these younger subjects for piloting. The first was that 
we wanted all the classes of the Second Intermediate and 
Final Secondary level (who were agreed upon to be the final 
subject choice) to be untouched before the *^main study , 
Secondly, although the problem of unstructuredness of 
results was accepted as a problem to be faced with younger 
pupils, the advantage of testing the questionnaires at the 
lowest denominator possible, regarding their understanding
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and comprehensibility, was considered more important at 
this stage. The two classes of this school included 
pupils from the town as well as a nearby village.
Method of Administration:
The questionnaires were divided to be administered on four 
consecutive days, two to three each day. The time involved 
was one to one and a half hours each day. This decision 
was taken so as to avoid boredom and lack of concentration.
Each questionnaire began with a pupil's secret code number, 
her school and class number and a statement that declared 
that everything written on the questionnaire will be strictly 
confidential. The reason for this was to allow the pupils 
to answer frankly and freely and to avoid the problem of 
having answers designed to impress the teachers.
The researcher was introduced to the class as one interested 
to know their ideas and points of view regarding the media 
specifically and their school and Job aspirations as well 
as some other general topics. It was stressed to the 
pupils that this was not a test, that there were no right 
or wrong answers. The questionnaires would remain anony­
mous, so they were encouraged to answer feely and individ­
ually, as we were interested in their points of view.
Examples of how to answer each of the questionnaires were 
always explained on the blackboard beforehand and ALL 
questions put by the pupils were answered. All the 
questionnaires, after completion, were collected, put in 
envelopes and sealed in front of the pupils to assure them 
that their teachers and headmistresses had no access to 
them.
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Several problems were encountered during administration:
i. The pupils were not test-sophisticated at all. These 
were the first questionnaires they had ever answered 
and so a lot of difficulty was found in getting through 
with the first two questionnaires. After that, they
got the gist of the whole thing, and the other questionn­
aires were managed smoothly.
ii. The time for answering the questionnaires stretched 
from 30 minutes to one and a half hours for a few 
pupils. As some of the pupils had to be spoonfed 
almost everything, great care was taken to explain 
by giving examples and never to lead the pupils to
an answer. Difficulty was also encountered in keeping 
those who were quick busy, while the others were still 
completing their forms.
iii. A number of the pupils were absent on one of the 
four days of testing, so they did not have the chance 
to complete all the questionnaires.
iv. A number of the pupils lost their secret code numbers.
If the researcher did not ask the headmistress to keep a lis 
of names and codes for such emergencies, even more 
cases would have been lost.
Besides those administrative problems, several questions were 
found to be unclear, or designed in a confusing way, so all 
had to be changed for the main study.
II • RESULTS
As it was discussed in Section C, the objective of this 
pilot was to try out a number of questionnaires in order 
to test for the relevant attributes of the target popula­
tion and to find out the image that this subpopulation had
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of a nurse and the Nursing vocation. At this stage only 
general processing of the data was carried : general fre— 
(juencies were calculated for all the questions« However, 
detailed study was done by examining every questionnaire 
individually, noting the remarks, comments, mistakes, 
etc. This was possible because the total number of 
pupils was only 85. Moreover, as those pupils were 
regarded as relatively unsophisticated, being in a lower 
level class than the target population, care has been 
taken while evaluating those results.
Instead of starting with the presentation of the results 
relative to the attributes of the population as discussed 
in the description section, it was decided, for organiza­
tion purposes, to start by examining the results in 
relation to the image of the nurse.
Image of Nursing
a) In the incomplete sentences starting "Nurses are.... 
three types of statements were found to be used. 
Although in the examples and explanations the pupils 
were specifically asked not to be too descriptive, 
around 38% still completed the sentence with the 
statement that "nurses are those that help patients.
However, the others were a bit more imaginative and 
used more general statements. One which has been used 
by a large number of them and which is a sort of 
cliché in this society is "nurses are angels of mercy" 
Other statements included "people of humanity and 
conscience", "people who help reduce the agony of 
the hurt ones", "those who serve humanity", "those 
who serve their people and nation."
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b )
A third type of answers were adjectives or profile 
descriptions as "hard workers", "helpers", "carry 
heavy responsibilities", "liked!
All the sentences completing "Nurses are... were 
postive and favourable. There were no negative 
statements at all.
The table below originally included four common female 
jobs: teacher, secretary, nurse and air hostess, and
a number of characteristics. The pupils were asked to 
indicate whether they thought each characteristic was 
a fair description of the job; the following results 
emerged about the "Nursing" job:-
TABLE 1




Fair (%) Unfair (%)Nursing
Looked up at 56.8 43.2
Challenging 20.9 79.1




Carries heavy responsibility 87.6 12.4
Humane ' 97.5 2.5
Secure 70.3 29.7
Not prestigious in our society 67.9 32.1
N = 81 pupils (fully completed this question)
A tick c o i n  this question stoodfor the characteristic
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being a iair description of the job. A (X) stood 
for the characteristic not being a fair description 
of this job.
One point that has to be noted about this table is 
that the translation here in English cannot be com­
pletely accurate, as compared to the Arabic text.
For example, the clause "has future prospects" is 
one word in Arabic, and means a combination of 
advancement and mobility.
The results of this table showed mixed views regard­
ing the image of the nursing job. Although 96% 
declared that it was a "respectable" job, only 57% 
thought that it was a job "looked up to", and 68% 
thought that the characteristic not prestigious in 
our society" is a fair description. There was a near 
concensus on the fact that it was "humane", a large 
majority agreed that it "carried a heavy responsibility , 
was "secure" and "exhausting". Very few, 21%, thought 
it was a "challenging" job yet the majority, 93%, 
regarded it as having "future prospects"! An inter 
esting characteristic is the one which states that the 
job was "desirable". There does not seem to be an 
agreement on this, only 57% thought it was desirable.
Although those results weigh slightly in the direc­
tion of the assumption that there exists some un­
favourable characteristics in the Nursing job, those 
results have not been taken seriously for three 
reasons:
1. As the pupils were not experienced in 
responding to questions of this kind, this 
question has confused them to start with, 
and it took a lot of explanation to get them 





It has been noticed that the younger pupils 
showed an inclination of preferring to put 
ticks instead of crosses, so more character­
istics should have been presented in a 
negative state.
The sample was too limited for generalization, 
so further investigation was considered nec­
essary.
Television
a) Concerning viewing habits, it was found^to begin with, 
that "only 2" of the pupils tested did not have a 
television set at home, 87% have had their television 
set over a five year period. All of those who had a 
television set at home watched every day, and all could 
receive over four channels on their sets. All of them 
watched some childrens' programmes every day and most 
of the evening programmes, which are after 7 p.m,, 
also every day. The average time of going to bed 
during weekdays (Saturdays to Wednesdays) was 9.30 p.m.; 
as for weekends (Thursdays) it was 12 p.m. The 
channels that were enjoyed most were Bahrain, Qatar 
and Kuwait, but they all watched Bahrain television 
around 7 p.m., when there is usually an Egyptian or 
Bedouin serial. These serials lasted for around four 
weeks each, but they were always viewed and mentioned as 
the most enjoyable programme, and the one they try not to 
miss. Preferences and interests mostly revolved around 
Arabic films (usually Egyptian), Indian films and a 
few Western Series, like "The Waltons", "Little House 
on the Prairy" and "Bionic Woman". The programmes 
disliked were the News and political interviews.
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b) Concerning the viewing atmosphere, they mostly viewed 
with their brothers and sisters; 48% just watched,
22% talked while watching and 16% did their homework 
as well. 75% declared the set was switched on all 
the time and when there was a programme they did not 
like theysv/itiched to another channel. Around 63% 
stated that there were no problems in deciding what 
programmes to see as they all liked the same thing. 
Although 50% said that no-one usually decides what 
can and what can not be viewed, of the other half 15% 
declared that a brother decides, 15% a sister, 10% the 
father and only 7% the mother. The majority knew what 
were the evening's programmes beforehand, either from 
a member of the family or the newspaper.
c) Concerning the parents' viewing habits, the majority 
claimed that both their father and mother only "some­
times" watched television, with the mother found in 
the "always" category more often than the father.
The fathers' preferences included the News, sports 
and some Western series. The mothers' preferences 
were the Arabic series and films. During the winter 
season, specifically for the father, the television 
was rarely viewed, as the father went out with his 
friends. During the summer, as it is extremely hot, 
television became a more favourable leisure substi­
tute.
d) The 2 cases who did not have &r television set at home 
were asked what their parents thought of having a 
set at home. They both answered that the parents 
regarded television as a distractor, not allowing 
children to do their homework or chores 1 However, 
they both claimed that their parents were planning to
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get the t.v. sets eventually, but they did not know 
when.
Radio. Cinema and Print
The results from those three questionnaires were not very 
useful. To start with, 89% of the girls have hardly ever 
gone to the cinema, nor did their mothers. Their fathers 
did go, but very occasionally. (Going to the movies is such 
a rare phenomenon in Bahrain, not because of the television, 
but of social pressures.)
The majority of pupils listened to the radio only in the 
early afternoon. Just after lunch, and they usually listened 
while they were either doing their homework, or housework. 
They also always listen on Friday mornings. The programmes 
most enjoyed were Arabic singing and pop music. As for 
the father, he only listened to the News on the radio. The 
mother listened to some family and cooking programmes, as 
well as Arabic singing. There was no specification in their 
listening habits. Very few listened in the evenings.
As for reading habits, their average reading of books was 
one in a month, and the preferred subjects are historical 
romantic stories. They also skimmed through the Family 
magazine (like Family Circle here), and the only local 
newspaper that comes out. They have no specific preferences 
or allocated reading time regarding magazines or newspapers. 
Besides the local newspaper and the Family Magazine, they 
were not sure of their parents' other reading preferences.
Media Attitudes
Regarding some of the important changes that happened to 
their home life as a result of the television, the pupils
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most quoted answers were "change in our sleeping time 
becoming more late in the evening", "father, mother and 
brothers and sisters don't go out as often as they did 
in the evening, but they stay at home", "we don’t go out 
very often in the evenings", "we have our dinner in front 
of the television set", "my mother has relacxed from our 
constant quarrels, especially when we are on holidays",
"we are no more as bored as we used to be before.......
As for the best thing about having a television, the answers 
involved, "we learnt a lot about things we didn't know 
before", "our parents are staying more often with us in 
the evenings", "we can always fill our free time by watch­
ing something on the set", "the peace and quiet that fills 
the house when everybody is watching an interesting pro­
gramme .... "
The worst thing about having a set also triggered many 
comments, "Learning about the 'wrong' ideas concerning 
the relationship of boys and girls", "my younger brothers 
and sister imitating some programmes",- "some programmes 
that adolescents should not watch as it gives them unethical 
ideas", "quarrelling with each other concerning which 
programme to watch", "distracts us from spending our time 
studying harder", "it is a waste of time", "it is bad for 
the eyes......."
Television was quoted most often as the medium to be missed 
most if they had to go without it. As for what girls of 
their age enjoyed most and what stimulated their thinking, 
the answers were around 50-50 between television and a good 
book,
As for the influence of one medium form on the information 
seeking behaviour in another media form, the only type 
found was of a film or series on television triggering the
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the reading of the same story in a book.
The pupils stated that they learned a lot from television, 
especially about relationships among adults and about 
people from other countries.
School and Work
Most of the questions that were put in this questionnaire 
were being piloted for their clarity and unambiguity, so 
that they could be used as additional predictive tools 
in theifinal study.
However, regarding the question as to when do they wish to 
leave school, 37 pupils did not know (45%), 39 pupils said 
after University (College), 5 pupils declared that they 
will leave after completing their secondary schooling and 
only two declared they will leave after gaining their 
intermediate certificate. As for when the parents wished 
their daughters to leave school, the association between 
what the pupils wished and what they thought their parents 
wishes were was almost perfect. There are only three cases 
in the whole sample which differed. One did not know when 
she wished to leave school, but her parents wanted her to 
go to University (College), and two who said they would 
leave at the secondary level stated that their parents 
wanted them to continue on to University (College).
Considering the Jobs they wished to do, it was interesting 
to note that the ambitions were high.
9  _
Twelve of the pupils wanted to become medical doctors, ten 
teachers and two music teachers, three civil servants, four 
"grounded" air hostesses, while another three air hostesses, 
not necessarily grounded, two pilots, three engineers, four
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secretaries and one dressmaker.... Except for six who
wanted to become nurses, the rest (twenty nine pupils) 
stated that they "don’t know".
The majority heard about this Job from a member of the family, 
specifically the father or elder brother, but the mother and 
sisters were also mentioned. Some also heard about it from 
an uncle, aunt or cousin who works there. When it came to 
Jobs, like doctor and teacher, the pupils always quoted that 
they heard about the Job from a parent and "people". Tele­
vision, radio and cinema were quoted as the source of infor­
mation about the "music teacher" and sometimes the "air 
hostess", but the latter was specifically associated with 
"a friend who works there", or "saw them in the airport .
As for the civil service, not only was a parent or friend 
quoted as a source, but an explanation was added, and that 
was that it is "respectable".A secretary was also described 
as a "high pay Job". There were only two cases that quoted 
school as the source of information and that was for a 
teacher's Job and a doctor's Job.
As for the "Nursing Job", six pupils stated that it was 
the Job they wished to do, two of them had it written out, 
scratched over and then a "don't know" added. From those 
six pupils, only one declared that she intendedto leave 
school after the intermediate level and Join Nursing. ALL 
the rest chose a "don't know" category when asked when 
they intended to leave school and their parents' wishes 
regarding this.
ALL of those pupils stated that they heard about the Job 
from a Nurse they knew, or saw the nurses in hospital, but 
three of them also added that they saw a film about a 
nurse on television.
Finally^ regarding the question about the pupils opinion 
as to the most important characteristic for advancement in
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life, the results are presented in the following table in 
descending order.
TABLE 2
The most important characteristics for 
advancement in life
Characteristic Percentage










Knowing powerful people 
Don't know
It is interesting to note from this table how much weight 
those pupils put on ethical standards and how they com­
pletely ignored money and powerful contacts. Education 
and brains seem to be reasonably important as well. (This 
question was intended to help pinpoint important character 
istics that will be developed in the television programme 
themes).
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Inventories of Fear and Worries
The specific items buried in those two questionnaires point­
ing to resistances to hospital atmosphere and academic 
anxiety did show a discriminatory function in that different 
pupils chose different extremes on the scale. For example, 
the item "hospital atmosphere" was scored: 52%, "frightens 
me a lot": 12%, "a little": and 38%, "not at all". The 
item "my schoolwork is unsatisfactory" scored: 42%,
"worries me a lot"; 32%, "a little" and 27% "not at all".
There was a lot of absenteeism when those questionnaires 
were being administered and the total number who completed 
them was only 56. This small number of subjects compared 
to a large number of items, 60 in each inventory made it 
difficult to carry tests to locate discriminate variables. 
So it was decided to carry this investigation again on a 
larger sample.
Summary
1. Although the open sentence question produced a positive 
and favourable image of a nurse,the table of character­
istics of the Nursing job showed confused views.
2. Television was definitely found to be the medium 
enjoyed most, used most both for information and 
leisure, and considered stimulating for pupils of 
this age.
3. The viewing atmosphere involved mostly the brothers 
and sisters of the subjects while the television was 
switched on most of the time. ^
4. Most of the pupils were not sure about their parents' 
viewing time and preferences. Those who did answer
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indicated that their parents’ viewing was occasional 
and unstructured,
5. Points 3 and 4, the question that enquired about who 
decides what programmes are seen, plus some other 
questions planned to see if there exists any passing 
down of information from the programme viewed 
(informal influence), did not seem to indicate that 
such influence exists in this case. There does not 
seem to be any specific intermediary influence source.
6. The cinema, radio and print questionnaires did not 
point to any structured or significant use or 
preference of those media, both for pupils or parents.
7. The pupils seem to have high ambitions regarding con­
tinuing their education and choosing high prestige 
jobs, like doctor and teacher; obviously, those 
ambitions are unrealistic I
8. The pupils who chose Nursing as the job desired did 
not all know when they were planning to stop their 
education. Looking through their questionaires, 
there also seems to be an uncertainty factor about 
most of their answers,
9. All the answers on the use of television, preferences, 
comments etc., indicate that there are few differences 
between the answers of those children (in a developing 
country) and the ones found in the classic works 
about children in developed countries like Himmelweit, 
Oppenheim 8t Vince (1951) and Schramm et, al(1961). There 
were only some statements regarding "the worst aspect 
about television as that of teaching boys and girls 
about unethical behaviour" which might be considered 
more culture bound. It has to be stressed, though, that 
a number of questions in the "wishes inventory which
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might have presented a better understanding of this 
difference had to be excluded.
Conclusion
The results of this pilot study showed that, although some 
findings were significant and some useless, there were a 
number of aspects missing. Further investigations should
include :
1. More information as to the exact attitude of pupils 
to the nursing vocation and the Nursing image.
2. As religious attitudes and conformity to traditional 
values was not possible to measure, an attempt should 
be made at investigating attitudes towards womens' 
roles and relationships to work.
3. More information about aspirations and desires of 
those girls.
All the above points would be used to develop the themes 
for a television programme.
4. Scales should be constructed and piloted to measure 
attitudes, image and information about nursing for 
the final design of the study.
However, this pilot conclusively pointed out that, if a 
campaign is to be carried, television should be the medium 
used, as all the other media do not seem to cover a struc­
tured and significant aspect in the pupils' habits.
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E. ADMINISTRATIVE PREPARATION
On the basis of the findings of the pilot studies on "Nurses 
and Pupils", the Nursing School descided that a campaign 
should be administered to try to 'promote nursing.'’To do this 
several administrative preparations had to be done.
1, Application for permission from the Ministry of 
Health to carry out this research, with their 
support all through, and to get access into some 
hospital wards as well as the School itself for 
filming.
2. Application for permission from the Ministry of 
Education to get access into the schools and 
classes which had the potential candidates for 
the Nursing profession for the following year.
Those in total amounted to 16 schools: 92 classes 
and 3,226 pupils.
The Ministry was also asked to assist in the typing 
and duplicating of the questionnaires, as well as 
financial help regarding the stationery for those 
questionnaires. Permission was also sought for 
the co-operation of the headmistresses and teachers 
in administering the questionnaires in the schools.
3. Application for permission from the Ministry of
Information to use the facilities of the Television 
Broadcasting station to put on the air a number of 
programmes. This permission had to include the co 
operation of some producers, directors and technicians, 
and filming crew, a specific date for the use of the 
studios and for the time on the air.
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4. Application for permission from the Department of 
Statistics to transfer the data on Hollerith cards 
and later magnetic tapes, so as to be available 
for computer analysis.
Therefore, altogether four Ministries were involved in this 
project and each had their own specifications, conditions, 
limitations and deadlines.
As the Ministry of Health was actually backing this poject, 
the only conditions put by them were to keep the officials 
of the Nursing School totally informed of every step to be
taken.
The Ministry of Education demanded a complete check-up of 
every questionnaire before letting them through into the 
schools. They also specificed a limited span of testing 
time, and a deadline for the last test, so as not to 
interfere with the pupils' preparation for the exams.
On the other hand, they were interested in any information 
that could be handed down to them regarding the pupils' 
knowledge about other vocations and the reasons for drop 
outs at the intermediate level. Those points had to be 
included in the questionnaires.
The Ministry of Information also specified a time span. 
However, they accepted the financial burden of the programmes 
to be put on the air, because they were being backed by the 
Ministry of Health. (Time for jobs for other Ministries 
is usually allocated every year). The officials in this 
Ministry were also interested in the design of the campaign 
to be used.and. statistics on television use and preferences.
The Department of Statistics again only accepted to carry out 
the "enormous job" of transferring data, simply because it 
was a multi-ministerial project. They however set a dead 
line, time limit and special price for overtime work.
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PILOT: THE MEASUREMENT SCALES
Bearing in mind the conclusions of Section C, that 
further information about the Nursing job 
should be investigated, the logical next step was to 
construct and pilot scales that would measure the cog­
nitive and affective aspects of attitudes towards the 
Nursing vocation. Those scales were also intended to 
be used as the dependent variables of the main study.
Construction and Piloting
Three questionnaires were developed to start with.
information questionnaire 
social image questionnaire 
attitude questionnaire.
The main objectives for piloting those questionnaires, 
at this stage, were:
1. To check the clarity and unambiguity of the 
questionnaire designs as well as items;
2. To select items that show discriminatory power.
Regarding the scales on which factor analysis was carried, 
the basic aim was to get a general idea about the common 
variance of the items and the structure of the factors.
The discussion of the analysis was therefore general.
The reason for this decision was twofold:
1. Although the sample of pupils chosen to pilot the
study was quite similar, it w^s not exactly the same 
as the final target population. Some analysts 
argued against depending on factors based on
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different populations as the results become 
obscure, (Child, 1970).
2. The total number of subjects was not large
enough to draw generalized final conclusions.
However, all those scales were analysed again in detail after 
they have been administered during the main study on the 
target population •
The subjects
Three first intermediate classes were chosen, containing 
104 pupils (around 35 pupils in each class). The reasons 
for choosing a first intermediate level class, as explained 
earlier in Pilot 2, were so as to leave the entire target 
population untouched, and to measure, at the lowest standard 
possible, the comprehensibility of the questionnaires. As 
there is class repeating, age was not regarded as a draw­
back here, for there was an age range of between 12 to 15 
years. However, the problem of unstructuredness of 
answers, probably due to the fact that the pupils of lower 
classes are less sophisticated than the higher ones, had 
to be kept in mind all through.
Description and Administration
The first page of each questionnaire included a declaration 
of confidentiality. There was also an introductory state­
ment that explained, in each case, that the questionnaire 
was not a "test", but an oppinionnaire designed to accumulate 
information about how much our pupils know about the require­
ments of specific jobs, how they visualize them, and what
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is their attitude towards them.
They were also encouraged to write down comments and 
criticisms if desired. An example of how to fill each 
questionnaire was also included in each case.
Item Selection
Two major design aspects dictated the way the items for 
those questionnaires were chosen. To overcome pre­
testing bias and for a further control of the study (as 
discussed in Chapter VII), the items had to be unobtrus­
ive, disguised and buried in other relevant material to 
be used for further control. Therefore, we had to be 
selective in choosing general items that relate to at 
least three other types of jobs; teaching, secretarial 
work and air hostess, besides nursing. This, in itself, 
reduced the range of possible questions that could be 
included about the nursing career.
Moreover, as we were going to measure the attitudes, 
image and information about the nursing job buried in 
with four other jobs, we had to be very selective (after 
piloting the scales) in choosing a few relevant items, 
around 10 for each scale. We had to choose the items that 
had the highest loadings, but at the same time conveyed 
the message desired. Twenty to thirty items for each 
job and each scale would have definitely created bore- 
dome and lack of concentration by the respondents.
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I. INFORMATION QUESTIONNAIRE
The objective of this questionnaire was to measure the 
amount of factual information the pupils had concerning 
the nursing vocation.
Assumptions and Uses
1. The pupils' information, in general, about the 
nursing vocation would be little.
2 .
3.
The questionnaire itself might trigger information­
seeking behaviour regarding the questions involved.
From the general conclusions about the pupils' 
information, themes will be drawn for the programmes
The Dimensions
Most of the information to be tested was compiled from 
the pilot work concerning the Nursing School's structure 
and requirements (Section A),
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Basically, the items revolved around three main dimensions
1: ENTRY REQUIREMENTS
Examples;:
Certificate required to apply to the different levels 
of the job.
Types of Certificates preferred whether Science or 
Arts, etc.
2. TRAINING INFORMATION 
Examples:
Years of training to be completed for qualifying at 
each level.
The location of the School.
The affiliation of the School to appropriate College. 
Hours of attendance required during training.
The stipend given at each level.
Transportation facilities available.
The length of holidays and vacations given.
Whether a uniform is compulsory during training, etc.
3. JOB INFORMATION 
Examples:
Government grading for vocation after qualifying at 
each level.
Basic salary given after qualifying at each level. 
Possible specialization fields available.
Hours of work required.
The possibilities of career mobility, etc.
Description
There were altogether 21 items designed as multiple choice 
questions with one correct answer and a "don't know" category
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Results and Analysis
As a whole, the questions in the questionnaire appeared 
to be straightforward and simple and the pupils showed 
no problems in answering them.
There were a few items, however, which the great majority 
either answered correctly or used the "don't know" 
category. They did not seem to show any discriminatory 
power. For example, the question about the requirement 
of wearing a uniform during training got 96% correct answers, 
2% not correct and 2% don't knows.
The location and affiliation of the School also received 
over 94% of correct answers. On the other hand, most of 
the items in the job information dimension category received 
a very large proportion of don't know answers. A closer 
look into the reasons for this (by asking the pupils them­
selves, the teachers and from the remarks and comments) 
brought to light two reasons. One is that the Civil 
Service Department was in a transitionary period, re-evalu- 
ating and changing the grading system and salaries of its 
employees - the nurses included. Secondly, the teachers 
commented that the pupils were more interested in their 
immediate future and not the one further off. This meant 
that knowledge and information about the dimensions of 
the "training" category were more relevant at this stage 
than the later job dimensions.
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II SOCIAL IMAGE QUESTIONNAIRE
The objective of this questionnaire was to find out what 
the pupils thought about the Nursing job; what sort of 
image it portrayed; how they visualized it in relation to 
their society.
Assumptions and Uses:
1, The image, especially in relation to societal 
prestige, might be unfavourable;
2. The resistances found from this scale will be 
used for the development of themes.
Description:
The items in the questionnaire did not portray factual in­
formation aspects, nor were the pupils asked to give an 
attitude dimension. They were asked whether they thought 
some statement, describing some aspect of the vocation, is 
a "true" or "false" one in their opinion. There was also 
a "not sure" category.
The Dimensions
The items were mainly constructed around three main dimen­
sions:
Job characteristics and requirements 
Examples:-
Scholastic achievement required;
Type of training required;
Routine, cumbersome and tiring characteristic, 





Low pay for hard work characteristic, etc.
2. Job advantages and rewards 
Examples:
Development of social and economic independence; 
Provision of opportunities for socializing and 
making friends;
Availability of opportunities for further career 
mobility;
A secure and sheltered job for a lifetime; 
Usefulness of information about health problems 
for family and children;
Development of character;
Creation of a sense of self-satisfaction, etc.
3. Job and Societal Influence 
Examples:-
Service to humanity and mankind;
Helps society to progress;
Has influence on the welfare of the Nation; 
Regarded as socially unprestigious;
Rumoured to be only a stepstone to marriage; 
Rumoured that choosers are not really dedicated; 
Used as an outlet from home imprisonment, etc.
Results and Analysis
A number of items were found to be unclear and confusing. 
For example, the item that described Nursing as a practical 
job brought up a lot of questions. In Arabic, there is no 
clear-cut word for "practical" as reflected in the English 
language, and a lot of explanation and examples had to be 
given which made the answers unobjective.
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Another realization was that a number of items were undis- 
criminatory. Items like "service to humanity"; "helps 
society to progress"; "creation of a sense of self-satis­
faction"; "usefulness of information about health problems" 
all showed over 94% agreement that the statement is 
"true". On the other hand, the item that described the 
Nursing job as a simple outlet from home imprisonment showed 
an almost concensus 97.8% that this statement is "not true". 
Therefore, a number of those and similar items were considered
not useful.
Factor analysis was then applied to the items. The final 
matrix interpreted was based on orthogonal rotation: Varimax 
rotated factor structure after rotation with Kaiser Normal­
ization. The matrix yielded seven factors derived from the 
intercorrelations of the items.
Kaiser’s criterion was used to extract the factors, (Kaiser,
1959). All the factors having latent roots greater than 
one were considered as common factors. This brought down 
the number of factors under study to four. As the total 
number of items was between 20 and 50, this method is con­
sidered sufficiently reliable (Catell, 1952).
Regarding the criterion for the significance of the loadings, 
the suggestion put by Child (1970) was used. This analysis 
is not based on any mathematical propositions, except that 
it represents roughly 10% of the variance. As the sample 
was made up of 104 subjects, all loadings greater than - .30 
inclusive were considered. Child maintained that this is 
actually quite a rigorous level for analysis.
Further loss of items occurred as some items showed moderate 
to just significant loadings (i.e., - 20 to - 35) over three 
or more factors. Those items did not seem to have a clear- 
cut association to a specific factor, but were mixed. An 
example of such an item is the "low pay for hard work" state­
ment, which had a (.26) loading in factor 1, (.34) in factor 
2, (-.26) in factor 3, (.26) in factor 6 and (.27) in factor 7
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The majority of the statements in factor one seemed to 
refer to the social consequences of the job with the 
highest loadings "it is rumoured that this job is used 
as a stepstone to marriage" (.82) and "this job is con­
sidered socially unprestigious" (.81).
Factor two contained several statements reflecting the 
jobs advantages and rewards, while factor three contained 
statements stressing the jobs requirements: "it requires 
a good academic qualification" (-.56) and "it involves 
difficult training" (.40).
Factor four included a pair of statements reflecting the 
Nurse's personality and dedication. However, the proper 
labelling of the factors was left to the main study 
analysis where the factor analysis was run on the whole 
target audience.
Conclusion
Some analysts argued that a factor analysis involving 
around 40 items on 104 subjects produces unstructured 
results (Catell, 1952). On the basis of this argument 
and a general feeling that the factors did not seem to 
portray a strong structure, the results from this analysis 
were considered with caution. Firstly, more concentration 
was put on locating stable discriminatory items than on 
the structure of the factors.
Secondly, all of the items that had just significant load­
ings, but were considered intuitively relevant to the study, 
were retained.
Image: Scale for Prestige Ranking
Another way of measuring the social image of the Nursing
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profession was by constructing a Prestige Ranking Scale.
This was a projective technique built on the assumption 
that nursing, if it was not a socially prestigious job, 
would not be ranked high up the scale. However, those 
who liked nursing and desired to become nurses might rank 
it higher up the scale than other pupils.
The question presented was as follows:
"In our society, we usually have individual preferences in 
attaching specific status to the diverse vocations available 
We would like you to look at those eight vocations, then 
write them down gradually from the one which you think has 
the most important status to the one which has the least 
status in our society."
An example was presented. Eight jobs were mentioned: 
waitress, doctor, teacher, cook, lawyer, nurse, secretary 
and air hostess.
The preliminary intention was to present this scale both 
before and after the campaign, and see if any significant 
change in perceived status occurred.
The pilot results of this scale are discussed in Section H.
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III ATTITUDE QUESTIONNAIRE
The objective of this questionnaire was to find out the 
attitudes of the pupils to nursing as a job in general, 
and to specific-profile characteristics of nursing.
The questionnaire was based on a five-point Likert Scale 
with the categories: strongly agree, agree, uncertain, 
disagree, and strongly disagree. The items were divided 
almost 50/50 into positive items and negative ones. No 
neutral items were included, but the aspect, which was 
meant to measure the attitude to profile characteristics 
on nursing, was made up of items like the ones in the 
Social Image Scale, designed to measure job characteristics. 
The difference here is that the statements were not presented 
in a neutral manner, but with a weight on affect in one 
direction or another. The total number of items to start
with was 31.
Assumptions and Uses:
1. General job items might change more easily as a 
result of the programme than the profile items 
stressing specific (maybe problematic) aspects of 
the job.
2. The resistances found to exist on the basis of this 
scale would be used in designing the "themes of 
the programmes to counteract them.
The subjects, the method of administration as well as the 
examples and explanations given, were all the same for this 
questionnaire as for the previous two. The only difference 
was that it was given on the day following the one on which 
the Social Image Scale was presented.
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The Dimensions
The items were mainly constructed on the basis of two 
dimensions:
1. General job dimension 
Examples:
Ideal job for life;
Few jobs compare in importance;
Choose when found no other job;
The first in importance;
Like it more than any other;
Those who don't like it are unfair;
It is alright if no other jobs are available; 
Always desired such a job;
Provides respect for those who choose it;
Not as great as it was in the past;
Why choose it when there are easier jobs; 
Everyone should admire this job.
Specific job items 
Examples:-
Involves strict discipline; 
Opportunities for advancement limited; 
Development of character;
Involves aspect of carrying out orders; 
Interesting;




Involves some undesirable aspects; 
Humanitarian;
Involves heavy responsibility; 
Opportunities for socializing;




The same proc6dure that was used in piloting the Social 
Image Scale was used here. All the unclear and confusing 
items were delineated. Most of the items that did not 
show a discriminatory potential were eliminated. For 
example, the item which stated that "one feels that one 
is serving humanity in this job" received 97 percent agree­
ment, and the item which suggested that "everyone should 
admire this profession" received 95 percent agreement.
Factor analysis was administered on the rest of the items.
The final matrix interpreted was based on orthogonal "vari- 
max rotation method." Ten factors were derived from the 
intercorrelations of items. Kaiser's criterion was used to 
extract the significant factors. All those which had latent 
roots greater than one were considered. This brought down 
the number of factors to eight. All the item loadings of 
- .30 were chosen to start with. A number of items got very 
low loadings, below - .30, so they had to be eliminated.
For example, the items "I like this job more than any other , 
"those who choose this job are not ambitious", this job 
brings respect to whoever chooses it".
More items were eliminated as a result of having low but 
significant loadings over a number of factors. For example, 
the item which stated that "few jobs compare to this in 
importance" :showed loadings of (-.02) factor 1, (.29) 
factor 2, and (.26) factor 3, (.29) factor 4, (.24) factor
5 and (.35) factor 7. "This job is the first in importance" 
received loadings in the (.30)'s on four factors and (.41) 
on factor 6. Other items which showed similar dispersion 
of loadings were ones like "those who don't like this job 
are unfair"; "I have always desired such a job", and so on. 
This reduced the number of items for the final version.
I re-emphasise'that, at this stage of piloting, the main 
objective was to find out what items to retain and have a 
general idea in connection with the overall structure of
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the factors. The final version of the matrix of items, 
plus a detailed analysis of the factors, are discussed 
in the Results Chapter of the Main Study.
However, the assumption that the items will divide into 
separate factors reflecting general job items and profile 
job items did hold in part. Factor one seemed to include 
the general items with the statement "this is the ideal 
job for life" having the highest loading of (.72).
Factors 2 and 3 included more profile job characteristics, 
while the other factors contained unique statements of 
each.
This labelling is discussed in detail in the Main Study 
Analysis.
IV. CULTURAL RESISTANCES QUESTIONNAIRE
Other independent scales that were piloted at this stage 
were the Cultural Resistances Scale. The main objective 
of this scale was to find out specifically the attitude 
of the pupils towards the role of women and work in our 
society. The items attempted to measure whether the 
pupils tended to be more traditional or progressive 
towards womens' role in this society.
Assumptions and Uses:
1. The more traditional the outlook of the pupil 
regarding work, the less likely it would be 
that she would choose to work, especially as 
a nurse.
2. The more traditional the pupils are, the more
difficult it would be to modify their attitudes
towards nursing as a vocation.
*
3. The items of this scale will also be used to 
develop the appropriate themes for the programmes
313
The Dimensions
The items of the scale revolved around the following aspects
1. Traditional role of women, home and childbearing;
2. Education for women, its worth and uses;
3. Economic independence or dependence;
4. Right to work in untraditional spheres;
5. Contribution to society besides the home;
6. Equality in treatment between the sexes.
Description:
The questionnaire was based on a five-point Likert Scale 
with the categories: strongly agree, agree, uncertain, 
disagree and strongly disagree. The items were divided 
almost equally into those stressing a traditional outlook 
and those stressing a progressive one. The first draft 
was made up of 39 items.
Results and Analysis
The same procedure that was used in piloting the other 
scales, mentioned earlier, was used here.
A few items had to be removed altogether from the questionn­
aire, as the representative from the Ministry of Education 
thought they were unfit to propose to the pupils. The items 
mainly revolved around the dimensions propagating the 
equality of treatment between the sexes and the absolute 
right to choose whatever type of work, even in untraditional 
spheres. Other items were confusing and had to be dropped 
out. One such item declared that "a woman's place is the 
home. Although she can fill other positions". The argument 
around this item was that those who believed that a woman s
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place is only in the home argued that she should not and 
cannot fill other positions, so they couldn't put an 
answer. On the other hand, those who believed that a 
woman's place is not the home did not know how to disagree 
with the fact that she can fill other positions. This was 
a 'double-barrelled' question, and totally useless. This 
piloting helped to avoid such items for the main study.
Factor analysis was carried out on the rest of the items 
and they fell into as many as 13 factors. Out of those,
10 were relevant, as their latent roots were greater than 
one. Of those 10 factors, all items with loadings of - .30 
were kept to start with. The items which had just signifi­
cant weight over several factors were considered cautiously 
and, in some cases, dropped. This brought down the total 
number to 16 items. For example, the item which stated 
that a working woman is a selfish mother received a weight 
of (.34) in factor 1, (.26) in factor 3, (-.26) in factor 6 
and (.29) in factor ten; the item stating that only men 
should support the family economically received weights of 
(.35) in factor 3, (.34) in factor 4 and (-.34) in factor 9.
Factor one seemed to include statements that supported a 
woman's right to work and independence, while factors two 
and three seemed to have more items referring to a traditional 
outlook (womens' place is in the home).
The other factors included two to three statements supporting 
either a progressive or traditional outlook.
It was decided to leave the final decision on labelling to 
the final factor analysis study carried out on the whole 
target population sample.
315




2. Social Image scales
3. Attitude Profile scale
4. Attitude General scale
5. Intention of Joining Variable
Independent Variables:
Background Information.
School and Work Information 
Media Information: Television 




1. Awareness of programmes
2. Information scale
3. Social Image scale
4. Attitude General scale
5. Attitude Profile scale
6. Intention of Joining Variable,
(The complete versions of the translated questionnaires are 
presented in Appendices G-P. The original Arabic versions 
are included at the end of the thesis).
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T?-inal "Test Battery" Summary
I. DEPENDENT VARIABLES
1, Iniormation Scale
To measure the pupils’ general factual information about 
the requirements for entry into the Nursing vocation,rthe 
training period, characteristics and other job details.
The main objectives of this scale were twofold.
(a)
(b)
to find out how much the pupils know 
and design the programme themes accord­
ingly;
to measure the change in information 
(if any) as a result of the campaign 
programme.
The final version of the scale contained 12 items of multiple 
choice questions with one correct answer and a "don't know"
category.
Social Image Questionnaire
To measure the pupils' image of the Nursing vocation 
in relation to the job characteristics and societal
status.
The main objectives of this scale were twofold;
(a) to find out how the pupils perceived this 
job and develop the programme themes accord­
ingly;
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(b) to measure change in image (if any) 
as a result of the campaign programme
The questionnaire involved two parts:
i. A scale made up of 10 items to which the
pupils were to respond as to whether the 
suggestion , was " T r u e ","False” or "Not sure"
11. Table of "Rank of Jobs in this Society".
The pupils were asked to rank, the job pi'C'” 
sented (including Nursing) from the highest 
in our society to the lowest.
The detailed factor structure of the "Trwe-False" scale 
is discussed in the Results Chapter.
3. Attitude Scales
To measure the attitudes of the pupils to Nursing as a 
job in general and to specific characteristics of the
job.
The main objective of those scales were twofold
(a)
(b)
to find out the pupils' general attitude 
to the job and resistances to its specific 
characteristics and develop the programme 
themes accordingly;
to measure the change in attitude (if any) 
as a result of the campaign programmes.
The scales are based on a five-point Eak^t Scale 
with categories of: strongly agree> agree, uncertain, 
disagree and strongly disagree. The final version 
contained items: 5 general job items and 9
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specific job items.* The detailed factor structure 
of the scale is discussed in the Results Chapter.
It was also intended to use all the above dependent 
scales as predictive measures to delineate future 
potential nursing candidates.
4. Intention to Enroll
A question to measure indended job choice of each pupil. 
The main objectives were twofold
(a) to measure if any change of choice occurred as
a result of programmes (i.e., more or less pupils 
intending to join nursing);
(b) to use as a predictive measure to delineate 
future potential nursing candidates.
II. INDEPENDENT VARIABLES
1. Cultural Resistances Scale
To measure the attitudes of pupils towards womens' role, 
work and rights.
To start with, the main objectives of this scale were 
threefold:-
a) to find out the standing of those pupils in 
relation to the cultural position of womens' 
roles, work, rights, etc., and develop the 
programme themes on the basis of those findings
* The general job items and profile job items have been relabelled 
into advantages and disadvantages items after the last factor 
analysis.
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b) to use this scale as a dependent variable
scale to see if any change in attitudes 
towards those cultural resistances occurred 
as a result of the campaign programmes.
(However, this second objective was not fulfilled because 
of administrative problems as will be explained later).
c) to use as a predicitive measure to delineate 
future potential Nursing candidates.
The scale was based on a five point Lickert scale with 
categories of strongly agree, agree, uncertain, dis­
agree and strongly disagree. The final version of the 
scale contained 16 items. The complete factor structure 
of the scale is described in the Results Chapter.
2. Medical. Resistances Scale
An inventory intended to measure fear or distaste for 
practical aspects involved in the medical profession 
such as hospital atmosphere, infectious diseases, 
people in pain, and so on.
The main objectives were !
a) to find out the position of the pupils on those 




to be used as a predictive measure to delineate 
potential Nursing candidates.
It was also initially intended to use this scale 
as a dependent measure of change as a result of 
the campaign programmes, but again, because of
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administrative problems, as described later, 
this objective had to be dropped.
The inventory contained 6 items on hospital resistances 
buried in with 31 other items.
It was made up of three choice categories: "bothers 
me a lot", "bothers me a little", "doesn't bother me 
at all."
The final factor structure of this scale is explained 
in the Results Chapter.
The other 31 items of the inventory were not useless 
items, but included aspects like anxiety about school 
work, and lack of self confidence, as well as specific 
job characteristic items like having to make decisions, 
having to obey orders, etc.
The intention was to make use of those items as final 
predicitive.measures of the possible attributes of 
potential Nursing candidates.
The complete version of this inventory is presented in 
appendix N
3 . Background Information Questionnaire
A questionnaire including a number of items asking for 
information on personal characteristics such as age, 
socio-economic status, residential area, school perform­
ance, etc.




to be used for comparability purposes in 
relation to the experimental and control groups 
as they are self selective.
To be used as predictive measures for pinpointing 
future potential Nursing candidates.
The complete translated final version of the questionnaire 
is presented in appendix G .
4. School and Work Questionnaire
A questionnaire including the item on intentions for 
job choice described earlier, but also intended to 
measure several other questions about school and work 
such as the intention to discontinue schooling at 
what level, attitude to school, school subjects, edu­
cation, work after school., discontinue schooling as a 
result of marriage, job type, preferences and so on.
The main objectives are twofold:
a)
b)
To find out the position of the pupils in 
relation to schooling, work and education, 
and use the information for the development 
of programme themes.
To use as predictive measures for delineating 
future potential Nursing candidates.
The complete translated final version of this questionn­
aire is presented in appendix H .
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5. Television Questionnaire
To measure availability of the medium, viewing habits
and tastes, and the viewing atmosphere.
The main objectives were twofold:
a) To use the information on availability, habits 
and tastes to decide on presentation strategy 
and type of programmes.
b) To use the information on viewing atmosphere 
to decide upon the best strategy of appeal 
based on the results of the communication 
setting and the influence of other viewers.
The complete translated final version of this questionn­
aire is presented in appendix I .
Comments
As the main objective of this study was to measure the effect­
iveness of television information programmes in a natural 
setting, it was decided, as explained in the Design Chapter, 
to disguise the purpose of the research and minimize 
contact with the target audience. Great care and expense 
has been spent to avoid disclosing the intent of the research 
and to avoid making the pupils feel that the television pro­
grammes were simply propaganda campaigns. Moreover, special 
care has been taken to avoid asking specific questions about 
Nursing alone and the television programmes in particular. 
Everything of relevance shown on the television programmes 
was inbuilt into the questionnaires and scales disguised 
with loads of other material.
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The questionnaire, given after the television programmes, 
was intended to measure the "change" in those items on 
information, image and attitude towards Nursing inbuilt
with the other items.
However, to be able to delineate the experimental and 
control groups, two very general questions were included 
enquiring as to whether the programme series "The Merciful 
Hearts" was viewed, and how many of those programmes were 
seen. No other reference to the programmes was done, to 
avoid alerting the pupils about the intentions and thus 
biasing their reactions. Moreover, those questions about 
the programmes were put in such a way that "this programme 
series accidentally and 'fortunately' happened to be put 
on the air during our research and it would be of interest 
to us to know if you happened to see it"1
As for "feedback" in connection with each of the series of 
programmes as to whether the intended message got through, 
and whether it was interesting, entertaining, easily infor­
mative, emotionally effective, etc., "interviews" were 
carried with a designated group of 27 pupils (initially 
49) chosen specifically for a Panel Study to be carried 
congruently with the Experimental Design.
The reactions of those pupils is discussed in the following 
Chapter under : The Panel Study.
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d e v e l o p m e n t  o f t e l e v i s i o n  p r o g r a m m e  t h e m e s
To deal with this section comprehensively, the outline of 
elements affecting the success or failure of mass media 
persuasion campaigns discussed in Chapter VI was used as 
a guideline for developing the programmes.
Although the description of the administration and analysis 
of the pre-programme questionnaire is presented in the follow­
ing Chapters, it has to be explained that, for the development 
of the programme themes, "frequency tables" for all the 
relevant items were drawn up during the field work and exam­
ined. These frequencies of the relevant questions on 3110 
subjects showed us where the pupils stood in relation to 
the aspects of interest and determined what themes should 
be developed and what should be avoided,(The relevant frequen­
cies are presented in the Appendices).
I. EXTERNAL EVENTS
As our main concern was with female pupils and the profession 
of Nursing, it is vital to explain briefly the place of women 
in the society and the status of working women particularly.
To develop campaign themes, we had to be very careful to 
account for the external influences and help make them enhance 
the campaign effects, instead of work against them. As 
discussed in Chapter V I , external events were to a very large 
extent beyond the direct control of the communicator, but an 
understanding of the total situational trend might help 
avoid mistakes such as pushing the wrong themes in a specific 
atmosphere.
The change of the status of the Bahraini women from being 
largely uneducated wives and mothers to taking an active 
part in social activity developed gradually. There was no
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fighting feminist movement at any point; the women were 
granted more and more rights with time, with little but 
irrelevant opposition. Dr. Ali Taki, in his doctoral 
thesis "L'evolution de la Società du Bahrain" (1970), 
while analysing how this gradual liberalization took place, 
suggested that four possible factors have contributed to 
this gradual process:
Bahrain's geographical position, early wealth (flourishing 
pearl industry before the discovery of oil in the 1930's) 
settled society (no Bedouins), has made it a centre of 
influence from the outside world, thus the society was more 
cosmopolitan and sophisticated than its neighbouring 
countries.
The starting of the first school for girls in 1928 played 
a major role in the latter social change.
a) Female education gave rise to a demand for female 
teachers;
b) The demand for female teachers led for a demand 
for higher education for girls.
c) As the earliest institute for higher education for 
women was established as late as 1967, before that 
women had to go abroad for their further education, 
mainly Beirut.
This latter point brought about the next factor in this 
emancipation process. In the 1950's, many young girls 
went to Lebanon for their higher education; there they 
took off the veil, and on their return to Bahrain, refused 
to wear it again. This was the beginning of the unveiling 
of women.
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Another aspect which could have contributed to this eman­
cipation process was the growth of the mass media since 
the 1950's.
Finally, the political, social and cultural openness adopted 
by the Government of Bahrain since 1965 eased the atmosphere 
for young and educated people to participate in Government 
administration. Commerce flourished, modernization and 
industrialization was started, better social conditions, 
standards of living and recreational facilities. Women took 
part in all this, and many "organized" womens' associations 
emerged during this period.
Today, emancipation has gone a long way. Many women are 
unveiled, many are highly educated, many drive cars and 
there exists co-education in all higher education institutes 
It has to be stressed here that mens' attitudes towards 
this development (except for some fanatic Muslims) have 
been unopposing, in fact encouraging.
Economic Activity
Teaching was the first economic activity open to women. For 
social and cultural reasons, this type of activity was 
accepted and looked upon favourably by the community. It 
remained the only remunerative activity for women until the 
early 1950's. Nursing was the second venue for economic 
activity open for women. With the demand for Bahrainization 
of jobs, the first obvious sector to be affected was the 
medical sector.
In the late 1960's, the oil company BAPCO started to run a 
secretarial course and many Bahraini girls enrolled. There­
fore, by the end of the decade, there were three major 
sectors of activity open to women: education, medical 
services and secretarial jobs.
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Between 1967 and 1973, other major political and economic 
development changed this situation further. American 
businesses shifted their central activity to the Arabian 
Gulf in general, as the economic importance of the Gulf 
States became relevant. Bahrain gained its total indé­
pendance from Britain in 1971, and Iran abandoned its 
territorial claim to the Islands accordingly. The 
government started to diversify its economic resources 
and to boost the wealth of the country. In 1975, during 
the Civil War of the Lebanon, a very large number of 
foreign businesses - banks, companies, etc. - moved to 
the Gulf, especially Bahrain. Banking and the hotel 
industry flourished.
This development opened new sources of employment and 
women took part in this. Between 1965 and 1971, the number 
of Bahraini women working nearly doubled from 995 in 1965 
to 1,848 in 1971. After 1971, the economically active 
Bahraini women increased even further* and their sectors 
of economic activity varied.
Therefore, not all women in Bahrain are homebound; a very 
large number are educated, quite a number work for a living, 
some drive and a few are totally independent and occupy 
important positions. To develop the programme themes, these 
points have to be kept in mind, but it is more important not 
to overlook a major point. Despite this gradual emancipa­
tion of women, they are still, to a very large extent, 
religious, or influenced by religious norms. Therefore, 
emancipation should not be confused with Western emancipation. 
A conservative attitude to women's clothes, private lives and 
recreations are still dominated by traditional societal norms. 
Economic independence is not viable for a woman (though she 
might receive a sustaining income). She is always considered 
as a dependent of some "male" relative, who is considered 
her guardian and responsible for her activities.
It ^
These figures were based on the population census in 1971»
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II. THE MASS MEDIA COMMUNICATION SITUATION
The Pilot results on the u s b of media indicated that tele­
vision is the only medium used in a structured manner.
The cinema, radio and newspapers were found to play a 
less significant part in both the information seeking and 
leisure activities of the pupils. Television was not only 
found to be the medium used most, but also enjoyed and 
trusted most.
Both the Pilot Studies and the pre-tests indicated that the 
viewing atmosphere was usually in the home, and mostly with 
sisters and brothers, Chaffee & Tim (1976) pointed out 
that the typical setting for watching television is the 
small family group, including parents and siblings, although 
youngsters may also view alone or with friends. However, 
in Bahraini society, as the average family is made up of 
as many as seven children, it is obvious that the majority 
of the time viewing is accompanied with sibling interaction, 
83 percent of the pupils indicated that they usually viewed 
with brothers and sisters, 22 percent with parents, 14 per­
cent with relatives (who might be living with them in their 
homes), 9 percent alone and only 8 percent with friends. 
Although in the Pilot Studies the pupils argued that their 
parents viewing habits were unstructured and occasional, 
quite a number of them said that one of the best things 
about having a television was that their parents and elder 
brothers spent more time with them at home.
The television set is kept switched on most of the time; 
it is switched to another channel when the programme is 
disliked. Just over half the pupils declared that no 
specific individual decides what should, and what should 
not, be watched (53 percent); of the other half, some 
said it was their brother (17 percent), their sister (12 
percent), their father (11 percent), the mother (5 percent, 
a relative (1 percent). However, when asked whether they
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can watch what they liked, or whether others have to agree 
first, 61% declared that they usually all liked the same 
things, 27% argued that others have to agree first, and 
12% stated that they can watch what they like.
The majority of the pupils just sit and watch the programmes 
(50%), some others converse with whoever is around (23%), 
some others do their homework (14%), while the others do 
other things. (See Appendix C).
Chaffee and Tims (1976) and others emphasized that inter­
personal factors in the communication setting offer a pot­
entially important focus for modification of exposure and 
reactions to programme content.
Although our results show no "specific", or structured 
source of influence that might play a central role in this 
modification process, we are going to assume that older 
brothers and sisters and parents may play a part in this 
process.
Therefore, the television campaign programmes should be 
designed to account for the points of view of those subjects 
besides the target audience.
III. AUDIENCE PSYCHOLOGICAL ELEMENTS
When discussing the conditions ur'.der which mass communica­
tions can produce direct change effects, several suggestions 
were put forward which summarize the strategies that could  ^
be used,(p. 140), This was previously discussed in the 
Model of Communication Effects based on Schramm's (1973) 
analysis (p. 104), theoretically explained by De Fleur's 
Socio-Cultural Persuasion Model, (p. 98).
NOTE; The percentages on television viewing habits of the pre-tests 
on the actual population were very close to the percentages 
found in our pilot of 84 respondents. So, it can be said that 
our pilot results were reliable.
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However, all those suggestions depend basically on one 
important aspect, and that is knowing thoroughly before­
hand the attributes and predispositions of the target 
audience under study.
Before developing the programme themes, it was necessary 
to find out how to get the message through to the audience 
by overcoming the first, and perhaps foremost, intervening 
variables: the psychological motivations creating select­
ivity in attention, perception and recall.
In general, previous experimental research suggested that 
to accomplish this, the communication should not raise the 
ego-defences of the recipients outright. It should be made 
to fit into the cognitive structure of the individual, 
without encountering strong conflicting beliefs and atti­
tudes, thus simply confirming, clarifying, extending or 
slightly canalizing a part of the individual’s ^ cognitive 
and motivational structures. The suggestions made should be in 
harmony with valued group norms and loyalties. The change 
propagated should be guaranteed (or shown to have) social,
and cultural support.
It should be made to look as the accepted norm or "reality", 
and the persuasive messages put through the media should 
"provide the appearance of consensus with respect to a 
given object or goal of persuasion". (De Fleur, 1972).
Therefore, the information should not seriously challenge 
existing positions, but simply confirm, clarify or enlarge 
upon them.
Those "existing positions" can be divided here into two 
general aspects:
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1. Aspects related to the social context of the indi­
vidual involved, ie. the culturally defined and 
shared values, roles, expectations and beliefs, social 
controls and social norms.
2, Aspects related to the object of persuasion itself 
(here the Nursing profession) and how it stands 
from the individual’s and society's point of view.
The first of those aspects will be referred to as Cultural
Resistances and the second as Specific Job Resistances.
1. CULTURAL RESISTANCES
Selectivity in attention, perception and retention 
can be overcome if the themes of the campaign are 
designed with consistency and congruity in mind, 
as well as uses, needs and gratifications, and 
tastes and habits(as discussed in Chapter •
i l l Consistency and Congruity
In our discussion on the ways to get through to the 
target population our first suggested strategy was 
that the target population are more likely to accept 
change when it is not in conflict with their trad­
itional and normative beliefs, etc.
What cultural values, norms, beliefs and expectations 
should not be antagonized, or in fact, used?
(a) Religion:
As "being religious" is something taken for 
granted in this culture, it would have been 
useless and improper to try to measure how
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religious the pupils were. However, the norma­
tive influence on the position of religion in 
the society can be inferred from two questions.
One asked for the rating of each school subject 
(course) taken in class, whether it was liked, not 
liked, or whether it-was not .minded.Religious 
studies are not easy, they involve laborious rote 
learning and interpretations and analysis; yet,
85 percent said they liked the religious studies,
15 percent said they did not mind them and only 
4 percent (10 subjects out of a total of 2,719) 
declared that they did not like them.
As for the second question, which enquired as to 
what subject (course) is liked most, religion came 
second only to English language. This meant that 
the campaign programmes would have to be consistent 
and congruent with religious teachings. As they 
have to appeal not only to the pupils but the 
parents and brothers and sisters, being congruent 
with the accepted normative teachings will give 
them more potency.
( b ) Cultural Values
In the Pilot Studies, a question was included 
which enquired about the pupils' opinion as to 
what is the most important characteristic or 
quality for advancement in life. A number of 
characteristics were listed, but the one which 
received the highest percentage was moral and 
ethical qualities (35.5 percent). The next in 
line was Education (14.3 percent), followed by 
Brains (11.9 percent). The whole table can be 
referred to on page 292.
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Although the number of pupils in this pilot 
study was rather small (N = 84), and they were 
slightly younger than the target audience, 
those results can be taken to reflect the 
existing normative and cultural values. Moral 
and ethical qualities are beyond doubt the most 
important characteristics, especially for women, 
who are taught since childhood how they are 
expected to behave.
While searching for the possible reasons that 
made parents or older brothers resist allowing 
their daughters or sisters to join Nursing, I 
enquired of several ordinary people at several 
occasions why Nursing was not sought for.
Besides a number of practical work problems 
(as explained earlier), quite a number of them 
stated that the image of a Nurse they had was 
that of a "loose woman"; all she is after is 
to meet doctors and other men I When I put 
this statement to the Staff Nurses I interviewed, 
they explained that unfortunately, as is the case 
in any other job, tone rotten apple can give the 
impression that the whole bowl of apples will 
get rotten soon'. Bahrain is a very small 
country, and rumour travels fast. - They added 
that this image of loose sexual (ethical and 
moral) standards possibly exists. Moreover, 
what makes it worse is a number of Egyptian 
drama series put on Bahrain television lately 
portraying such an image of a nurse. They 
explained that what the ordinary people do not kiow 
is the comparatively high standard of education and 
difficult training involved in a Nursing job.
Education is a highly respected quality, even 
for women, in Bahrain. This was shown
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in Table'2 (discussed, earlier) and can be inferred 
from a number of questions put in both the 
pilot and main pre-tests. When the pupils 
were asked when they intended to stop their 
education, 54% declared after University,
22% said after completing their secondary 
education and only 1 percent after their 
intermediate education. Moreover, when 
asked when their parents' wished them to 
stop their education, the answers were almost 
congruent with the pupils' intentions: 52% 
after University, 21% after secondary school 
and 9% after imtermediate school.
These questions contained a large percentage 
in the "don't know" category (25 percent) and 
the answers do seem unrealistic, but still they 
do reflect at least a desired and respected 
ambition.
Teaching is consequently a highly respected 
job. This is true not only of Bahrain, but 
the Arab culture as a whole. One famous Arab 
poet wrote that a teacher should be respected 
just as a prophet! For women, teaching has 
always been a highly (even the highest) 
respected job, as explained in the Economic 
Activities of Women. On the rating scale, 
which asked for the ranking of jobs in our 
society from the most prestigious to the least, 
the teacher was ranked second highest only to 
doctor. Besides, when asked what job each 
pupil intended to do after graduation, the 
teaching job received the highest percentage*
* f-W f- 337
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Therefore, those culturally based qualities, 
ethical or moral standards and education were 
going to be linked to the programme themes.
We hoped that, if those characteristics did not 
appeal to the pupils, we could at least be sure 
they would appeal to the parents and guardians 
who might influence the pupils' decisions, or 
stop resisting them.
Womens' Roles and Expectations
The third category of cultural expectations or 
resistances postulated to be of relevance 
revolved around the woman's place in this 
society.
A description of the evolution of the Bahraini 
womens' role, in general, was presented in the 
section on external events. Still, it was thought 
important to have a definite or clear picture 
of how womens' role is perceived by the pupils 
themselves. This will show us whether the image 
we intend to propagate is" the correct one.
As quite a number of women work in Bahrain, it 
was initially assumed that their role as simply 
housewives is a fiercely resisted notion. The 
items of the Cultural Resistances scale
( described in Sections E and G )
were used to find out more about this position;
as it will be seen, the assumption was not totally 
true.
Frequency tables were drawn up to find out where 
the majority of pupils stood on each category
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of items of interest. (See Appendix I>,p.5i3)
The items can be categorized into four aspects: 
womens' role in general; women and work; 
womens' rights and capabilities, and education 
for women.
To start with Education, the answe is on the items 
here reinforced the statements above about the 
respectability and importance of education.
The statement that "further education is nec­
essary for women" received a 96 percent agree­
ment with the majority, 64 percent strongly 
agreeing. As for the item declaring that "a 
girl should only marry after graduation", 87 per 
cent agreed, 8 percent were uncertain and 6 per 
cent disagreed. In the questionnaire on "school 
and work" the pupils were asked that, if they 
had the choice to marry and leave school, at 
what level of their schooling would they leave? 
Only 2 per cent said before their secondary 
certificate, 15 percent after their secondary 
schooling and as much as 46 percent after Uni­
versity. Of course, those figures seem unreal­
istic in practical terms, but again this shows 
the esteem those pup-ls have for University edu­
cation.
The items on womens' role, however, did not 
present such clear reactions, but showed mixed 
up feelings.
The statement that "housework is womens' real work" 
showed a response of 71 percent agreement, 
11 percent uncertainty, and only 18 percent dis­
agreed! But, when the declaration that "womens'
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place is in the home” was put forward, 64 percent 
agreed, 11 percent were uncertain and 25 percent 
disagreed. Moreover, when the statement was pre­
sented in a more emotional nature, "womens’ role 
is to marry and get children” , only 11 percent 
agreed, 12 percent were uncertain and 77 percent 
disagreed.
So, it can be concluded that, although the pupils 
would not accept a blunt declaration that womens' 
role is to marry and get children, they still 
(in the majority) think that her place is the 
homeland housework is her real work!
The items on women and work also showed surprising 
results. The statement that women should have 
freedom of choice received an .agreement of 
34 percent, 16 percent were uncertain and a 
staggering 49 percent disagreed. In addition,
91 percent declared that "women should choose 
only secure and sheltered jobs”. This is sur­
prising, because Bahrain is the only country in 
the Gulf which has policewomen, traffic wardens 
and site engineers: Of course, the numbers are 
very small and it seems if the majority were to 
choose, a secure and sheltered job is more app­
ropriate .
When the work conflicts with marriage, the 
reactions again were not clear cut. The statement 
that "if a girl gets married she should leave work” , 
received 33 percent agreement, 19 percent uncert­
ainty and 48 percent disagreed. This reaction is 
partly reinforced by another question in the 
questionnaire on "school and work", where the 
pupil was asked that,"if she was working and 
had to get married, would she leave work?" Here,
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47 percent stated that they planned to go on 
working, 6 percent said they will leave work 
and 46 percent did not know. The uncertainty 
on this aspect is quite high, which might 
reflect conflict in decisionmaking. However, 
it seems that the reason for this uncertainty 
is partly economical. When asked that "if the 
husband is well-off, a woman should leave work", 
49 percent agreed, 16 percent were uncertain 
and 35 percent disagreed.
Another point which might explain the mixed re­
actions on this aspect of women and work is the 
"type" of work involved. In the questionnaire, 
"School and Work", the pupils were asked that, 
if they were planning to choose a job, what type 
of job would they choose.
TABLE 3
Type of Job Answer %
1. A job having adventure, future 24.2but no security
A job having no future, but security ^ 75.8
2. A job requiring thinking abilities 




It can be inferred from those answers that the 
point of argument is not "work"; this seems to 
be alright, but it is the "need" for work and 
the "type" of work that is of relevance.
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The items on womens' rights and capabilities 
also show mixed reactions.
Let me first explain that at the end of each 
academic year, the local newspaper publishes 
the names of all the pupils who passed their 
secondary school exams (both females and males). 
Moreover, it carries interviews, and puts the 
photographs of the pupils who ranked highest 
in each of the sections: arts, science, business 
ana industrial. Those high ranking positions 
are almost alternately acquired by females and males 
and the competition between the girls' schools 
and the boys' schools for those positions goes 
on. However, during the year this research was 
carried, all those highest ranks were acquired 
by the girls. Still, when the statement was put 
that "women are less intelligent than men", 28 
percent agreed, 26 percent were uncertain and 
45 percent disagreed:: It was expected that an 
over-riding majority will disagree.
Coming back to womens' rights, "should they 
become economically independent?", 64 percent 
thought thqy should, 14 percent were uncertain 
and 21 percent disagreed. When they were asked 
whether "women should use their talents outside 
their homes", 93 percent agreed, and when asked 
if* women were capable of both housework and
work, 72 percent said they were,20 percent were 
uncertain and only 7 percent disagreed.
Uses. Needs and Gratifications
If a mass communication is to have direct change effects, 
it should relate to individual needs, wants and inter­
ests, or it should be shown to be capable of satisfying
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existing needs and motivations. The needs that can be 
satisfied (a goal) should be made apparent and some 
incentive to take action made active.
How can those suggestions be integrated into this Study? 
Let us first consider three general uses and needs that 
are going to be worked for in this programme. They are 
as presented by Blumler & Brown (1972), and Katz & 
Gurevitch (1973): cognitive needs, affective needs and 
individual psychological stability needs.
(a) Cognitive Needs:
The cognitive elements of an appeal usually involve 
the portrayal of the factual information about the 
topic which will help the recipients to rationalize 
and justify their actions. It was thought that the 
cognitive needs of the audience (in this case) can 
be satisfied by portraying the advantages of the 
nursing career.
(i) The first advantage to be put forward will be 
knowledge and education. As the previous Section 
showed, knowledge and education are highly esteemed 
in this society, and therefore they will be useful 
to develop into the themes. Moreover, the nursing 
staff indicated that the public considers the 
nursing job as a ’’serving job” : they do not realize 
how much academic work is involved (at least, at 
the General Nursing level), V/e argued that stressing 
the academic aspect might decrease the number of 
applicants as it will frighten away the less 
academically oriented pupils. However, the Nursing 
School emphasised that they needed better qualified 
pupils to reduce eventual dropouts, so the argument 
was dropped.
Medical knowledge is again something highly esteemed 
in this culture, From the answers of the
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pupils we found that a " doctor ” was 
ranked first in the prestigious Jobs of our 
society and was the second highest choice(in 
percentage terms)of Jobs intended and wished, 
after teacher. It was decided to highlight this 
aspect of the Nursing Job, especially as there 
existed (at the time) social dissatisfaction in 
connection with the small number of doctors 
available and the lack of efficient personal 
treatment by doctors. It was also decided to 
emphasize the endless uses of this medical know­
ledge at home with parents, children, friends, 
on the road, everywhere in the country and 
internationally.
Besides medical knowledge, it was decided to 
emphasize the proficiency in English language 
attained by Joining the Nursing school.
Therefore a new image was to be pushed in the 
programmes, the image of one with the basic 
knowledge to be of use always and everywhere 
and for everybody.
(ii) Another advantage which was thought useful 
to emphasize ( an opportunity possible at the 
Nursing School alone ), is one connecting work
with learning. It was decided to clarify to 
some pupils that, if for some reason or another,
they couldn't get their Secondary Education 
certificate, this does not mean the end of their 
chances. They can Join Nursing at the Practical 
level, "get paid" and, at the same time, study 
at home for sitting again for this exam. When 
attained, they automatically can go up the 
career ladder to become General Nurses and 
further on.
O  v  ••
(iii) The usefulness of being paid while 
•training, and "the feeling of independence 
it brings, the other job advantage to be 
put forward is the chance to go overseas 
for further education. This is an aspiration 
every pupil has and dreams of : "going abroad". 
It is partly reflected by the high number 
of pupils who wish to become air hostesses
percent), the third highest percentage 
after doctor and teacher, Therefore, it 
would present a good base to work upon for 
the themes.
( b ) Affective Needs:
Besides the cognitive elements of an appeal, 
the themes should also be designed and devel­
oped to get through the "emotions" of the 
target audience. To do this, two aspects 
were contemplated to be useful here, to push 
a "low fear threat" plus an humanitarian 
appeal in the message,
It was intended to develop the low fear threat 
into the storyline of the programmes. The 
objective was to explain that: although 
people usually feel that nothing can go wrong 
for them or their families, accidents happen 
when they are least expected, and it is 
advantageous to have someone who would know 
how to act in such situations. However, the 
emphasis should be put on "low" threat only 
because it would be undesirable to frighten 
or horrify the pupils away from such a job by 
creating an association with disasters. It 
was hoped that this threat would activate a 
"motivation" to want to know how to be of use. 
For the family, it would show the advantages 
of having someone available in emergencies
with the expertise to act.
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As for the humanitarian appeal, obviously it 
is one of the few emotional advantages that 
can be played on for this job. It was 
intended to dramatize this appeal through 
the storyline.
Affective needs are described to be the needs 
that should satisfy the æsthetic aspects of 
human imagination. It was contemplated here 
to push through another image of the nurse 
besides the "knowledgeable one"* "the merciful 
one" and an "angel-like figure". One should not 
forget here the age and sex of the target audience 
and what would appeal to them. The pedagogue 
presentation of a programme might not be appealing, 
especially for this audience type. Therefore, one 
way of getting through to the emotions is to make 
sure that the programmes are of dramatic content.
To emphasize the æsthetic aspect, it was thought 
relevant to start each programme by a quote 
from an Arab poet or writer about a nurse or 
the nursing job, and dramatize it by a loud, 
echoey male voice. This would be .repeated 
for each programme, (The visual accompaniment 
for this quote was discussed with the producer 
and will be described later). Besides this, 
the programme should be concluded by a verse 
from the Qura'an, reinforcing the theme of the 
programme.
Those suggestions, plus considerations of titles 
for the programme series, were discussed with the 
producer. A description of the programmes later 
will show how these aspects were integrated to 
satisfy the affective needs of the target audience
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(c) Individual psychological stability needs:
This aspect usually emphasized such individual needs 
as confidence, reassurance, ability to understand 
oneself and confer status, feel important, gain a 
sense of personal identity and so on.
From the interviews with the nursing staff, two 
points were brought up again and again, and they 
were that the nurses felt that "Nursing as a job 
was not really appreciated", and that "the 
nurses do not have a binding feeling of identity",
(i) Approval and appreciation of job:
It was argued that, if the public does not seem 
to appreciate the nursing job, the programmes will 
be made to help confer this appreciation. It was 
contemplated to apply the socio-cultural model of 
persuasion to help push this point. The programmes 
would put forward all the socially relevant points 
for its approval: Qura'an verses (religious approval); 
Arabic writer's quotations and verses (cultural 
approval), and knowledgeability (social approval).
It was hoped that these points will portray the image 
of a job which is appreciated and approved of socially 
and culturally, and therefore the one who does not 
agree would be made to feel a "deviant" from the 
accepted norm.
(ii) Feeling of personal identity and status:
While attending the interviews with the new applicants 
for the nursing job, it was found that the pupils had 
very little information about the nursing job and, 
moreover the pupils did not seem to know what they really
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wanted or expected of a job. Therefore, it was 
decided that the programme would be designed to 
suggest that if one wanted "meaning to life" 
and a "worthwhile job", Nursing would be the 
answer. This would confer status and a feeling 
of importance for joining Nursing, To add to 
that, the programmes would portray the theme 
of a group of people ready to sacrifice something 
for the sake of humanity, as the title of the 
series described them as "The Merciful Hearts",
To emphasize this feeling of identity further, 
it was intended to design the programmes to show 
the Nurses as an integrated group of friends 
enjoying both the academic and socialization 
aspects while training for Nursing,
The School of Nursing has been integrated into 
a wider atmosphere of a College for Health 
Sciences, This "College atmosphere" would be 
pushed and stressed upon, (This would probably 
appeal to the parents as well, who respect 
the academic aspect of a job), The formal teaching 
requirements for Nursing are not much different 
from school routine, this might be a factor 
making the pupils hesitate to join. Therefore 
the other facilities available as a result of 
being a student in the College of Health Sciences 
will be shown and explained to attract the pupils.
Everything in the programmes was to be geared 
to show that Nursing confers a feeling of 
psychological satisfaction and happiness and 
gives meaning to life.
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111 Tastes and Habits
Both the pilot studies and the pre-tests of the main 
study measured the television viewing habits and are 
fully discussed in the Mass Communication Situation 
Section.
As for tastes, we had to take into consideration two 
aspects of this audience group: their age and sex.
Adolescent females usually have a specific preference 
in relation to television programmes and if selectivity 
is to be over-ruled, programmes which are more to their 
liking should be included in the campaign.
When the pupils were asked which 5 TV programmes did they 
like most of all, 72 percent said the daily Arabic serials, 
58 percent said Arabic films and 34 percent Indian films. 
All those programmes involve romantic dramas (or soap 
operas) and are very much culture-bound. When asked 
which programme they would try not to miss, 79 percent 
said the daily Arabic serials. Documentaries and Western 
series were not scored very highly among the three 
programmes enjoyed most. Documentaries were claimed 
to be among the 3 enjoyed most by only 13 percent of 
the subjects which is an absolute number of 400 subjects 
from a total of 2,710. (It is surprising why the 
Nursing School chose documentaries to get through to 
the pupils in their previous attempts). Moreover,
Western series and Western films were chosen by 19 per­
cent and 20 percent of the subjects consecutively. One of 
the alternatives thought about when considering what type 
of television programmes to put on the air was to import 
"Angels" or some other similar series from the West. 
However there were 3 main reasons why this was not done.
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i) The language problem:
The majority of pupils and people in Bahrain do speak 
and understand English, still, the exact meaning of the 
message being conveyed by a Western film is not usually 
fully understood. The overall plot or picture may be 
grasped, but not the in-depth meaning. Moreover, the 
aim of the programme was to convince the parents as 
well as the pupils about the Nurse's mission , The 
choice of a Western programme might limit the con­
veyance of the message to those who understand 
English only.
ii) Cultural Problem:
Although the programme series "Angels", for example, 
does portray the image of a nurse in a favourable 
manner, there are some sections which, in our culture, 
would look too outgoing or improper. A Nurse who has 
dates and goes out with boyfriends in the evenings 
might give the wrong impression to the parents of the 
pupils involved. It was decided that it is very 
important to present a programme which is conservative, 
brings up no defenses at all and is at the same time 
appealing.
iii) Tastes :
The pupils themselves preferred local or Arabic films as 
compared to Western programmes. When asked what "types" 
of television programmes they liked, did not like or 
did not mind, home life and society problems were liked 
most (80 percent); so were comedies (78 percent), 
school life (65 percent), and Bedouin stories (61 percent') 
and village life stories (63 percent). Musicals as a 
whole were liked a lot, especially Arabic musicals, 
which scored 78 percent. These give a clearer picture 
as to the types of programmes that should be developed.
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AUDIENCE PREDISPOSITIONS - JOB RESISTANCES
Besides examining and making use of the cultural 
elements to determine the development of the themes, 
there were specific job elements, particular to the 
position of the target audience, which were thought 
to be of relevance to theme development as well.
The pilot studies showed a number of disadvantages 
or drawbacks to the nursing vocation itself which 
could be regarded as resistances to the job.
It was decided to find out the position of the pupils 
on those resistances, whether in connection with the 
job itself, or the social status of the job. The 
findings will help us decide what resistances to 
counteract in the programmes.
Frequency tables were drawnup for the items of the 
three dependent variable scales: information about 
nursing, the image of nursing and attitude towards 
nursing as described in Section E. These frequencies 
were done on the pre-test results, which have been 
carried out on the whole target population before 
showing the television programmes.
The main objective of this investigation was to find 
out whether it would be necessary to "convert" the 
subjects to a new position regarding nursing, or 
simply reinforce and strengthen their existing 
positions and provide a new motivation for action.
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(1) Information about the Nursing Vocation:
As Table 5 (p. 357) shows, a very small percentage 
of the pupils know enough about the requirements, 
training and basic information of the nursing voca­
tion. In the majority of cases, less than a third 
of the pupils have chosen the correct answers for 
the questions involved except for two items, one on 
the location of the College, 67 percent correct, and 
the length of vacation period, 49 percent correct.
More than a third of the pupils chose the "don't know" 
category. Answers in the wrong category are all 
relatively high.
This showed that the programmes, to start with, should 
at least try to present the pupils with more basic 
information about the nursing profession.
(2) Image of the Nursing Vocation:
As explained in Section E, this was measured 
in two parts: a scale made up of a number of 
items where the pupils were asked to express 
their opinion as to whether the statement 
was true or false; and a rating scale made 
up of a list of jobs and where the pupils 
were asked to rank those jobs from the most 
prestigious to the least prestigious in our 
society.
Table 6 (p. 358) presents the frequencies 
of the answers for the true-false scale.
The items measuring the pupils' image of 
the job characteristics and requirements 
seemed to show the "desired image". The maj­
ority of pupils did think that the nursing job 
required a good academic qualification - 69.7 
percent, and they did acknovtrledge that it
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involved difficult training, 64.5 per cent.
This seemed to contradict ourprevious assump­
tions, that the population did not realize 
the qualifications required for becoming a 
nurse. It seemed,therefore,that the idea of 
pushing through a "new" image of a nurse as 
the one with academic knowledge will not be a "new” 
image, but a remodelled image.
The ‘items measuring the pupils 
image of the jobs advantages and rewards also see­
med to portray the "desired image". The fact 
that the job helps to gain independence was 
rated true by 82.7 percent of the pupils, the 
fact that it is a secure and sheltered job,
68.5 percent, the fact that it does provide 
opportunities for socializing, 79.6 percent. 
However, the item on career mobility did not 
receive the same consensus. The pupils were 
divided around a third in each category of 
thinking it is true, false and not really being 
sure.
Therefore, besides reinforcing the position of 
the Nursing vocation in relation to independence, 
security and socialability, the situation on 
career mobility has to be clarified and pushed 
in the programmes.
The items measuring the image of 
Nursing in relation to its social status again 
surprisingly showed an inclination towards 
the "desired image". The majority of the pupils 
refuted such statements reflecting rumours that 
the job is perceived as simply a stepstone to
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marriage 69.2 percent, and that it is socially 
not prestigious 62,7 percent, and that nurses 
are not really dedicated 60,7 percent.
This again showd that(contrary to the claims 
of the Nurses that the job is not looked upon 
favourably) the image seems to have the desired 
standing among the pupils, at least.
However, when the Nursing job was compared to 
other jobs in relation to social prestige and 
status, it was ranked "quite low", below 
secretary and air hostess, and just above 
waitress and cookl
TABLE










Therefore, if Nursing seems to have the desired social 
status, from the point of view of the pupils, why are 
they resisting it?
(i) It could be argued that the low social status is 
held by their parents who might influence their 
final decision. So the lifting of the social
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status of Nursing should be directed to parents 
as well in programmes;
(ii) The social prestige table ranks Nursing low, 
which brings us to the argument that whenever 
Nursing is compared to other jobs it is scored 
low, while oil its own, it is all right. 
Therefore, the programme themes should concen­
trate on Nursings’ advantages vs. other jobs.
(5) Attitudes to the Nursing Vocation
The items measuring the attitude 
towards Nursing can roughly be divided into two di* 
mensions, those measuring general job aspects 
and items measuring specific related job aspects.
(See Table 7, page559 )
The items attempting to measure general job 
dimensions showed that quite a large percentage 
of the pupils had favourable attitudes towards 
the Nursing job. The item that the Nursing job 
"has several advantages" was rated favourably by 
80.4 percent of the pupils, 58 percent agreed 
that Nursing is an ideal job, 85.6 percent liked 
the uniform.
However, again when the job was compared to others, 
the concensus was not so high. The item that 
stated why should one choose this job when there 
are better and easier jobs, received an agreement 
of 44.1 percent, 26.4 percent were uncertain and 
only 29.5 percent disagreed.
These findings seem to reinforce the previous 
findings in the connection with the image of 
Nursing :when it is on its own the job is
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looked upon favourably, but when it is compared to 
other jobs it seems to lose ground.
The resistances to the Nursing profession cannot 
be totally examined by general job items, but 
by specific related ones usually portraying the 
disadvantages of the job.
The stand of the pupils on such items would 
probably present a better picture as to what 
resistances are to be specifically neutralized.
Such possible resistances as:
i. Too much discipline is involved;
ii. A heavy responsibility;
iii. Having to carry orders from superiors, eg. 
doctors, matrons, etc,;
iv. Some undesirable aspect (like bed-pans);
V. Work at irregular and unsocial hours;
vi. The routine making the job boring.
Of course, the combination of those, and other, 
resistances, would differ from person to person. 
However, these are the principal ones lor this 
job and the results on the frequency tables were 
as follows: only 25.2% of the pupils declared 
that they disliked the fact that the job involves 
strict discipline, 14.2 percent were uncertain 
and 60.6 percent liked the discipline. 44.7 
percent declared that they disliked the fact that 
heavy responsibility is involved, 26.7 percent 
were uncertain and 27.6 percent liked the respon­
sibility; 39.9 percent declared that they dis­
liked the fact that having to carry orders is
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involved, 23.3 percent were uncertain and 36.7 
percent did not mind carrying orders; 37.1 
percent disliked certain aspects of the job,
34.4 percent were uncertain and 28.5 percent 
did not dislike anything.
As for irregular and unsocial working hours,
38.2 percent declared that they disliked this 
aspect, 28.8 percent were uncertain and 32.9 
percent didn't mind it, and finally, 64.9 
percent declared that the job involved routine 
and was boring, 23.8 percent were uncertain and
11.3 percent disagreed with this routine aspect.
Therefore, discipline and heavy responsibility 
did not seem to be major resistances; however, 
the pupils were divided in connection with aspects 
of the job related to carrying orders, unsocial 
working hours and some other undesirable aspects. 
But, the major resistance that showed up is 
that the job was perceived as routine and 
boring.
These findings strongly suggest that 
the programme themes should reinforce existing 
positions in connection with discipline and 
responsibility, they should clarify further the 
position in relation the necessity to carry 
orders, and portray the other advantages of this 
irregular working hour scheme. But, above all, 
they should re—model the image of a Nursing job as
one which is relatively exciting and challenging, 
different from day to day, and not routine and 
boring as the pupils visualized it»
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( 4) Medical Resistances Factor of Nursing Vocation
The items in this inventory were attempting to 
measure fear or distate to specific aspects of 
Medical Professions.
As the Table 8 (p360) shows, the majority of
pupils indicated that the specific items on 
medical resistances did "bother them a lot".
The highest percentages were, "being in contact 
with infectious diseases" (90.6 percent), "the 
sound of people in pain" (85.7 percent), and 
"seeing victims of an accident" (71.2 percent).
It can be argued that this is expected of every­
one who does not have direct contact with such 
situations on a regular basis, and one gets 
used to those medical aspects "with time".
However, it is obvious from those resistances 
that, if something is to be "avoided" in the 
programme themes and visual accompaniments, 
it should be horrific sights of blood, accidents 
and so on, as these might put off the target 
audience outright.
SUMMARY OF THEME DEVELOPMENT
The television programmes should be directed not only to 
the pupils (target audiences) but also to their parents, 
brothers, sisters and other influential figures. The aim 
is to present a remodelled image of the nursing job con­
sistent with the society's approved cultural norms and 
traditions.
1. The programmes should present the nursing job in a 
culturally and religiously approved role, yet 
relevant to the modern world. The themes should
avoid any aspect that conflicts with culturally 
approved moral and ethical standards. They should 
portray the womens' role in the respected educa­
tional sphere and emphasize the security of the job.
The advantages of the nursing job should be presented, 
especially as compared to other jobs. A job involv­
ing basic health knowledge of use not only at work 
but also for friends, family and in the home. Other 
advantages we should clarify are the position on 
career mobility, chances to go overseas for further 
education, and economic independence, but they 
should be carefully presented within an accepted 
cultural mode.
The programme should emphasize an humanitarian appeal 
of real-life incidents in our society. Horrific 
sights of blood and disasters should be avoided, but 
a low-threat in the message referring to the con­
sequences of ignorance of basic health problems 
should be stirred.
4. The programmes should emphasize how this job was 
appreciated by religion and famous writers, the 
socially approved values of knowledge and education. 
Feelings of personal identity and status should be 
reinforced by the humanitarian appeals and the 
promise of a worthwhile job, and conveying meaning 
to life and existence in making others happy. The 
importance of friends and group integration should 
also be conveyed, together with the College atmos­
phere which is much respected in this society.
The majority of items measuring the image and attitudes 
of the respondents towards the topic showed a favourable 
position (as was discussed in the Job Resistances), so 
they should only be reinforced or remodelled. The aspects 
that should be examined further in the programmes are: 
explanations on career mobility; the irregular working 
hour scheme; subordination to superiors; and the fact 










Certificate required for 
Practical Nurse 17.1 27.1 55.7
Certificate required for 
General Nurse 30.1 31.8 38.2
Years of Training for 
Practical Nurse 22.9 22.7 49.4
No. of years of training for 
General Nurse 17.8 33.5 48.7
Vacation Period 49.8 27.2 23.9
Location of College 66.8 12.8 20.4
Stipend for Practical Nurse 20.0 34.5 45.5
Stipend for General Nurse 20.0 39.0 41.0
Transport Facilities 35.6 16.7 47.7
Hours of work per week
--
19.8 40.5 39.7
Starting salary for Practical 
Nurse 19.7 34.9 45.5
Starting salary for General 
Nurse 12.4 38.3 49.4
Note: The statements are abbreviations of





General Frequencies Before the Programme
ANSWERS %
STATEMENT True
-—  — 1 '  
Not Sure False 1
Requires good academic 
qualifications 69.7 12.2 18.2
Involves difficult training 64.5 16.4 19.2
Provides good opportunities 
for career mobility 37.8 31.3 30.9
Helps gain independence 82.7 10.4 6.9
Secure and sheltered 68.5 19.8 11.7
Provides good opportunities 
for socializing 79.6 10.2 10.2
Not socially prestigious 18.4 18.9 62.7
Rumoured to be a stepstone 
to marriage 10.1 20.7 69.2
Said that choosers are not 
dedicated 23.2 16.1 60.7
J ----------------------- ------------ ---









Agree Uncertain Disagree £stronglylisagree 1
Ideal job for life 29.2 28.8 23.0 14.8 4.2
Advantages several 40.7 39.7 13.4 1 4.9 1.3
Like the uniform 45.6 40.0 4.9 6.7 2.8
There are better 
jobs 17.4 26.7 26.4 19.6 9.9
Like discipline 
involved 25.4 35.2 14.2 1 17.8 7.4
Dislike responsib­
ility aspect 14.7 30.0 26.7 1 20.8 6.8
Dislike carrying 
orders 13.7 26.3 23.3 26.6 10.1
Dislike certain 
other aspects 8.7 28.4 34.4 21.2 7.3
Dislike irregular 
working hours 12.4 25.7 28.8 23.0 9.9
Routine 8c Boring 24.2 40.7 23.8 8.5 2.8
■' - - --- -
NOTE: The statements are abbreviations
of original wordings of questions
N = 2,7850
TABLE 8
MEDICAL RESISTANCES TO NURSING
General Frequencies Before the Programme
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of the original questions
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CHAPTER IX
ADMINISTRATING THE MAIN STUDY
A. THE SCHOOLS (THE PRE-TESTS)
As discussed in the Section dealing with the Pilot Studies, 
it was decided to approach all the potential female candi­
dates for the nursing vocation for the Main Study.
This involved
Number of schools : * 16
Number of classes : 92
Number of pupils
(see page 268 for complete description)
Type and Location of Schools
All the sixteen schools involved were run by the Ministry 
of Education. Three of the schools contained Secondary Class 
pupils only and they were located in the main towns. two in 
the Capital, Manama, and one in the second largest town, 
Muharraq. They contained three Secondary Class levels (as
described in Chapter VIII).
Two of the schools contained a combination of Secondary and 
Intermediate Class pupils. They were also located in the 
main towns: one in the second largest town, Muharraq, and 
the other in the third largest town, Issa Town.
Some of the eleven other schools were only made of Intermedi­
ate Class levels, while the others were a combination of 
Intermediate and Primary Class levels. They were located 
all over the island, five in the capital and its suburbs,
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three in the second largest town, and the rest in the 
other towns and villages.
It has to be explained here that most of the higher level 
of schooling - that is, the Intermediate and Secondary Class 
levels - are centralized, with the majority of the schools 
found in the capital or major towns. However, primary level 
schooling lor both girls and boys is distributed in almost 
©very corner of the country.
The reasons for centralization are probably twofold
1. The capital is very densely populated and 
contains almost hall of the population of 
the whole country;
2. The majority of the teachers prefer to live 
in the capital or the major towns.
Even more relevant is the fact that Bahrain is relatively 
a very small country, and communication to and from one 
area to another is not a serious problem. This fact - the 
size of Bahrain - has to be kept in mind continuously.
Classroom Climate
The teaching system is formal, the pupils stay in their 
classes while the teachers change for each specific subject. 
Each class still has its own form teacher, responsible for 
all the other problems of the class. There is also a lady 
in each school responsible lor all extra-curricular activities. 
Those ladies were assigned to be the Supervisors for this 
study in each school. (This will be further explained later).
Class Size
Because of the rapidly-growing number of children of school 
age, the majority of the classes are quite large, especially 
the lower levels of schooling. The mean number of pupils
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in the Second Intermediate Class for that year (1977) 
was 35, with a range of 3 1 - 5 6 .  The two largest classes 
(55 and 56 pupils in each class) weiein the village-town 
of Sanabis, and this was the only school for girls in that 
area. The mean number of pupils in the Secondary level 
classes for the year 1977 was 29, with a range of 2 0 - 4 4 .
Session Timing
Teaching starts at 7.45 a.m., each class session involving 
45 minutes. The timing is as follows:-
7.45 a.m. - 10 a.m.
10.00 a.m. - 10.45 a.m. 





As there were 16 schools and 92 classes, it would have been 
very difficult for the researcher to supervise each class 
individually. However, the researcher wanted to ensure 
maximum reliability in the answering of the questionnaires. 
The agreement with the Ministry of Education ensured 
excellent co-operation from the Headmistresses and class 
teachers of the schools. In the discussion of the design 
of the research (Chapter VII) , it was argued that it would 
be more desirable to have the whole research carried out in 
the normal everyday surroundings of the pupils, and to avoid 
uprooting them and putting them into a laboratory-type 
situation, like an Examination Hall.
The decision to allow the class teachers to administer the 
questionnaires was meant to help maximize the natural 
surroundings versus introducing a stranger into the class 
(the researcher). On the other hand, a lot of effort has 
been made to make sure that no possible bias was created 
by the pupils' fear that the teacher might read their
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answers. As it was explained in the Pilot Studies, each 
pupil had an individual code number - no names were 
required - a statement emphasizing anonymity at the 
beginning of each questionnaire, and all the questionnaires 
after completion were sealed in front of the pupils before
leaving the class.
To ensure objectivity, it was also necessary to make sure 
that the teachers did not help the pupils in any way, and 
that the questionnaires were administered in a specific
manner.
So, before the questionnaires were distributed to the schools, 
the researcher visited each school individually and had long 
discussions with the Headmistressses and the class teachers 
involved, plus the lady responsible for extra-curricular 
activities. The researcher drew up two very detailed infor­
mation sheets to be discussed and given to each class 
teacher concerning the procedure for administration.
To organize the administration of the questionnaires, it 
was agreed that each Headmistress or extra-curricular 
organizer of the school would introduce the study to each 
class individually. (This, it was argued, would make the 
pupils more conscious of the importance of the research). 
Then, each class teacher would be responsible for distrib­
uting the questionnaires to her class, explaining the 
instructions, giving examples and answering any relevant 
questions,
On the completion of the work, she would collect the 
questionnaires, put them in an envelope and seal them in 
front of the class.
Although each teacher was presented with detailed sheets 
of information about everything regarding the procedure 
above, the researcher emphasized several times during those 
meetings the importance of the objectivity of the research
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for its success. The researcher explained that it was 
necessary to follow the instructions to the letter, to 
encourage the pupils to give their own points of view 
and take their time in answering. The teachers were 
referred to the several examples given in their instruc­
tions to avoid pitfalls when asked leading questions.
The whole version in its original Arabic form is attached
at the end of the thesis.
The instructions given to the teachers involved basically 
the following points
1. An introduction to the research which was read to 
the pupils by the Headmistress of the school, or 
the extra-curricular organizer.
The text introduced the researcher as a Bahraini 
Ph.D. student carrying out research in connection 
with women in our society. The research, it was 
explained, mainly involved 3 aspects:
a) finding out our problems and ways to help
our female pupils towards vocational guidance;
b) finding out how our pupils use the media and 
their tastes, etc;
c) finding out their personal points of view about 
womens role in our society, their schooling and 
work prospects.
It was Qnphasized that a lot of time and effort had 
been put into preparing this study, and that the 
researcher would be grateful if the questionnaires 
were answered frankly and with care and interest.
It was explained that anyone interested in further 
information could contact the researcher at a specific 
telephone number - or talk to her when she came to 
visit the school.
The teachers were asked to re-emphasize the importance
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of answering the questionnaires carefully. They were 
also asked to tell the pupils that, during the admini­
stration, the researcher would visit them individually 
to ask for any specific interests or questions. Each 
pupil was given a code number which she was asked to 
keep in a safe place until the end of the research.
The teacher was asked to explain that this individual 
code number ensured the anonymity of the pupil as no 
names were involved, and this meant that the pupils 
should state their frank opinions always.
2. The second sheet of instructions contained a "point- 
by-point" description of the procedures required to 
administer the questionnaires of the study. This 
briefly involved instructions on how to enter the 
pupil's individual code number, the school number and 
the class number in the space allocated on each 
questionnaire. It included reference to some printing 
errors for correction, examples of the way to answer 
each questionnaire and the different types of questions 
involved.
3. There were further instructions to remind the teachers 
not to give answers to the pupils, but to help them 
(if necessary) by giving examples. They were asked
to emphasize that the pupils should attempt to answer 
all the questions and to avoid leaving blanks. The 
teachers were also alerted that the pupils might 
find that they did not know the answer to a number of 
questions in the Information questionnaire. The 
teachers were cautioned to avoid answering those 
questions, but to ask the pupils to guess the most 
reasonable answer, otherwise to tick the "don't know 
category.
The teachers were advised to try to keep the atmosphere 
during administering those questionnaires quiet and 
relaxed, and to discourage the pupils from discussing
367
the answers with their neighbouring friends. 
As discovered during the Pilot Studies, some 
pupils take a much longer time to complete 
an individual questionnaire than others. The 
teachers were advised to find a way to keep 
those pupils busy while the others quietly 
completed their papers. Before collecting 
the completed questionnaires, the teachers 
were asked to remind the pupils to check that 
they had filled in their own number, plus the 
school and class numbers. Then the pupils 
were told to retain their code numbered cards 
for future tests. The teacher was also asked 
not to forget to seal the envelopes provided, 
with the completed questionnaires inside, in 
front of the class.
The Pilot Studies played a major role in determining 
how those instructions were organized, and how to avoid 
problems and pitfalls. Utmost care has been taken to 
make the questionnaires easy in relation to content, 
language and readability, as well as interesting in the 
way the questions were presented. Besides, the order of 
presentation of the questionnaires was done in such a 
way that no two boring questionnaires followed each other. 
The first questionnaire to be given out was the one on 
womens' role; as this was a subject of interest to the 
pupils, it was hoped that this introduction would spark 
off the interest for the rest of the study. The last 
questionnaire given out was the one on general background 
information. The reason for keeping it to the end was to 
avoid possibly antagonizing some pupils at the start of 
the study with requests for personal information.
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nate and Timing for Presentation of Questionnaires
It would have been ideal if a whole day had been allocated 
to answering all the questionnaires. Primarily, this would 
have overcome the problem of absenteeism. As each question­
naire took approximately 30 minutes to be answered by the 
younger pupils in the Pilot Studies, there would have been 
plenty of time to answer the questionnaires (eight in number) 
and have breaks in between.
Initially, permission was asked from the Ministry of Education 
to have such a day allocated, as this would present an ideal 
situation. However, the Ministry did not show much enthusiasm 
for the idea, and emphasized that the final decision should 
be referred to each Headmistress and school to suit their 
individual schedules.
The discussions with the Headmistresses and teachers of the 
schools also showed little enthusiasm about a whole-day 
allocation. The Headmistresses of the Intermediate Class 
pupils argued that the pupils might become bored, tired 
and less enthusiastic with time. Therefore, giving them 
the questionnaires over a number of consecutive days might 
produce better results. The Headmistresses of the Second­
ary Class pupils were strongly against a one-day project. 
They argued that the pupils of those classes were in their 
final year of schooling and their examinations for the 
General Secondary Education were at the end of June: there­
fore, they were under a very tight time-schedule - it would 
be more advisable to fit the questionnaires into four con­
secutive days during school subjects which could be missed. 
Although this argument would mean 'absenteeism', the 
researcher had to agree to the arrangements proposed by 
the school staff involved. However, the researcher wanted 
to avoid interaction among the pupils of a specific school 
regarding questionnaires given to one class, and not yet 
to another. Therefore, agreement was reached with the Head­
mistresses to have the same questionnaires given out either 
before or after the mid-morning break for all the classes 
of one specific school.
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Absenteeism
As the questionnaires were not all answered on the same 
day, obviously there was some absenteeism and some pupils 
did not answer all the questionnaires. However, as the 
number of pupils to start with was quite large, this did 
not create any major problems.
School Visits
The researcher did manage to visit each of the 92 classes 
individually and introduce herself, and enquire as to whether 
or not the pupils had any questions, comments etc. They 
were also thanked personally for their help and co-operation. 
The researcher also asked the pupils to contact her if they 
were interested in the research and needed more information. 
The teachers later commented that this personal contact 
increased the interest of the pupils in the study.
Comments
The researcher got together with all the class teachers, 
extra-curricular organizer and Headmistress of each school 
after the completion of the questionnaires and asked if there 
were any comments - for example, about boredom, fatigue, 
difficulty etc. The teachers of the classes said that, 
because this was the first thing of its type done by the 
pupils in school, the majority of the Intermediate Class 
pupils showed great interest and enthusiasm; the teachers 
saw a number of pupils go over their questionnaires check­
ing them in case they had missed anything, with obvious 
concern. Some of the pupils enjoyed answering the questionn­
aires so much that they asked if there were any morel 
Some teachers said that a few of the pupils, to start with, 
were worried in case this was a test, but when the teachers 
explained that in the majority of questions there was not
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necessarily a right or wong answer, but their opinion of 
what was right or wrong etc., their fears subsided.
-t©a,chers explained that the Intermediate Class pupils 
asked no specific questions about the researcher herself, 
but the Secondary Class pupils did. Some were also concerned 
about their tight schedules, and it took some persuasion 
to convince them that the questionnaires were, for them, a 
change from serious book-work, and it provided one of the 
few chances they would have to express their frank opinions.
When the researcher visited those classes, some of the pupils 
asked for information about vocational guidance, and some 
said they would be interested to know the results.
The working atmosphere as a whole was relaxed (especially 
at the Intermediate Class level). The Headmistresses, extra­
curricular organizers and teachers were all extremely help­
ful, and the general reaction from the pupils regarding the 
study was one of curiousity and interest.
Questionnaire Checking
At the completion of the questionnaires, the researcher 
collected the 25,808 questionnaires from the 16 schools. 
Together with four volunteers, they were all re-checked 
in relation to the completion of the subjects' number, 
class and school. They were then taken to the Statistics 
Department (computer services) to be transferred onto 
punch cards.
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B. THE TELEVISION PROGRAMMES
The main objective in designing the television programmes 
was to produce programmes about nursing that were realistic 
yet interesting, and at the same time reflecting true 
culture-bound situations. It was intended to avoid the 
dull, documentary type of programmes, and to avoid the 
blatant propaganda-type message.
After a lot of thinking, it was decided to ask the student 
nurses in the Nursing School to write "short essays" 
telling the reader why and how they became nurses. No names 
were requested, so the students were encouraged to be very 
frank and open. Within one week I received 23 short essays, 
some written in Arabic and some in English. It was sur­
prising how useful those essays were, and it was some of 
those life stories that were made into the television 
programmes.
The majority of the essays seemed to revolve around four 
types of situations:-
1. Accidents:
They mainly involved a family member or friend, 
e.g. road accidents (very common in Bahrain); a 
family member suddenly taken ill and dying in 
hospital, or being saved; a pregnant friend pre­
maturely in labour, etc.
The questions the students asked themselves 
in such situations were mainly of two types:
a) SAVING LIFE - what could I have done
- how could I have helped 
They continued that they found in nursing a 
way to help save life, not only in hospitals 
but at home, on the road, in schools, in 
industries; they can help children, neighbours,
friends, etc.
372
b) WANTING TO KNOW - why did a specific person die?
- why was it too late?
- why is there lack of trust in 
the doctors we have, and fear 
of the hospitals?
- why do we have hereditary diseases?
i .  Incidents:
A childhood experience in the hospital and a nurse's 
help,
A film or book initiating childhood interest.
Living near a hospital - impressed by nurses passing 
by.
Having relatives or friends in nursing and wanting to 
be with them.
Impressed by the interaction of doctors and nurses,
3, Opportunity
Wanting to become a doctor, being unsuccessful and 
subsequently Joining nursing.
Last choice, wasn't accepted anywhere else.
Wanting a chance to go abroad for further education, 
having a cousin who got this chance through nursing,
4. Justification for Joining
Psychological satisfaction ~ "All Jobs are tiring, 
but some are worthwhile and give meaning to life, 
as opposed to those who revolved around self and 
material interest only."
Country needs nurses - Joined to help save country 
and people.
Those were the main reasons for Joining nursing. The majority 
of the students declared that they faced resistance at home 
and that they found the first year of training very difficult 
and laborious, specifically the English language and the
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medical aspect.
Some stated that they learned self-reliance and patience, 
and that they found nursing was not a machine-like job 
but needed understanding of patients' needs, personalities, 
etc. Some stated that a nurse had to be a teacher, a social
worker and a friend.
From the above essays, four incidents were found interesting 
as they had a dramatic appeal, and at the same time were 
true and could convey the message integrated with a lot of 
information.
A script of the suggested stories was drawn up, designed to 
integrate the relevant information and the themes as discussed 
in the development of programme themes (page 32^)* A summary 
of the findings from the pre-tests was also prepared, taken fr­
om the same section, and all were presented to the supervisor 
and producer. , pointing out what should be emphasized or 
avoided, and the 'overall idea' of how the programme should
be done.
In April 1976, one year before the field study was carried out, 
permission was sought from the Ministry of Information to 
broadcast such a programme. In October 1976, arrangements 
were finalized, a supervisor was assigned for this programme, 
and the time assigned was as follows:
March 1977 - design the programmes
April 1977 - put the programmes on the air.
The researcher kept to the schedule only to find that (due 
to an overload and backlog of work, the supervisor explained) 
the programmes could not be completed and put on the air 
before June 1977, As the Ministry of EducatioiB deadline for 
post-testing (administering the final questionnaire) was 
May 5th 1977, and the schools actixally closed on June 3rd, 
this would have meant a total .loss of effort and money on
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the pre-testing work for that year. An emergency meeting 
with the Minister of Information was the only way to get 
the programmes started.
The atmosphere of work on the programmes was therefore un­
easy, and under immense pressure from the start. It took 
a lot of explanation and persuasion to make the atmosphere 
relaxed, although the pressure of working in the television 
studios was there all through.
Discussion of the programmes eventually took place. The 
producer (an Egyptian), supervisor (British), and the 
researcher spent several sessions discussing the researcher’s 
findings and suggestions for programme design, taking into
account :
1, A deadline to adhere to;
2, Limited material means;
3, Limited technical facilities;
4, No professional actors or actresses available;
5, Adhering to the researcher's findings and 
suggestions on the themes.
The Final Decision
1) To make five 10 to 15 minute programmes to be put
on the air once a week, over a period of five weeks, 
each having a different story but revolving around 
the same theme; the last programme would be a 
finals.
It was agreed that the programmes should be relatively 
short, yet frequent tius avoiding boredom and attracting 
further viewing.
The researcher wanted the programmes to be broadcast 
Just before the daily Arabic serial broadcast at 7 p,m, 
every evening and which attracted over 90% of the
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target audience. Having the programmes before, 
rather than after, the daily series was meant to 
avoid the problem of 'closure' as discussed on 
pages 195“19^*
However, the issue of peak-hour presentation was 
not agreed upon and remained undecided at this 
stage.
2) The first four stories would be dramatizations of the 
chosen essays written by the student nurses. The last 
programme would be an interview with some Bahraini 
nurses who had just come back from studying abroad, 
and therefore had experience of a lot of upward 
mobility in their careers. It was agreed that, as 
the interviews went on, extracts from the previous 
programmes would be shown in the background.
The fact that the four stories were true would be 
emphasized. However, the message would be conveyed 
in the story with no specific reference to the fact 
that this programme was intended as a recruitment 
campaign.
The message would also be conveyed through an 
emotional appeal, but at the same time a reasoned 
analysis of the problems as well as relevant 
information would be included.
A low-fear threat would also be conveyed in the 
message. The threat would reflect the fact that 
what those stories said could happen to any of us. 
However, it was agreed to avoid horror views of 
blood or accidents as dicussed in the previous chapter.
The last programme would contain the presentation of 
facts and information, but the extracts of the films 
in the background would add some emotional flavour to 
the message.
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Each story would correspond to one true social 
problem, and would show how nursing can provide 
an answer to it.
3) Presentation:
The programmes were called "The Merciful Hearts", 
which sounds much more dramatic in Arabic than it 
does in English! Several other titles were considered; 
"The Lady with the White Robe" was one possibility, 
but it was dropped because there was another Egyptian 
series with a similar title, and nurses could be 
males as well. "The Angels of Mercy" was also con­
sidered, but it was dropped as it was too familiar 
a cliché, and not original.
The format for the four stories was agreed to be the 
same.
a) The beginning: a saying taken from an Arabic 
writer about a nurse ;
b) The middle: the story of that nurse;
c) The ending: a verse from the Holy Qura'an linked 
to the theme of the story.
The visual accompaniments of each section were left 
to the producer to create. It was emphasized that 
the beginning (at least) should be attention-catching 
to create interest in the programmes, and as they were 
short, it was hoped that there was less fear of their 
being abandoned half-way.
The ideal way of producing those programmes was not 
feasible.because there were no professional actors or 
actresses in Bahrain, Those who could take part 
in the programmes had to be ordinary people. After 
a great deal of argument, it was decided to ask the 
student nurses who had written the chosen essays to 
act their parts.
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Actually, "acting" was out of the question. There was 
no time to train those girls, and as we did not want an 
artificial presentation (which is common for local pro­
grammes) we had to think of another way of presenting 
the programmes.
The girls who wrote the stories were approached, but 
only one (after a lot of persuasion) agreed to act her 
part. Although it was explained to the girls that the 
programmes were rather conservative, they declined, 
and we had to depend on other volunteer student nurses 
who agreed to take part.
Although this final group was not ideal,(looks etc.), they 
were representative of Bahraini society.
The researcher and producer agreed that the best way 
to present the programmes and yet avoid artificial 
situations was to have the nurse involved in the story 
do her usual work in a specific hospital ward - the 
Nursing School or College; the Maternity Hospital or 
the village clinic - while the story is being narrated 
in the background. This became the basic format for 
the programmes.
At first, it was decided that the student nurses should 
also narrate the stories themselves, but as the nurses' 
voices and presentation was not good enough, it was 
agreed to allow Bahraini female news broadcasters to 
narrate the stories as their presentation was good.
Although the design of the programmes, was agreed upon, the 
scripts finalized, the nurses to take part in the films con­
tacted, and permission from the Hospital Authorities for 
filming received, several difficulties were still encountered 
when filming.
Some of the problems faced were due to technical shortcomings, 
punctuality of workers, other emergency Government projects,
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and so on. It would not be feasible to explain here the 
problems faced, which are typical of most developing 
countries. However, those difficulties meant that the 
schedule for the five films designed could not be com­
pleted before the deadline. We had to improvise. It 
was agreed that three programmes could be completed, 
two 15-minute programmes and the final programme of 30- 
minutes, Because of the problems faced, special permission 
was granted to broadcast these programmes during peak-time 
viewing. Last-minute reorganization had to take place to 
transfer the information distributed over the five pro­
grammes to the three chosen ones. The design, format and 
major themes were kept as before, only the extra 
information included in the two stories on the village 
clinic, maternity and eye hôpital had to be added to the 
other programmes so the only losses were two interesting 
stories. However, there was no alternative at this stage 
and within the means and time available, this was the best 
that could be done.
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THE GENERAL PROGRAMMES’ CONTENT
(A complete version oi the original scripts as produced in 
Arabic is attached at end of thesisAlthough the films were 
in colour, the stills presented at the end of this Section





The Visual A c c o m p a n i m e n t  The Recorded and Natural Sounds
Shot of a student nurse 
passing through the 
beautiful hospital 
gardens (see still 1)
The Arab writer’s selected saying about 
a nurse (in a deep, slow, echoey voice)*
Close up to nurse•s face The story begins. The student nurse 
entering childrens’ ward narrates her story as if remembering...
Shots of the childrens' 
ward, the children, the 
togs, the colourful 
walls, the total surr­
oundings.
Shots of the Nurse at 
work:
- Talking to patients 
while tidying beds
- Helping doctor check
a little frightened and
The story was about a pupil who had a 
good job at a bank and was generally 
contented. She relates how fate trans­
formed her life as a result of a car 
accident to her youngest brother. She 
relates in detail how the accident 
happened and how she was involved. She 
explains how not being able to help 
save her brother at the site of the 
accident and her later experiences with 
him in the childrens' ward had reversed 
her attitude towards work completely.
Her job never meant the same to her 
again. She questioned her own usefulness, 




crying child (see 
Still 2)
- Feeding children
- Soothing children 
(see stills 3 & 7)
- Reading comics to child 
(see still 3)
- Checking plasma infusion 
(see still 4)
Shot of childrens* smiling
faces
She explains how she left her job and 
joined the College of Health and Sciences, 
and after graduation, specialised in 
Paediatrics. (Here a lot of step-by-step 
information of how she joined and what 
she did was included).
Her last words were how useful she felt 
(now), not only at work, but everywhere 
and always, and how good it felt to bring 
back the smile to every child’s face...
Nurse pushing a paralyzed 
child in a pushchair 
along hospital balcony 
(see still 6)
Qura'an verses in a deep, slow, echoey 
voice.
Note:
All through the recorded story there were 
intermittent live sound of children cry­
ing, laughing, asking questions; a nurse 
talking, telling story; doctors talking 
and other hospital sounds. There was no 
music in the background, so there were 
some quiet moments.
General content of Arab writer’s saying:
He explains (in rhetoric Arabic prose) that if he could give 
all he owned to the Lady in White, he could not repay her 
for her care and love , . . she brought him hope and 
solicitude . . . she reawakened his trust in life , . . how 
rare it is to find someone who gives, and doesn’t expect much 
in return , . .
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Programme 2: "What happened in our Home?”
The Visual A c c o m p a n i m e n t  The Recorded and Natural Sounds
shot of the same nurse as The Arab writer's selected saying about 
in Prog. 1 passing through a nurse (same text as in Programme 1) 
the hospital gardens,
(There were no close-ups 
so it was only a symbol 
representing the theme)
Shot of nurse giving an 
old man a glass of water 
for the pills in the 
Surgical ward (see Still 8)
Live sounds
Nurse taking patient’s 
pulse while he talks 
of his problems, (see Still 9)
Live sounds
Close up of nurse's 
face.
Intermittent shots of 
nurses working in the 
ward, the old man talk­
ing and the nurse’s 
face.
The story begins. The student narrates 
her story while looking at the man kindly 
as if remembering.... she explains how 
she came to choose nursing. She talks of 
how her "father" died during an operation. 
The doctor explained how he could have 
been saved, had the family been aware 
of the seriousness of his condition and 
brought him for treatment earlier. The 
state of fear, distrust, disappointment, 
lack of knowledge, and helplessness 
bothered her ever since. When her 
mother's grief led to her falling ill too, 
she used all her powers of persuasion to 
help overcome her mother's fear and dis­
trust of hospitals. With her mother in 
hospital, she had the chance to get in 
contact with those working there, and this
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Programme 2: nWhat happened in our Home?*'
The Visual A c c o m p a n i m e n t  The Recorded and Natural Sounds
Shot of the same nurse as The Arab writer's selected saying about 
in Prog, 1 passing through a nurse (same text as in Programme 1) 
the hospital gardens.
(There were no close-ups 
so it was only a symbol 
representing the theme)
Shot of nurse giving an 
old man a glass of water 
for the pills in the 
Surgical ward (see Still 8)
Live sounds
Nurse taking patient's 
pulse while he talks 
of his problems, (see Still 9)
Live sounds
Close up of nurse's 
face.
Intermittent shots of 
nurses working in the 
ward, the old man talk­
ing and the nurse's 
face.
The story begins. The student narrates 
her story while looking at the man kindly 
as if remembering.... she explains how 
she came to choose nursing. She talks of 
how her "father" died during an operation. 
The doctor explained how he could have 
been saved, had the family been aware 
of the seriousness of his condition and 
brought him for treatment earlier. The 
state of fear, distrust, disappointment, 
lack of knowledge, and helplessness 
bothered her ever since. When her 
mother's grief led to her falling ill too, 
she used all her powers of persuasion to 
help overcome her mother's fear and dis­
trust of hospitals. With her mother in 
hospital, she had the chance to get in 
contact with those working there, and this
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helped form her decision to join nursing. 
She explains how she realized it was hard 
work, but she would rather do this than 
live in a state of ignorance and helpless 
ness.
Shots of College build- She relates how she joined the College of 
ings and interior. Health Sciences.
Shot of class in session She explains how she was impressed by the
(see still 10) amount of information she was gaining. 
(Life sounds of Class in session).
Shot of language lab- A chance to learn English.
oratory (see still 12) (Live sound of tape in laboratory).
Shot of coffee room, 
nurses socializing 
(see still 11)
Shot of College Library 
(see still 13)
Made some of her best friends,
(Live sound of nurses chatting).
Curiosity led to more and more seeking 
of information.... .
Last words - "How wonderful it is to 
know...."
Back to nurse helping 
fatherly old man in 
hospital
(see stills 8 & 9)
Qura'an verses.
(This programme included music in back­
ground) .
Programme 3: The Interview
(A popular Bahraini female broadcaster was chosen to carry out 
this interview).
The Visual A c c o m p a n i m e n t  The Recorded and Natural Sounds
Shot of the same nurse as 
in Progs, 1 & 2 passing 
through the hospital 
gardens, (There were no 
close-^ups, so it was only 
a symbol representing the 
theme)
Selected shots from the 
previous two programmes
Camera directed to broad­
caster and nurses
The Arab writer's selected saying about 
a nurse (same text as in Programmes 1 and 2)
The broadcaster introduces this interview 
as the last in the series "The Merciful 
Hearts", relating that the first two 
programmes in the series were true 
stories that actually happened to the 
nurses involved. She explains that the 
programmes were directed to our young 
generation and parents to make them 
aware of some of the problems of our 
society, and more specifically to direct 
"their attention to the humanitarian, 
academic and cultural aspects of the 
nurses' job’ She then described briefly 
the aspects of the job dealt with in the 
programmes and adds that there are still 
several questions that would arise about 
nursing .
She then introduces the four nurses who 
were going to deal with those questions 
and explains that they are four out of 
the ten i^urses who have just arrived 
from a training course overseas.
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Intexmittant shots from 
previous prograMnes ss 
related to topic 
discussed
She then starts questioning the nurses. 
The interview revolved around the 
information, attitude and image 
questions as presented in the question­
naires of the study. Information 
questions, like academic and training 
requirements, vacation period, etc. 
Attitude questions like the necessity 
for the discipline involved in the job, 
how to cope with the irregular working 
hours and whether the job involved a 
boring routine. Image questions like 
the social prestige of the job, social­
ization opportunities and security. • .
Ended the interview by asking the nurses 
of their adventures overseas.
(There was music in the background at 
the beginning and end of programme)
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As it was explained earlier, the series "The Merciful Hearts" 
was initially intended to cover five programmes. Although 
the last two programmes were not completed on time for this 
study, it is interesting to note the stories chosen for those
last two programmes.
Programme 4 was the true story of a village where there was 
an emergency maternity case. It was intended to stress the 
necessity for midwives, especially residents of remote 
villages, and work at village clinics.
Programme 5 was the true story of a school-girl who spent 
quite some time in the hospital suffering from an eye ailment. 
The loving care of a nurse helped her recovery. It was 
intended to show the diverse fields of specialization avail­

















The main results of the effectiveness of the television pro­
grammes in relation to the main sample are discussed in the 
following Chapter.
However, a panel study was carried out concurrently with the 
presentation of each programme to obtain some informal ‘'feed­
back" in connection with each of the programmes, and to check 
that they were conveying the intended message.
It was very difficult to decide who would be the subjects for 
this study. It was agreed that no attempt would be made to 
approach the target population, as they were all assigned to 
the main experimental study. On the other hand, the subjects 
chosen had to be very similar to the target population if they 
were to represent the same views. It was finally decided to 
choose two classes in one of the largest schools. The school 
chosen contained a combination of town and non-town pupils, 
and it had a diverse combination of class levels and a large 
playground. It was hoped that interaction between these 
subjects and the target population would be minimal. Ideally, 
it would have been preferable to choose a school where none 
of the target population were tested. However, although 
three such schools existed, the specific catchment areas of 
those schools meant that their pupils were not representative 
(very rich and very poor).
The levels of the classes chosen was another problem. However, 
as explained in the preliminary studies, it was more appropri­
ate under such circumstances to choose a class of a lower 
level. This would at least show whether the programmes had 
been understood. So two class levels, a first intermediate 
class and a second secondary class, were chosen (both one 
level below that of the target audience).
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The pupils in those two classes were approached by the 
researcher and it was explained to them that they were 
chosen to act as "critics" of some television programmes 
that were going to be put on the air soon. All they had 
to do was to view the programmes assigned, and encourage 
their family to view as well, and the researcher would 
then meet them after each programme during school breaks 
and ask about their points of view. It was emphasized that 
the interviews were not tests. They were meant to help the 
interviewer to find out what these programmes conveyed, and 
how they understood the message.
The researcher explained that she would sit in a specific 
place in the school playground during breaks and after 
school, and the pupils would come in groups and discuss 
the programmes.
Initially, 49 pupils were supposed to be interviewed, but 
in all only 27 showed up.
Although we lost almost half the intended subjects, we 
intentionally avoided forcing answers from those who did 
not want to give their points of view, as they might not 
have seen the programmes and might Just make up answers.
The sole intention of those interviews was an informal dis­
cussion to find out the pupils' subjective reactions to the 
programmes.
The reactions from those who did see the programmes were 
very interesting and useful. The interview generally involved 
such questions as: what they thought each programme was trying 
to say, whether the contents were informative and interesting, 
whether the idea was original and the production entertaining 
and well presented, whether the actresses and presenter per­
formed well. They were also asked what aspects they thought 
could be added to make the programmes more effective. At the 
end of the series, they were asked which programme they liked 
most, their families' points of view, and what aspects of the
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programmes were most effective and why. All the interviews 
were taped, but the researcher also had prepared forms on 
which important points were jotted down.
The researcher inverviewed the pupils the day directly 
following the airing of each television programme. The 
programmes were broadcast on three consecutive weeks 
(one each week). Therefore, the pupils were interviewed 
three times before the final post-tests were given to the 
target population.
Results
Of the 27 pupils who took part in the Panel Study, 11 were 
secondary level and 16 were intermediate level. Around 
half of each group saw all the programmes (5 secondary and 
7 intermediate), and half of the rest saw 2 programmes (3 
secondary and 5 intermediate). The rest saw only one pro­
gramme ,
Strictly, in a panel study, the same subjects should be 
interviewed at several points in time. Although the initial 
intention of this Study was to test the same 49 designated 
pupils three times, only 12 pupils were seen three times, 
while another 8 pupils twice.
Programme 1: The Accident
Understanding of Message - Generally the message seemed to 
be perceived the way it was intended to be. The programme 
was said to portray a humanitarian job and how to help those 
in need; how the medical people work inside the hospital; 
how a nurse helps patients and children. An example of some 
of the answers shows that the message was understood exactly 
as intended.
"This accident is a fact from our society and what 
we should do about it";
"A pupil's choice of humanitarian instead of material 
job";
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"Need to know how to act in emergencies, save life, and 
bring back hope to people".
One intermediate pupil said: "... makes us appreciate 
nursing and to tell people to drive slowly"’!
It was generally agreed that the contents of the programme 
were informative and interesting. One pupil explained that 
she was so much affected by the girl's story that she did 
not concentrate on the information provided through the story.
They all said that the idea was very original. The overall 
presentation of the programme was said to be good, especially 
the beginning with the nurse in the garden, and the saying 
about the nurse - and the end, when the nurse was pushing 
the child in the pushchair with the Qura'an verses being 
recited in the background.
Specific Criticisms
a) No background music;
b) Girl's story sometimes not co-ordinated with 
the visual presentation;
c) The presenter telling the story: her voice 
and way of presentation was criticised by some.
However, some others said they liked the presenter's voice 
and the story, and they thought that the fact that there was 
no background music was very effective.
They all agreed that the programme was interesting, enter­
taining and emotionally effective.
The criticisms and points of view put forward were given to 
the producer so as to be taken into account in the prepara­
tion of following programmes. This was possible because, 
while the filming and sound recording of the programmes was 
completed, the final editing and montage was left until a 
few days before broadcasting in order to wait for the feed­
back and criticisms from this Panel Study and some of the 
audience who wrote to the studio.
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Programme 2: What happened to our home?
Understanding of Message:- Generally, the message seemed 
to be received as intended.
Some of the answers were:
"The programme shows us a way to overcome our ignorance 
of illnesses";
"...to know medically what is happening";
"...one answer to all our worries about medical problems"; 
"...learned a lot about the Nursing School and the College
of Health Sciences";
"..shows what ignorance can do".
As the producer did take into account the criticisms from the 
previous programme while preparing this one, there were no 
criticisms in connection with this programme.
The programme was said to be very informative, especially in 
relation to the School of Nursing and the College facilities. 
College life, etc. The story was also said to be very touch­
ing and emotionally effective.
Some pupils said they had not previously realized that such a 
high level of education was required. As explained earlier, 
the education aspect of the appeal was intended to impress 
the father, brothers and families of the potential candidate.
It was expected that this modified image of the nurse might 
increase the pupils' fear of the hard work involved, but it 
would reflect one of this society's respected values: 
education. Moreover, the Nursing School wanted pupils of 
a better academic calibre.
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Programme 4: The Interviews
Understanding of Message: Some of the answers were: 
"...information about nursing";
"... showed a chance to go abroad to learn, and later 
help society";
"...answers many things I didn't know before";
"...puts forward future possibilities and progress for
nurse";
"...realizes opportunities for a nurse";
"...makes one proud to be a nurse";
"...seeing those nurses actually encouraged me to join 
nursing".
There were no specific criticisms about production and present­
ation. The general comments were that the interviews were 
interesting, as the nurses were humorous and attractive, and 
they liked them.
Comparative Discussion of the Programmes
Those who saw two to three programmes (mainly the "stories") 
were later asked which they liked most.
Interestingly, although "The Accident" was criticized for its 
production, the majority of 14 out of 20 said they liked it 
best, perhaps because of its strong emotional appeal. How­
ever, when asked which programme their families liked best, 
"Vihat happened to our home?" was most popular with the 
fathers and brothers, while "The Accident" was again best 
liked by mothers; the sisters were divided between both 
programmes. (The reason why the fathers and brothers liked 
programme 2 is probably because it emphasized the high edu­
cational and college prestige aspect of nursing.)
The interviews in Programme 3 were said to be enjoyed mainly 
for their informative aspects and because of the nurses 
themselves.
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When asked whether they thought the programmes affected their 
families' views about nursing:
2 said they didn’t know;
3 said their parents were not strict and wouldn't 
resist such a vocation;
13 said they thought their parents would definitely 
stop resisting nursing after those programmes;
2 said their parents did have a wrong view about 
nursing before;
1 said that her mother claimed that she realized 
such a job truly needs 'merciful hearts';
1 said her parents said that the programmes show 
nursing as an honourable and decent job.
When asked what aspect of the programmes was most effective:
9 said the Qura'an verses;
18 said the humanitarian, yet true, story appeal;
3 said the information about the job;
2 said all aspects were effective.
When asked the reason for their choice of any specific aspect, 
some answers were as follows:
Qura'an verses -
"...God told us in his book to serve humanity";
"...they prove that nursing is a humanitarian job' ,
"...shows us that humanitarian work is a duty put by 
God to the people";
"...Qura'an supports love of humanity and choice of 
humanitarian job";
"...I like to do anything the Qura'an supports as it 
shows you the right way";
shows us we should help others as nurses or other 
job".
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Humanitarian true story appeal:
I f ...feel doing something for my society as those are true 
stories from our society";
f t ...gives us encouragement to join nursing";
"...shows us what a noble job the nurse does in our 
society";
"...gives us an unconcious feeling of happiness and 
satisfaction in doing such a job";
"...shows us the sacrifice and noble aspect of the 
nurses' job";
Information aspect:
"...explains things I did not know before";
"...explains things I did not like before";
"...shows the future prospects and possibilities for 
a nurse".
When asked whether they would have preferred a foreign pro­
gramme about nursing, some of their answers were as follows:-
"...the language is always a major problem in a foreign 
film";
"...the foreign programmes, although some are very nice, 
like 'Angels', do not reflect the true problems of our 
society";
"...there are some things the foreign nurses do which do 
not convey a nice image in our society";
"...my parents say that they liked the programmes because 
they were true facts from our society, and provided useful 
information";
"...wish nursing was taught in Arabicl";
"...why don't we have Bahraini programmes about nursing, 




Briefly the questionnaire contained the following questions 
and tests
i. individual questions measuring "modernity";
ii. question on job choice;
iii, information scale about teacher and nurse;
iv. attitude scale about teacher and nurse;
V. image scale about teacher and nurse;
vi. questions enquiring: whether they saw the 
television programmes and how many.
The translated iinal version of this questionnaire is presented 
in Appendix F.
Six questions were put at the beginning of the questionnaire, 
five of them are Inkles & Smith (19?^) mini-modernity scale 
and one enquiring which mass medium is trusted most.
As these were a new and different type of question, they were 
intentionally left to be put at the beginning of the post­
tests questionnaire for the following reasons.
a) to draw the attention and interest of the 
pupils;
b) to distract the pupils from the true purpose 
of the questionnaire.
Moreover, it was also intended to find out whether those modern 
ity items were related to "change" in the dependent variables. 
In other words, whether having a "modern vs. traditional" 
outlook (as measured by those items) and trusting television, 
are predictors of change in attitudes.
The dependent variables: information, attitude, image and job 
.choice contained most of the.; questions that were asked in
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the pre-tests.
There was a two and a half month lapse of time between the 
pre-tests and post-tests, and the dependent variables in 
the pre-tests were buried in with a lot of other questions.
It was thus hoped that this questionnaire would not feel 
very familiar. Besides, a number of things were done to make 
this questionnaire feel different:
a. The questionnaires were printed on pink and 
yellow paper and not white, like the pre-tests.
b. The questions in the beginning were new and 
different.
c. The items of the image scale were put in 
question form.
d. The general design of the questionnaires was 
slightly different.
The main intention of this questionnaire was to find out 
whether there was a change in the dependent variables as a 
result of the television programmes. Although this aim was 
basically fulfilled, there were a number of other interesting 
questions that were initially intended to be included in the 
post-tests but had to be left out. The administration of 
the post-test was delayed to the latest possible deadline as 
a result of the problems faced in broadcasting the television 
programmes described earlier.
The class teachers wanted to use the pupils' spare time in 
revision for the exams which were at the end of the following 
month. Therefore, they were not in favour of several questionn­
aires that involved several class sessions.
Therefore, it was decided to condense the post-tests to only 
one questionnaire concentrating on the most important dependent 
variables. Some of the tests that would have been interesting
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to measure both before and after the television programmes 
had to be removed. The main loss was that of having to drop 
out the question on the Rank Ordering of jobs in accordance 
with their social prestige. This test, if measured again 
after the programmes would have added another evaluative 
dimension of the effectiveness of the television programmes. 
This was especially of importance as one aspect of the nursing 
job was that of comparison in social prestige to other jobs. 
Although the question on job choice was also intended to show 
whether nursing held its ground as compared to other jobs, 
the measure of prestige ranking would have presented further
evidence,
We also had to drop the questions on the jobs of air-hostess 
and secretary, which had been planned as controls (measures 
of unintended effects) from before to after the programmes.
The questions on the teachers' job were retained to measure 
the unintended effects, but the original intention was to use 
all three. The idea of using different jobs as controls on 
different questionnaires was considered, but then it was 
decided that, as the teachers' job was the highest in prestige 
if nothing changed in relation to this job, then there would 
probably be no change for the others.
It was also initially thought relevant to find out whether the 
programmes had any effect on the measures of cultural resistances 
(womens' role) and medical resistances. To find out whether 
the television programmes changed the pupils' traditional or 
progressive position on womens' role and whether they decreased 
their distaste of hospital-related aspects would have been 
interesting. However, the programmes were not specifically 
directed to change those aspects, so these measures were left 
out from the post-tests.
Still, the questionnaire was short, precise and measured the 
most important dependent variables as related to this study.
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puestionnaire Administration
Directly after the showing of the third television programme, 
the post-test questionnaires were distributed to the schools, 
to be administered to the pupils.
One of the major worries at this point was to have different 
subjects answering to a specific subject code number. This 
could happen if the subjects forgot or lost their personal 
code numbers of the pre-tests.
To avoid such a mistake, all the questionnaires were pre­
numbered with the subjects' code numbers, class and school 
numbers. Only the headmistress or extra-curricular activities 
representatives had a list of the names and subje.cts' code 
numbers. So the final questionnaires were distributed to each 
class by either one of those ladies so that each subject 
received her correct personal code as in the pre-tests. The 
headmistresses and extra-curricular representatives were asked 
to destroy the lists in front of the pupils after the distrubu- 
tion. The class teachers who supervised the filling of the 
questionnaires were also asked to seal the envelopes contain­
ing the completed questionnaires in front of the pupils to be 
collected by the researcher.
There were no major problems in administering the final 
questionnaire. It seemed that the pupils by then were used 
to answering questionnaires and the maximum time used to 
complete the questionnaire was one hour; the majority com­
pleted it in 45 minutes.
One major disappointment at this stage resulted in the loss 
of around 600 subjects. The researcher was not informed 
before-hand that, in May, there was a considerable amount of 
absenteeism (only from the secondary class level) due to 
preparations for exams.
The biggest worry for the researcher was that this absenteeism 
might create a bias in the results, A discussion with the
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headmistresses and class teachers showed that this absenteeism 
was totally random. Some pupils showed up one day and not
the next.
The date for this final questionnaire had been set by then, 
and changing it would have created a lot of other problems. 
So it was decided to make use of what was available.
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CHAPTER X
RESULTS OE THE MAIN STUDY
Introduction.
The Chapter has been organized into the following sections:
A. SCALE CONSTRUCTION ANALYSIS: A study of the factor 
structure of the items in the measurement scales.
B. GENERAL IMPACT ANALYSIS:
(a) An overall analysis of the effectiveness of the 
television programmes on attitudes, information, 
image and intention to Join Nursing.
(b) An analysis of the comparability of the control 
and experimental groups on the pre-test dependent 
variable measure.
C. THE CONTROL STUDIES: An analysis of the extra-tests 
of control built into the design.
D. INDIVIDUAL VARIABLE ANALYSIS: An item by item analysis 
of the effectiveness of the television programmes on 
attitudes, information and image.
E. COMPARABILITY STUDIES: An analysis of the comparability 
of the control and experimental groups on the demographic 
variables; communication and topic related variables 
and other related variables.
F. PREDICTIVE ANALYSIS:
(a) A study of the relationship of the measured 
variables to "change" in the dependent variables.
(b) A study of the relationship of the dependent 
and other variables measured to the choice of 
Nursing.
Tables of the overall Frequencies of all the items in each 
questionnaire (except for the dependent variable questionnaires) 
are presented in Appendices A—P*The majority of those results 
have been discussed in the previous chapters.
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The Dependent Variables: A Review
As "these sc&les will be referred, to constantly in the 
forthcoming sections, a brief review will help in their 
understanding.
1. ATTITUDE TO NURSING SCALES 
Final Versions;
(a) Factor 1; Disadvantages Factor: 6 items
(b) Factor ?. • Advantages Factor: 4 items
The scale was based on a 5 point Likert scale recorded 
so that the higher the score, the more favourable is 
the attitude to Nursing.
strongly „ D i s a g r e e  Uncertain __ Agree
Not Favourable Favourable
2. INFORMATION ABOUT NURSING SCALE
Final Version: 9 items
Multiple-choice questions with one correct answer, and 






3. IMAGE OF NURSING SCALE
Final version: Factor 1: 7 items
The scale was based on a 3 point scale as to whether 
the statement was True, Not True or Not Sure. The 
scale was recorded so that the higher the score, the 
more favourable the image.
Not True- -Not Sure-
Not favourable Favourable
THE JOB INTENTION VARIABLE
Percentages of the subjects planning to join Nursing 
(as a job) both before and after the television pro­
grammes were measured and presented. (Those percentages 
are presented as compared to 15 other jobs, a "won't work" 
and "Don't know" category.
A description of all the Independent variables can be 
found in Chapter VIII, Section C, and also in the Final 
Card Layout in Appendices M & N.
The Number of Subjects
2131 subjects completed most of the items on the scales both 
before and after the programmes. It is important to clarify 
here that the numbers of the subjects might be different on 
different measures; this is mostly due to incomplete 
questionnaires (missing items)or absenteeism either before or 
after the programmes. The procedure followed for missing 
values was:-
i. where there was a missing value on a specific 
item in a scale, the whole subject's response
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was deleted as each item had to be added to 
make a whole response.
ii. when the subject's response on a scale was 
missing (due to absenteeism) either before or 
after the programmes, the total subject's 
response was deleted as well.
Although this procedure might be argued to reduce the numbers 
considerably, it was decided (to start with) not to alter the 
results in any way (like, for example, to put the "mean" of a 
response in the place of the missing value). As the numbers of 
subjects who had complete responses were still quite large, 
the decision to stick to the original results was adopted.




I-------------- 1-------- --------- -^--«Control Experimentall Experimental 2
The Groups: As a result of selective viewing in a completely 
naturalistic setting, of 3 television programmes put on the 
air, two experimental groups and one control group were 
delineated.
Control Group:
Experimental Group 1 -
Experimental Group 2 -
Subjects who saw none of the televised
programmes. N - 308
Subjects who saw only ONE of the 
televised programmes N - 534
Subjects who saw two or three of the 
televised programmes N - 1,289.
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SCALE CONSTRUCTION ANALYSIS
A description of how the battery of tests under study was 
constructed can be found in the Pilot Study chapter. How­
ever, when factor analysis was applied to some of the relevant 
scales then(to find out what items to retain and to have a 
general idea of the overall structure of the factors involved) 
the results were considered cautiously for two main reasons.—
1. Although the pupils chosen for the pilot study were 
quite similar to the final target audience, they were 
not exactly the same.
2. The total number of subjects (104) was not large enough 
to draw general conclusions.
Therefore, in the main study, factor analysis was applied 
again to the same scales: attitude, social image, cultural 
resistances and medical resistances. As the analysis was 
administered on the entire sample of pupils, it was hoped 
that the eventual matrices would produce more structured 
results of the factors involved.
Factor analysis was carried only on the items designed to 
measure attitudes to Nursing, the image of Nursing, the 
cultural resistances and the medical resistances, as they 
were intended to be used as multiple-item scales for inter­
pretation. It was not thought necessary for this study to do 
factor analyses on the other variables intended to be used 
as single-item measures.
Description of Procedure
Factor Analysis was applied to the items chosen after the 
Pilot Studies to measure the attitude and image towards 
nursing as well as the attitudes towards womens* role 
(cultural resistances) and medical resistances. The primary 
concern was to discover and extract common factors.
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The final tables interpreted were based on orthogonal 
rotation: varimax rotated factor structure after rotation
with Kaiser normalization.
Kaiser's criterion was used to extract factors (Child, 1970). 
All factors having latent roots of one and above were consid­
ered as common factors to start with.
The criterion chosen for determining significant loadings 
was the one suggested by Child (1970). All the loadings 
equal or greater than - .30 were considered to start with. 
Child explained that this suggestion is not based on any 
mathematical proposition except that it represents roughly 
10% of the variance. This is actually a very rigorous level 
for analysis. Burt and Banks (1952) devised a formula for 
tests of significance in factor analysis which accounts for 
adjustments in relation to the number of variables, the factor 








when n = the number of variables in the analysis 
and r = the factor number.
The table for significance levels for Pearson Product Moment 
Correlation coefficient shows that, for a sample size of 
500, the values of correlations required to be significant 
at the 1% level is .115. Although our sample is much larger 
over 500 - we are going to use this level for demonstration.




= .115 r / 10 
iA/ i o  + 1 -  1
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Therefore for factor 1, the standard error of a loading 
should be .115 and above to be considered significant at 
the 1% level.





= .115 1 0 + 1 - 2





These calculations do show that taking a -.30 as a significant 
loading is being very conservative for this study having a 
sample size of over 500.
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Attitude-to-Nursing Scale
The principal factor matrix (before rotation) showed that 
all the attitude items chosen fell into two factors only.
The first factor had an eigen value of 1.5 and accounted 
for 12.8% of the variance. The second factor had an eigen 
value of 0.82 and accounted for 6.8% of the variance.
Although the second factor is below the eigen value of one 
suggested by Kaiser as the minimum base for keeping a factor, 
it was kept for further analysis as no other factors were 
extracted.
Looking at table 9, page ^15»(ihe Factor Matrix after 
Rotation), we find that for factor one, 7 out of the 12 
items included qualify for consideration at the first glance, 
as they have loadings of - .30 and above. They have been 
presented in descending order of magnitude to simplify 
interpretation. All the 7 items have positive signs on 
factor one and negative signs on factor two. All the 7 
itemsi except item 11^have low (non-significant) loadings 
on factor two.which is expected of orthogonal rotated factors, 
it makes interpretation simple. Item 11, "choose when found 
no other job", is not as clear cut as the other items 
with the lowest loading on factor one and a relatively high, 
though non-significant, loading of .23 on factor two*
Looking at factor two, 4 out of the 12 items qualify for 
consideration. All the 4 items have positive signs on 
factor two and negative signs on factor one, and all of them 
have low (non-significant) loadings on factor one.
Item 12 had very low loadings on both factors one and two, 
and therefore it was not considered as part of the factors 
in later analysis.
A speculation about the labelling of those factors brings forth 
two possibilities. In the pilot studies it was explained that
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the items were chosen on the basis of ones accounting for 
general attitude and the others profile attitude. Looking 
at the individual items on factor one and two, it is 
difficult to draw a line between what is general and what 
is specific. There are general and profile attitude dimensions
on both factors.
If we look at another angle, all the items in factor one have 
negative attitude connotations (if agreed with), and all the 
items in factor two have positive attitude connotations. 
Moreover, all the items ha"ve negative signs on one factor, and 
positive on the other. Therefore, the factors can also be 
labelled as dislike/like, or a factor of disadvantages and a 
factor of advantages.
TABLE 9
VARIMAX ANALYSIS OF ATTITUDE ITEMS (ORTHOGONAL)
Rotated Factor Loadings
Item 1 2
1. Dislike irregular 
working hours .53 -.07
2. Dislike the respon­
sibility involved .49 -.01
3. There are better jobsl .43 -.17
4. It is routine and 
boring .40 -.16
5. Dislike having to 
carry out orders .40 -.03
6. Dislike certain aspects .37 .03
7. Advantages are several -.10 .53
8. Like the discipline 
in the job -.00 .51
9. Like the uniform -.03 .47
10. Ideal job for life -.05 .40
11. Choose when found no 
other job. .34 -.24






The principal factor matrix (before rotation) showed that all 
the image items chosen fell into 3 factors. The first factor 
had an eigen value of 1.31 and accounted for 13.1% of the 
variance. The second factor had an eigen value of 0.21 and 
accounted for 2.1% of the variance, while the third factor 
had an eigen value of 0.19 and accounted for 1.9% of the 
variance. Factors 2 and 3 have eigen values that are too 
low to consider seriously, therefore only factor 1 was kept 
for further analysis.
Looking at Table 10, page 4^ 17, (the Factor Matrix After 
Rotations), we find that for factor one, 6 out of the 10 items 
included qualify for consideration, as they have loadings 
of - .30 and above.
Although item 7 has a loading of 0.28, it was decided to 
include it since, as explained earlier, we are being very 
conservative in taking - .30 as the minimum level of signifi­
cance with our very large sample. Moreover, this item adds 
an important aspect to this factor.
All the items on factor one, except for items 1 and 2, are 
"just significant". All except item 2 have non-significant 
loadings on factor two.
The items chosen from the pilot study were those reflecting 
social aspects of the job, job characteristics and rewards, 
as well as some personal characteristics of choosers. It 
seems that factor one congregated all those aspects into 
one factor. So this factor can be speculated to reflect a 
general image factor, and is the only one retained. However, 
it is interesting to note that factor two seems to have 
grouped up the job characteristics only, as its significant 
loadings revolve around items 2, 8 and 9, which involved 
career mobility, academic qualifications and training.
417
Factor three has one significant loading only, "requires 
a nice personality". It accounts for unique variance 
reflecting a personal characteristic of the Job chooser.
TABLE 10
VARIMAX ANALYSIS OF IMAGE ITEMS (ORTHOGONAL)
Rotated Factor LoadingsX tem 1 2 3
1. It is socially prestigious .47 .04 .04
2. Provides good career 
mobility .38 .37 .06
3. Secure and sheltered Job .31 .19 .19
4. Choosers are not 
dedicated .31 .19 .22
5. Rumoured to be a step- 
stone to marriage .31 .13 .08
6. Helps achieve independence .30 .12 .18
7. Provides opportunity for 
socializing .29 .04 .16
8. Requires good academic 
qualifications .04 .35 .10
9. Involves difficult 
training .09 .35 .09
10. Requires a nice 
personality .15 .08 .42
N = 2,008
418
rniturai Resistances (Womens' Role) Scale
The principal factor matrix (before rotation) showed that 
all the items chosen fell into 4 factors. Only factors 
one and two qualify for consideration, as they have eigen 
values of 2.1 and 1.9, and account for 13.1% of the variance 
and 6.9% of the variance.
Looking at Table 11, page ^+2Q,(the Factor Matrix After 
Rotation), we find that for factor one, 7 out of the 16 items 
have loadings of - .30 and above. All those items have non­
significant loadings on factor two and, while they are all 
positive in sign on factor one, they have negative signs on factors 
two & four. All the items in this factor, except items 5 
and 7, refer in general to the fact that womens' place is in 
the home, put in different ways. Item 5 adds the dimension 
of "learning " what is useful to the home, while-item 7 is 
different altogether in that it refers to women's intelligence
as less than that of menl
*
Looking at factor two, four items show significant loadings, 
items 8, 9, 10 and 11. All the items in general refer to 
womens' choice to be "outside the home" whether for educa­
tion, using talents or work.
Speculating on labels for factors one and two, one can say 
that factor one shows a trend towards a "traditional outlook 
towards womens' role (if agreed with), while factor two 
shows a more "progressive outlook" (if agreed with). It is 
interesting to note that item 10: "women should choose a 
secure and sheltered job", although it does not seem pro­
gressive from a western point of view, for the majority (not 
all) of the girls in this society, simply choosing a job 
and working reflects a progressive outlook. Two items were 
dropped from this table: items 15 and 16 which refer to 
"womens' right to freedom of choice" and "marriage shouldn t 
be approached for security only". They both had very low 
loadings on all the factors.
419
In the Pilot study, it was explained how the items were 
chosen to account for several aspects of women's role.
The traditional one, importance of education, right to 
work, economic independence, contribution to society 
besides the home. . . The analysis here seems to show 
that factors 1 and 2 seemed to combine the majority of 
those aspects in two general factors, one emphasizing the 
traditional aspect, the second the progressive one.
Although factors 3 and 4 are not significant, it is inter­
esting to note that factor 3 had 2 items with significant 
loadings, items 12, 13: "Husband should share housework" 
and "women should be economically independent". Those 
items (in this society) reflect an even more progressive 
outlook towards women's role than factor 2. However, 
factor four has only one significant variable, item 14, 
accounting for unique variance.
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TABLE 11
VARIMAX ANALYSIS OF CULTURAL RESISTANCES 
ITEMS (ORTHOGONAL)
Rotated Factor Loadings
Item 1 2 3 4
1. Housework is womens' real work .54 -.08 .14 .19
2. Womens' role is to marry and get children .55 .13 .11 -.16
3. Girls getting married 




If husband is well off, 
the woman should not 
work .54 .02 -.04 .18
5. Women should learn only 
what is useful to home .48 .17 -.04 -.08
6. Womens' place is in the 
home .45 -.04 -.08 .14
7. Women are less intelli­
gent than men .37 .08 .06 -.01
8. Further education is 
beneficial to women .05 .44 .09 .05
9. Women should use their 
talents outside the 
home .03 .46 .17 .07
10. Women should choose a 
secure and sheltered 
job .00 .41 -.22 -.06
11. Women should marry only 
after graduation .04 .34 .29 -.01
12. Husband should share 
housework .04 .14 .33 .14
13. Women should be econ­
omically independent -.03 .16 .44 .07
14. Women capable of house­





Th© principal factor matrix (before rotation) showed that 
all the items chosen fell into 3 factors. Factor one has 
an eigen value of 1.68 and accounts for 14% of the variance 
and will therefore be retained. Factors two and three had 
eigen values of 0.72 and 0.32 below the baseline for signi­
ficance and will not be considered for further analysis.
Looking at Table 12,page ¿»-22(Factor Matrix After Rotation), 
we find that for factor one, 6 out of the 12 items have 
loadings of -.30 and above. Item 7» "thoughts of death", 
although it does not reach significance, it is quite close. 
All the items have non-significant loadings on factor 
two. However, item 6, which has the lowest significant 
loading on factor one, has a loading of 0.21 (relatively 
high but not significant) on factor two, a rather ambiguous 
iteml
Although factors two and three are not significant, it is 
interesting to note that in factor two, 3 items reach 
significant, items 8, 9 and 10. While in factor three there 
are two significant loadings, "illnesses" and "infectious 
diseases."
Factor one seems to include items that refer to hospital 
related aspects in general, while factor two refers to an 
active aspect of the hospital atmosphere. On the other hand 
it is simpler to label the first factor as one reflecting 
disadvantages of hospital atmosphere, while factor two can 
be the advantages.
TABLE 12




Items 1 2 3
1. Sight of blood .49 .14 .04
2. Sight of victims of and accident .46 .03 .10
3. Ambulance siren .45 .05 .10
4. Smell of disinfectants .38 .17 .04
5. Sound of pain .36 .05 .19
6. Hospital atmosphere .31 .21 .07
7. Thoughts of death .28 -.01 .21
8. Working with doctor .08 .55 .08
9. Working with dentist .05 .72 .02
10. Administering injections .25 .33 .00
11. Illnesses .08 .05 .34
12. Infectious diseases .09 .03 .49
N = 2, 647
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R. GENERAL IMPACT ANALYSIS (a) An overall analysis---
To start with, a general overall analysis of the impact 
of the television programmes on the attitudes, information, 
image and intentions of all the subjects measured was 
carried out. More detailed item-by-item analysis of the 
scales and the comparative effectiveness of the programmes 
on specific aspects, such as age, socio-economic status, 
etc., are described later.
Two types of tests of significance were used to assess the 
overall impact of the programme.
i. Oneway Analysis of Variance on the "change scores"
The aim was to find out whether there was a significant 
difference between the "change" scores of the three 
groups: control, experimental one and experimental
two, from before to after the programme.
Hypothesis:
For the "change" scores of all the dependent 
variables:-
H. C < < Eg
Although the use of "change" scores in any analysis has 
to be approached carefully,* it was found necessary to 
use them here as other means of analysis were not fea
Ideally, the most appropriate test of significance for 
the available data would have been The Multivariate 
Analysis of Variance on Repeated Measures. However, 
the computer programme which dealt with this test on 
"unequal numbers" was not available on the SPSS manual 
being used then. It was being produced at another 
college at the time of this analysis and as this was in
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the preliminary stages, it was not yet reliable to 
use.
The analysis of variance on "change" scores would 
tell us whether there was a significant difference 
between the groups. What about the "differences" 
in position from before to after the programmes for 
each group individually?
Therefore, as a back up to the one-way analysis of 
variance, another test of significance was used — 
keeping in mind that the same subjects answered 
the before and after questions.
ii. Student's t-test for paired observations (also 
called the correlated t-test).
The aim was to find whether there was a significant 
difference between the scores on the dependent 
variables from before to after the television pro­
grammes for each group individually.
Ideally, the results should show "no" significant 
difference in the paired scores of the control group 
from before to after the programmes. The experi­
mental groups should show a significant difference 
with experimental group 2 (who saw 2-3 programmes) 
showing the largest difference. However, as this 
campaign was carried in a complete naturalistic 
setting whereby the control group was not isolated 
from the other groups (like in a laboratory situa­
tion) the hypothesis set was a bit more practical.
It was hypothesized that there should be a larger 
positive and significant shift in the paired scores 
from before to after the programmes of the experi­
mental groups than the control. As the subjects of 
experimental group one saw only one of the programmes,
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it was hypothesized that the shift in their scores 
from before to after the programmes should be more 
positive than the control group, but less than 
experimental group two, who saw 2 - 3 programmes.
1. ATTITUDE CHANGE
The attitude toward the Nursing job (as measured by items in 
this study) was expected to show a significantly larger positive 
"change" (from before to after the programmes) in the experi- 
mental groups than in the control group.
The attitude was measured on the basis of two factors 
factor one: the disadvantages attitude;
factor two: the advantages attitudes as explained in the 
previous section.
The "Change" score for each individual was first calculated 
by adding the subject’s responses on all the items of the 
scale before the programmes,' and then after the programmes.
The change score consisted of the subject s score after 
programmes minus her score before. The mean change score for 
each group was then calculated, based on the individual change 
scores of the subjects in that group. The single item scores 
were not multiplied by their factor loadings because (as Table 
9 shows) the loadings for each factor did not differ great y
from item to item.
To find out whether there was a significant difference in the 
"change" scores of the three groups, the one-way analysis of 
variance was applied on the attitude change scores of each 




One way Analysis of Variance comparing the 3 groups’ "change" 
score on the Attitude (Disadvantages) factor.






























The table shows that there is a significant difference in the 
mean "change" scores of the three groups at the p<.001 level. 
Moreover, this difference was in the direction hypothesized:-
C < El < E2
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Table 14 shows the results for the attitude advantages factor.
TABLE 14.
One way Analysis of Variance comparing the 3 groups' "change" 
scores on the Attitude (Advantages) Factor.
Source DF SS MS F ratio Prob
Between Groups 2 169.3791 84.6895 10.6421
Within Groups 1806 14372.0936 7.9580 <. 001
Total 1808 14541.4726
Group N Mean Change STD Dev. STD Error
Control 255 - .0431 2.7881 .1746
Experimental 1 457 .4158 2.7827 .1302
Experimental 2 1097 .8104 2.8443 .0859
The table shows that there is a significant difference in the 
mean "change" scores of the 3 groups at the p<.001 level.
The difference was also in the hypothesized direction.
C < El < E2
It is also interesting to note that there was a "negative" 
mean change score for the control group, which means that
428
their attitude actually shifted more against Nursing.
However, both experimental groups one and two showed a 
positive change in attitudes.
The results above show that our hypothesis that there should 
be a significantly larger change in the attitudes of the 
experimental groups than the control group, whereby:
C < El < E2
did hold.
To find out whethere there was a significant difference in the 
paired scores of the subjects from before to after the programmes 
for each group individually, the Student's t-test was applied. 
Table 15 presents the results for the disadvantages attitude
factor.
TABLE 15
t-test on Attitude (Disadvantages) score before and after the 
programmes for each group.
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the control group irom before to after the programmes which 
reflects the ideal situation. Besides, although both experi­
mental groups showed a significant positive shift, the shift 
for experimental group two was larger than experimental 
group on, as hypothesized.
Table 16 shows the results for the advantages factor.
TABLE 16
t-test on Attitude (Advantages) score Before and After the 
programmes for each group.
The table above shows that the control group showed a negative 
but "non-significant" shift in attitude from before to after 
the programmes. However, both experimental groups showed a 
positive significant shift in attitudes with experimental 
group two showing a larger positive shift than experimental
group one, as hypothesized.
The results from the tables above strongly suggest that the 
television programmes did promote a positive shift in attitu 
towards Nursing from before to after the programme. Thxs is
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especially relevant as the control group showed a non-significant 
change on both attitude factors. Moreover, the change scores 
across the 3 groups were significantly different at the p<.001 
level for both factors and in the hypothesized direction:
C<E1<Ea.
2 . INFORMATION GAIN
The information level about the Nursing job (as measured by 
items in this study) should show a significantly larger increase 
(from before to after the programmes) in the experimental groups 
than in the control group.
The mean "correct" information score here was calculated by 
adding all the correct answers on the information items, a total 
out of 9. This was done for each individual, both before and 
then after the programmes. The change score was calculated by 
subtracting the score before from the score after. The mean 
change score for each group was then calculated, based on the 
individual change score of the subjects in that group. (This 
was done to show us, in general, the overall informational 
effectiveness of the programmes. An item by item analysis 
is described in the following sections.)
To find out whether this increase in information level from before 
to after the programmes was significantly different among the three 
groups, a one-way analysis of variance v?as applied to the mean 
change scores of the correct information. As table 17 indicates, 
there was a significant difference among the three groups 
(p <.001), in the hypothesized direction: C <Ei < Ez.
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TABLE 17
One way Analysis of Variance comparing the 3 groups' "change' 
scores on the Information "Correct" scale.
Therefore, our alternate hypothesis stands. The television 
programmes could be said to have caused a significant increase 
in the information level of the experimental groups as compare 
to the control, with the experimental group which viewed a 
larger number of programmes Ez showing a higher level of in or
mation increase.
On applying the Student's t-test for paired observations to the 
data (each group separately), the results were as follows:
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TABLE 18
t-test on "Correct" Information score Before and After the
As the table 18 shows, there was a significant increase in the 
level of information (the mean correct information score) from 
before to after the programmes. However, as the table indicates, 
there was a significant change in the control group's mean 
correct scores as well. A closer look at the "mean difference 
scores" shows us that there was a larger change in the experimen 
groups than the control, but they were all significant at t e
p < .001 level.
Several reasons could be put forward as to why the control group 
also Showed an increase in information level. The pre-tests, to 
start with, could have triggered information-seeking behaviour 
and the answers could have been obtained from friends (w o mig 
have seen the programmes) or a teacher - or anybody. As
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experimental design is strictly in a naturalistic setting, any 
kind of interaction could have occurred between the time the 
pre-tests were given and the final post-tests. However, the 
main point is that the experimental groups showed a higher 
degree of information again with Eg who saw two or more programmes
showing the largest gain, as hypothesized.
The audent's t-test for paired observations was also applied on 
to the mean "don't know" scores, both before and after the pro­
grammes, with the hypothesis that there will be fewer don't knows 
in the experimental groups than in the control group. Table 
presents the results.
t a b l e 19
t-test on « Don't Know " score Before and After the Programmes 
for each group.
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The mean "don't know" score here was calculated in the same way 
as the mean "correct" score.
As the table shows, there was no significant decrease in the 
mean "don't know" score from before to after the programmes.
In fact, both the control group and experimental group one 
showed a slight increase in the mean don't know score, with the 
control group showing a larger increase. However, experimental 
group two did show a "decrease" in the mean "don't know" score, 
as hypothesized, but it was not significant.
3. IMAGE CHANGE
The image of the nursing job (as measured by the items in our 
inventory) were expected to show a significantly larger positive 
shift in the experimental groups than in the control group from 
before to after the programmes.
The social image was based on the items of factor one as described 
in the previous section.
The image "change" score for each individual was first calculated 
by adding the subject's responses on all the items of the scale 
both before and after the programmes. The change score consisted 
of the subject's score after the programmes, minus her score 
before. The mean "change" score for each group was then cal­
culated based on the Individual change scores of the subjects 
in that group. The single items scores were again not multiplied 
by their factor loadings because (as Table 10 shows) the loadings 
for the factor did not differ greatly from item to item. (An 
item by item analysis of the image scale will be described later).
To find out whether there was significant change in the social 
image from before to after the programmes different 
among the three groups, a one-way analysis of variance was applied 
to the "change"scores of the social image scale.
435
TABLE 20
One way Analysis of Variance on the "change" score of Social 
Image Scale by the 3 groups.










As table 20 indicates, there was a significant difference among 
the three groups (p<.05) and in the hypothesized direction on y 
when comparing the control group to experimental group 2:
C < E2 .
The results as assessed by the application of the Student 
for paired observations are presented in the following table.
TABLE 21
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t-test on Image Score Before and After the programmes
As the table shows, there was a significant change in the image 
of Nursing held by the pupils from before to after the programmes 
with a more favourable image developing alter the programmes. 
Again here, as in the information scale, the control group also 
showed a significant change towards a more favourable image. 
Moreover, this change is even larger (not significantly) than 
that of Experimental group 1, (which should have seen one of 
the programmes): However, Experimental group 2 did show the 
largest significant favourable change in image after th 
programmes, as hypothesized.
Why did the control group show a larger positive shift than 
Experimental group one?
i. The mean image score of the control group before 
the programme was less favourable than that of
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either of the experimental groups.
ii. seeing one programme only might have created confused 
responses to the items of this scale. An item by item 
analysis (which will be discussed later) might clarify 
whether masking occurred.
However it can definitely be said that the subjects who saw
2 - 3 programmes (Eg) did show the largest significant positive
shift towards the image of nursing.
4. JOB INTENTION (Intention to choose Nursing)
Table 22 shows the percentages of pupils who stated that they 
planned to join Nursing both before and after the television 
programmes for each group individually. The percentages were 
"first" calculated as a percent out of 16 other job choices, 
plus "won't work" and "don’t know" categories.
The table shows that there was a decrease in the percentage of 
subjects planning to join Nursing from before to after the 
programmes in both the control group and experimental group one, 
while there was a slight increase in experimental group two.
However, this table does not present the true situation of the 
data as there was a very large increase in the numbers of subjects 
who Chose the "won't work" and "don't know" categories after
the programmes.
Table 23 presents the general frequencies of all the subjects 
(undivided) and their job choice before and after the programmes. 
Before any further analysis is presented, it is vital to direc 
the attention to two important aspects of this table.
TABLE 22
Percentage of subjects intending to join Nursing Before 















* Not final table - explained in the text
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TABLE 23
General Frequencies of Job Intention Question. (N 2131)
BEFORE PROGRAMME AFTER PROGRAMME



















19. Out of range
1) Although there was a small decrease in the total number 
oi subjects planning to join Nursing from before to after 
the programmes (item 5), this decrease is negligible 
when compared to the decrease in the numbers of all the 
other jobs of relevance, like teacher, air hostess, 
secretary - even doctor , which is highly prestigious. 
There was a decrease in the percentages of all the job 
choices after the programme except for the jobs of 
engineer, policewoman and civil servant, which all showe
an increase.
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2) There was a very large increase in the percentage of 
subjects who chose the "won't work" and "don't know" 
categories after the programmes. There was an increase 
in the "won't work" category from 3,4% before to 13.3% 
after, and in the "don't know" category from 7.8% before 
to 27.8% after.
Why did so many pupils move to the "don't know" and "won't 
work" categories?
One possibility could be that, as the pre-tests were admin­
istered in February, the pupils' spirits and ambitions then 
might have still been high. The post-tests were carried out 
in May. With the academic year closing and the exams drawing 
near, some pupils must have started realizing their actual 
potential or doubting their potential. This might have 
created uncertainty about the future.
Therefore, it would be more accurate if we calculated the 
numbers of subjects planning to join Nursing both before and 
after the programmes as a percentage of those who chose it 
out of an alternative job,, and not including the "won't work 
and "don't know" categories.
Table 24 shows the "corrected" percentages of subjects 
planning to join Nursing in each group before and after the
programmes.
The results here show that, while there was a slight decrease 
in the control group, the experimental group one did not 
change, while there was a comparatively large increase in
experimental group two.
A test of significance on the differences from before to 
after in the proportion of subjects in Experimental group 
two showed it to be significantly different. 2 = 4.65, p <.05.
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TABLE 24
Percentage of subjects intending to Join Nursing Before 
and After the programmes for each group. (Corrected)*
NB* These percentages were corrected by calculating the 
percentage of those planning to Join Nursing out of 
those who "chose" an alternative Job. The categories 
of "don’t know" and "won't work" were excluded.
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To check further that this increase in the percentage of 
subjects planning to join Nursing in experimental group two 
was actually due to the television programmes and not to 
some other extraneous variable, a simple comparability test
was carried out.
Four other jobs of relevance were chosen from the frequency 
table: Teacher, air-hostess, secretary and doctor. The
percentages of subjects who stated that they planned to join 
each of those jobs before and after the programmes was cal­
culated. These calculations were done with corrections for 
"don't know" and "won't work" categories, in the same way 
as the percentages of subjects planning to join Nursing 
(Table 24). This was done to ensure comparability.
While there was an increase in the percentage of pupils 
wanting to join Nursing from before to after the programmes 
in experimental group 2, there was a decrease in the percent­
ages of pupils wanting to join each of the jobs chosen above 
in experimental group 2, except for Doctor. The situation 
for Doctor is understandable, as the subjects who watched 
the television programmes about Nursing must have also been 
partly influenced towards the doctor's job choice.
The percentages of subjects who planned to join each of the 










These calculations after corrections for "won't work" and "don't
know" categories. If we do not correct for the above, we find
<
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a decrease in percentage for ALL the above Jobs for experi­
mental group 2, while there was a slight increase lor the
nursing job.
Moreover, ii we consider the percentages of subjects "wishing 
they could do a specific job before the television programmes 
and their actual job choice alter the programmes, we find 
that there was a "decrease" in the percentages of all the 
Job choices alter the programmes as compared to the wishes, 
except lor the Job of a nurse, which held its ground.
Therefore it can be strongly suggested that the television 
programmes must have helped increase the percentage of pupils 
wanting to Join nursing. This is especially relevant as 
compared to other jobs.
5. BEHAVIOUR CHANGE
Although it was intended at the start ol the study to have 
a reliable measure ol behaviour change upon which the final 
effectiveness of the programmes would be based, it was found 
(as the data was being collected) that such a reliable 
measure did not exist.
During the previous lour years, the Nursing School has been 
undergoing a major transformation which reflected on the 
number ol applicants accepted, their school backgrounds, etc. 
Therefore, generally speaking, there were no two years when 
the same entry conditions were applied, as much depended on 
vacancies and requirements.
Besides the transformations in the Nursing School, there were 
major transformations happening at other educational 
tions in the country which could have indirectly affected 
the behaviour change variable. The teachers' Job (during
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year of the campaign) received a doubling of salaries and a 
change of grading. The Teachers' Training College was on 
the verge of changing into a University.
Therefore if we wanted to compare the number and calibre 
of pupils’who joined nursing as compared to previous years
numbers on the same conditions.
However, depending on the data available, the following 
table has been drawn up:-
TABLE 25
Number of applicants
the campaign & pre-campaign yea •
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(b) Checking Comparability between the Experimental and 
Control Groups (The Pre-Tests).
As the groups in this design are not randomly assigned but 
are self-selective, one of the major problems of the analysis 
of the results is to demonstrate comparability among the
groups,
TO start with, matching was considered as one possible way of 
overcoming this problem. However, matching is argued to 
create biased results if used with some designs. Regression 
towards the mean is already one of the major problems of this 
design and it has always been contended that the matching 
procedure itself increases the possibility of regression 
towards the mean as the sample becomes more selective.
Campbell and Stanley (1963); Nunnally (1975) and others.
Therefore, it was decided to avoid the rigid procedure of 
matching and to demonstrate comparability on the basis of;
1. Pre-test raw scores of the measurement scales;
2. Other variables hypothesized to be related to the 
measured dependent variables.
This second point will be discussed later.
It was hypothesized that for all the dependent variable scores 
before the programmes:
Hi C = Ei= E2
A oneway analysis of variance was applied on the raw scores 




Oneway Analysis of Variance on the raw Pre-test scores of 
the dependent measurement scales by the 3 groups.
TABLE 27
One way Analysis of Variance on the raw Post-test scores 
of the dependent measurement scales by the 3 groups.
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our assumptions that the pre-test scores do not differ 
significantly among the 3 groups before the programmes
holds only in part.
As the table shows, there was no significant difference 
between the means of the pre-test attitude advantages scores 
across the groups, as hypothesized. Although the pre test 
scores of the attitude disadvantages scale do show a signi­
ficant difference at the p<.05 level, this creates no bias 
in the results as the control group are the ones who have a 
slightly more favourable attitude to start with.
Therefore, for the attitude scales, it can be safely said 
that pre-group comparability holds, at least as far as the 
purposes of this study are concerned, in enhancing a 
favourable attitude towards Nursing.
The results do show that there is a difference in pre-test 
scores of the information & image scales, but only at the 
p< 05 level. In both cases the control group are the ones 
with the least information and less favourable image to 
Start with.
Therefore, care has to be taken when both those scales are 
interpreted to account for the slight pre-score differences
among the groups.
However, these slight differences in some of the scales cannot 
be regarded as a serious problem when one looks at the much 
larger differences in the means of the post-tests (after the 
programmes) as presented in Table 27.
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roNTROL TESTS (MEASURES OF UNINTENDED EFFECTS;
All the dependent variable measures showed that the television 
programmes must have had an influence on the pupils. However, 
ii one looks at mean change scores across the various measures 
it might be argued that, although the change is significant, 
the mean differences are quite small.
Four points can be put forth to counteract those arguments
1. A look at other field studies shows that the gain in 
all cases of such studies is extremely small on the 
measures used. Change is a very complex matter and 
even the slightest shift on our instruments must be
considered.
2. The results show "positive gains" on all the dependent 
variables. There were no negative shifts on any of 
the scales except for the control group.
3. The sample in this study is very large.
4. To emphasize the fact that it was the television 
programmes that created this positive shift, and not 
other extraneous variables, a control study in the 
of measures of unintended effects was conducted.
Exactly the same dependent variable measures that were 
administered on the pupils before and after the programmes, 
in relation to the Nursing job,were also administere
in relation to the Teaching job. (There were no tele- 
vision programmes about teaching between the pre-test an 
the post-test period). As the following tables 
indicate, there existed no shift at all m  the position 
of the pupils in relation to the teaching profession.
This proves that the shift in relation to the Nursing 
job was largely the result of the television programmes.
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A oneway analysis of variance on the "change" scores of
f n T? nnd E for each of the measurement
Teacher-s correct information mean change score by the 
3 groups:
F (2,1816) = .618 P>.1
Teacher’s image mean change score by the 3 groups:
F (2,1901) = .196 P>.1
Teacher’s attitude advantages mean change score by the 
3 groups:
F (2,1856) = .371 p>.l
Teacher’s attitude disadvantages mean change score by the 
3 groups:
F (2,1856) = .029 P>.1
Another hind of argument that can be put
pre-tests might have triggered this positive shift and
the television programmes.
Two counter arguments can be put forward.
1. The pre-tests did not trigger significant shifts in 
the variables measuring the Teaching jobs position 
which received exactly the same treatment as the
Nursing job.
2 Another control study was conducted alongside the main 
study to find out whether the pre-tests caused a re 
action. TWO classes in one of the 
left unpre-tested (as if by accident), 
the purpose of this control. One intermediate class
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level and one secondary class level were then compared 
with an adjacent class of the same level who were pre-
tested,
AS the following tables show (except lor a single information score 
in Exp. 2 which will be discussed later), the post-tests 
Showed no significant difference between the classes. There­
fore it can be argued that the pre-tests were not reactive 
and the shift must have occurred as a result of the television
programmes.
table 28
t-test on Post-test Scores (After the Programmes) of Ss 


















>.4 16.1 NS 14.8 15.4
J.8 19.1 NS 16.9 19.3
S.8 17.3 NS 18.9 18.1
1.2 1.8 NS 1.6 2.4
5 8 11 7
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The reason why Experimental Group 2 oi the intermediate class 
showed a Significantly larger level of information than the 
group not pre-tested could be information-seeking as a result 
of lack of knowledge while answering the pre-tests. However, 
while information can be readily available from the teachers, 
friends, family - or even the television programmes - the 
case is not so lor the other measures, like attitudes and- 
image, which are more difficult to shift. Moreover, as the 
majority of the groups on all the scales showed no significant 
differences, this group seems to show an exception to the 
consistent trend.
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An item-by-item analysis oi the effects of the television 
programmes on attitudes, information and image is presented
here.
The same tests of significance that were chosen to demonstrate 
the general effectiveness of the programmes described in 
Section B were used here:
1. the one-way analysis of variance
2. the student's t-test for paired observations
were applied to each item individually before and after the 
programmes.
The aim was to find out whether the majority of the items 
of a scale were showing consistent patterns according to the 
hypothesis and to check that there was no masking (affecting 
the overall results discussed in Section B).
A brief review of the hypotheses would help put the analysis 
into perspective:
a) One way analysis of variance on the individual item 
scores before and after the programmes 
Before: More items should show non-significant
differences between the groups: C eE i=E2
After: More items should show a significant
difference between the groups and in the 
predicted direction: C<Ei<E2
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b) t-test - there should be a larger number of items with a significant positive shift from before to after the 
programmes in the experimental groups than the control.
No analysis on "change scores" was carried out here. As we 
are dealing with individual items and not a combination of 
items, "change scores" will probably give us biased results 
because of the regression towards the mean phenomenon as
discussed on page 490.
It has to be clarified here that the items in the tables of 
this section were not put in an identical sequence. The 
tables were drawn up in this way to make interpreting the
results simpler.
1. Attitude-to-Nursing Individual Items.
The score presented in the tables is the score on a five-point 
Likert scale 1 to 5 (recorded so that the larger the number, 
the more favourable the attitude). The means calculated are 
those of the scores of all the subjects on that specific item 
for the group specified. .
a) One-way Analysis of Variance on attitude scores for 
each item by the three groups.
Table 30 page A57 presents the results of the above 
analysis both before and after the programme.
Before the programmes:
As the table shows, 7 out of 10 items showed no significant 
differences between the three groups as hypothesized, items 
1 2 3, 4, 5, 6 and 10. Three items did show a signifi­
cant ’difference, items 5, 7 and 8. Nevertheless, this 
difference creates no bias to the results of this study.
As the table shows, the attitude scores of the control 
groups were more favourable to nursing to start wit
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than the experimental groups
After the programmes:
The attitude scores on 6 out of the 10 items showed 
significant differences between the three groups, and 
in the hypothesized direction, items 1, 2, 5 and 6, 
p<,001; items 3 and 4, p<.05.
Two items showed differences in the hypothesized 
direction (though not significantly) items 7 and 8, while 
items 9 and 10 showed "non-significant" differences, but 
not in the hypothesized direction. The reason why both 
items 9 and 10 showed a shift in the opposite direction 
(though not significantly) could be because they started 
out before the programmes with very favourable scores.
Summary:
In general, our hypothesis stands. The majority of the attitude 
scores on the items before the programmes showed no significant 
differences between the groups, while the majority of the scores 
after the programmes showed a significant difference, and in the 
hypothesized direction.
b) t-test on attitude scores for each item from before to after 
the programmes for each group individually.
Table 31 page458 presents the results of the analysis above.
As the table shows, the majority of items in the control 
group were either non-significant or showed a negative 
shift, while the majority of items in experimental group 
two showed a significant positive shift. Experimental 
group one has more significant positive items than the 
control group, but less than experimental group two.
In experimental group one, item 10 showed a significant 
negative shift. This could be because the score before 
the programme was relatively high. Although this same 
item showed a move in the negative direction in experimental
group two, it is not significant.
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Summary:
Generally, those results do show that the programmes must 
have had an effect, especially on those who saw two or three 
programmes (Exp. group 2) as the majority of items did show 
a positive significant shift from before to after the prog­
rammes, while the majority of items in the control group 
showed a reversal of attitude (a negative shift).
Therefore, in the case of the attitude scale, the individual 
items seem to be consistent with the overall effects analysis 
as presented in Section B.
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The score for each individual information item could be either 
correct or not correct. Therefore, each subject could have a 
score of 1 or 0 on that specific item. The larger the score 
shown on the tables means that more subjects had a correct 
score on that specific item for the group specified.
a) One-way Analysis of Variance on Information "correct" 
scores ior each item by the 3 groups.
Table 32 page462 presents the results of the analysis 
above, both before and after the programmes.
Before the Programmes:
As the table shows, almost all the information correct 
scores before the programmes showed no significant differ­
ences between the three groups. Only one out of the nine 
items showed a significant difference at the p<.05 level;
item 8.
After the Programmes:
Almost all the information correct scores after the 
programmes showed a significant difference between the 
three groups and in the hypothesized direction. Only 
item 9 showed a non-significant difference.
Summary:
Our hypothesis stands for almost all the items of the informa­
tion scale: wliile almost all the items showed non-significant 
differences between the groups before the programmes, almost 
all of them showed significant differences between the 
groups after the programmes.
This analysis brings to light another vital point. If it is 
recalled, the combination of correct information scores before 
the programmes, as presented in Table 26 showed a slight
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significant difference between the control and experimental 
groups "before" the programmes. The slight differences found 
in the combination of information scores could be due to the 
fact that besides item 8, items 4 and 10 were just below 
significance at the p<.05 level.
Therefore, the results from this analysis do suggest that 
when we discuss comparability between the three groups on 
the information scores "before" the programmes, we can 
safely state that the scores of the subjects in the Experi­
mental and Control groups do NOT differ significantly to 
create a bias.
b) t-test on information correct scores for each item from
before to after the programmes for each group individually.
Table 33 page'4^3 presents the results of the analysis 
above.
As the table shows, there were more items with a signifi­
cant increase in information from before to after the 
programmes in experimental group 2 (6 items) as compared 
to the control group (4 items). Besides, while there was 
only one item with a negative shift in Experimental 
Group 2, there were 3 in the Control. Experimental 
Group one had less significanlty correct items than 
Experimental Group two, but more than the control group, 
as hypothesized.
Moreover, a look at the size of the differences does show that 
the increase was larger in Eg than E^ and C.
Therefore, it can be concluded that the television programmes 
must have helped to create this information gain.
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The same analyses were carried out on the information 
"don't know" scores, with the assumption that the 
subjects who saw the television programmes should 
show a significant decrease in the number of "don't 
know" scores after the television programmes as com­
pared with the Control Group.
The results generally showed that, when comparing Ex­
perimental Group 2 with the Control Group, our hypothesis 
stands. However, the situation was not so clear-cut 
for Experimental Group One.
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TABLE 32
One-way Analysis of Variance comparing the three groups 
Information Correct Scores Before and After the Programmes
NS ■ Not Significant 
XX ■ p<.05
XXX ■ p<.001
Control Group N « 
Experimental group 1 N 



























3, Image of Nursing - Individual Items
The score presented in the tables is the scoreNon a three- 
point scale (recorded so that the larger the nupiber, the 
more favourable the image). The means calculated are those 
of the scores of all the subjects on that specific item for 
the group specified.
Two items, 8 and 9, which are not part of the social image 
factor (see page 416)were included in this analysis as
individual items.
The image that nursing requires a good academic qualification 
and involves difficult training were both included in the 
themes of the television programmes. This analysis would 
show us how the subjects responded to those items before and
after the programmes.
a) One-way Analysis of Variance on image scores,,for each 
item by the three groups. . . .
Table 34 page 46? presents the results of the analysis 
above both before and after the programmes.
Before the programmes:
As the table shows, the scores on 6 out of the 9 items 
showed non-significant differences between the groups, 
as hypothesized, items: 1, 2, 3 and 5, 8 and 9.
However, 3 items did show significant differences, 
items: 4, 6 and 7 - but all at the p<.05 level.
After the programmes:
The image scores on 5 out of the 9 items showed signifi 
cant differences between the groups, as hypothesized. 
Items 1 and 7, p<.001, while items 2, 3 and 8 at the
p<.05 level.
465
However, 4 items did show a shift which is not strictly 
in the direction hypothesized, but they were all non- 
significant.
Summary:
While it can be said that the majority of items of the image 
scale held to our hypothesis, the results here are not as 
consistent as the ones for the attitude and information 
scales, especially when comparing Experimental Groups 1 and 2.
Still, it has to be noted (as for the information scale) that 
while*the analysis of the image pre-programme scores as 
presented in Table 26 showed a significant different between 
the three groups, the individual item analysis here shows 
that this slight bias is due to only 3 out of the 7 items of
the social image factor.
b) t-test on image scores for each item from before to after 
the programmes for each group individually.
Table 35 page 468 presents the results for the analysis 
above.
As the table shows, the results of the individual items 
of this scale are not as clear-cut as the previous two. 
Although the same number of items show a positive shift 
in ALL the groups (6 out of 9), it can be said that the 
differences from before to after the programmes are 
larger in the items of Experimental Group 2 than the 
control group. Where there is a non-significant shift 
in Experimental group . 2, items 5 and 6, it can be seen 
that the image score for that group was comparatively 
high to start with. Again, the negative shift in item 
7 can be attributed to the high pre-score. The same 
reasoning applies to the negative shift on items 5 and 
7 of Experimental Group 1.
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Summary:
Although our hypothesis does not seem to hold for the 
individual items of this scale, it can be said that 
Experimental Group 2 does seem to show larger differences 
than the control group. However, Experimental Group 1 
does not show consistent results on this scale.
Conclusion:
The results of this analysis seem to be consistent with 
the results on the general overall impact, as described 
in Section B. However, two points were further clarified.
a) The pre-programme scores of the information items 
and to a lesser extent the image items can be con­
sidered comparable before the programmes (this was 
not clear in Section B).
b) The experimental group one especially in the image 
scale items, does not show a consistent trend as on 
the attitude and information scale items.
As it was explained in the section on theme development, all 
the information items, attitude and image statements, were 
discussed in the television programmes, either through the 
story-line or in the final interview. This analysis on 
individual items does show that, in general, the subjects of 
Experimental Group 2 did show a shift in the direction 
desired after the programmes on the majority of the items 
of the scales. Where there was no shift, it was usually 
due to the highly favourable score of the same subjects on 
that item before the television programmes.
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TABLE 3^
One-way Analysis of Variance comparing 3 groups' Image Scores
Before and After Programmes
NS ■ Not significant No. of cases: C 
p<.05 ®XX
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E. COMPARABILITY STUDIES
Demonstrating comparability between experimental and 
control groups on related variables.
Besides using the initial standing on the dependent variables 
as a way oi checking for comparability among the groups (as 
discussed in Section B) the other way was to find out how 
the three groups compared in relation to a number of relevant 
variables. Those "relevant variables" were selected on the 
assumption that they might be related to the dependent vari­
ables, especially "attitude change" in this context. They 
involved basically two categories:
i. Demographic Variables
Variables which, on the basis of previous research 
found in the psychological and sociological liter­
ature were expected to have differential effects 
on attitude change. Those variables include demo­
graphic characteristics of the audience under study, 
such as age; school class; socio-economic status, 
intelligence (here school performance records); 
residential areas, etc,
ii. Variables which were expected in this study to be 
related to change in the dependent variables. These 
cover several categories:
(a) Media and topic related variables:
Have t.v. at home;
Have relative in nursing;
Have friend in nursing;
Medical resistances scale (personality inventory), 
Cultural resistance (attitude to womens' role 
and work);
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(b) Other home-related variables 
"Home Atmosphere":-
i 'i
Father living at home 
Number oi brothers and sisters 
Older brothers and sisters 
Whether mother works 
Type of father's job
It was assumed that the difference in family atmos­
phere might affect viewing habits.
Two tests of significance were chosen to find out the 
relative comparability among the groups.
The first test examined the comparability of the variables 
across the three groups without considering their relation­
ship to change on the dependent variables (Cross-tabulation
Analysis).
The second test assessed the relationship of the above 
variables to change in the dependent variables ( Pearson
Correlation).
1) Cross-tabulation Analysis
To find out, in general, whether the levels of each of the 
variables suggested are related to selective viewing, the 
frequencies of subjects in each group for each level were 
drawn up. The raw-chi square was calculated to show us 
whether the levels of the variables are independent or 
related to viewing.
i) Demographic Variables:
A cross-tabulation of age, school class, socio­
economic status, school performance, residential 





The table presents the percentage of subjects in each group 
for each of the levels of the demographic variables measured. 
The table shows that there is a significant difference across 
the groups for each of the age levels with more of the younger 
group in Experimental Group 2. There is also a significant 
difference across the groups for the school class levels, 
with a smaller percentage of secondary pupils in Experimental 
Group 2.
It can be argued that viewing is related to age in that the 
younger pupils are heavier viewers of television and that 
the lower school level (probably having more leisure time) 
watched more of the programmes.
While these findings are true, they have not been considered 
as a major bias to the results for the following reasons.
1. A breakdown of the mean age of the pupils 
in each group (Control, Experimental 1 and 
Experimental 2) showed that the real differ­
ences in age across the groups is really a 






age in below 
years 13 yrs.
13 14 15 16 1 7  18 19 20 above 20
Mean code age of control group = 4 . 1  
Experimental group 1 = 4.1 
Experimental group 2 = 3.7
2. Although the intermediate class pupils watched 
more television programmes as compared to the 
secondary class, the actual age range of the 
intermediate class is 13 - 18 years with almost 
half the pupils 15 years of age and above.
The table shows that there existed no difference across the 
groups in relation to school performance.
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There is a slight difference across the groups in 
relation to socio-economic status and residential 
area, with a larger percentage of subjects below 
middle and in non-town areas in the Control Group.
As it will be seen in the following tables, this 
could be related to not having a television set at 
home, and therefore not viewing.
Other related variables:
Tables 37»38 ^ 39* show that no significant relation­
ship can be found between viewing and any of the 
variables related to home atmosphere, topic-related 
variables, medical resistances and cultural resistances 
scales. (As the latter scales represent interval data, 
it was found more appropriate to do a Breakdown Analysis 
with an F-test of significance, instead of a cross­
tabulation which is more appropriate to nominal data).
A relationship has been found between having a television 
set at home and not viewing which was expected. Moreover, 
only one other variable, "whether the father works , 
showed a relationship to viewing.
A closer look at the data shows us that this might be 
related to being poor (maybe retarded) and possibly 
not having a television set at home.
Unfortunately, we did not include a specific question 
enquiring why the father does not work, so it was not 
possible to follow this finding further.
* pages 474 and 475c
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TABLE 36 .
Cross-tabulation of Demographic Variables by the 3 Groups
NOTE;
As the numbers of subjects differ for each variable level and 
each group, they have not been included in Tables 36, 37 
and 38. The numbers for those variables can be found in
Appendices A & B.
4 V 4
TABLE 37
Cross-tabulation of Media and Home Atmosphere Variables
by Three Groups
(Code: NS = Not Significant, xx = p<.05)
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TABLE 58
Crosstabulation of Topic (Nursing) related variables by
the three groups
Variable Level C% ®2ir
Sign
Media:
Have t.v. at home Yes 13 25 62 12.6 XX
No 28 18 54 (2df)
Have friends in 
Nursing Yes 13 26 61 1.00 NS
No 14 24 62 (2df)
Have relatives in 
Nursing Yes 14 25 61 .26 NS
No 13 25 62 (2df)
TABLE 39
Breakdown of Medical and Cultural Resistances Scales by
the three groups
Scales e hX X X
F-test Sign
Medical Resistances Scale 9.6 9.5 9.4 1.75 NS
Cultural Resistances:-
Progressiveness Factor 17.0 17.1 17.2 .66 NS
Traditionalism Factor 21.0 20.8 20.7 1.06 NS
N - 308 534 1289 -
NS - Not Significant XX “ p<.05
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SUMMARY
Therefore, out of the demographic and other variables of 
relevance, it was found that only four demographic variables 
were related to "viewing" the television programmes or not, 






2) Pearson Product Moment Correlation
The next step was to find out whether any of those demographic 
variables were related to the "change" in the dependent 
variables: attitude, image and information,
Pearson product-moment correlation analysis was applied on 
each of the dependent variable scales and the demographic 
variables. No significant relationships were found between 
the demographic variables and the dependent variable scales.
In fact, the coefficients were too low to be of any signi­
ficance, As an example. Table 40 presents the correlation ana 
lysis of the attitude disadvantages change scores and the 
demographic variables.
The correlation analysis was also applied to the raw pre­
programme scores of the dependent variables and the demo 




Pearson Correlation of Demographic Variables with change 








Control (N = 255) -.0491 .0850 -.0640 .1061 -.0756
Exp. 1 (N = 457) .0166 .0388 -.0259 .0602 .0191
Exp. 2 (N = 1097) -.0321 .0117 -.0676 -.0857 -.0104
FURTHER ANALYSES TO CHECK UP COMPARABILITY 
Breakdown Analysis
Another argument that could be put forward regarding comparability 
is that the actual differences between the experimental and 
control groups might be found in the scores of the subjects 
"before" the programmes at each level of the demographic variables 
For example, it might be argued that the attitude of the younger 
age group differed from the older age group before the programmes 
across the control and experimental groups.
To check this, a Breakdown Analysis was carried out on the raw 
pre-programme initial scores of the pupils across the groups. 
However, this was done separately on two age levels, two class 
levels, three levels of socio-economic status, five levels of 
school performance, two levels of residential area.
*
The results showed no significant differences of importance 
in the initial scores of the subjects across the groups.
As an example, the results of the Breakdown Analysis on the 
two age levels are presented in Table 41
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TABLE 41
Breakdown of Pre-scores on Dependent Variables by Age




15.9 years^& below 16 years & above
X F ratio Sign f wm , , ^X F ratio Sign
Information C 1.90 2.17
E, 2.14 .6069 NS 2.15 .1150 NS
2.20 2.23
Image C 17.14 17.23 .8989 NS
E, 17.52 1.8879 NS 17.59
^2 17.48 17.50
Attitude Advantage C 15.35 .0513 NS 15.25 2.1356 NS
E, 15.41 15.33
^2 15.43 15.75
Attitude Disadvantages C 17.09 1.5686 NS 17.36 .9856 NS
El 16.61 16.80
=2 16.58 16.98




To find out whether any of those demographic and other variables 
of relevance added significantly to the variance of the change 
scores of dependent variable scales, several multiple regression 
analyses were done.
Two strategies were carried out. Dummy variables were created
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from the experimental conditions, then:
a) the experimental conditions were entered at the 
first step in the regression equation. The rest 
of the variables were added at the following 
steps to find whether they added significantly 
to the variance, R^. It was assumed that they
would not do so.
♦
b) The variables were entered at the preliminary 
steps of the regression equation. The experi­
mental conditions were entered at the final 
steps to see whether they added significantly 
to the variance, R^. It was assumed that they 
would.
This was done on the change scores of all the dependent variables 
attitude advantages and disadvantages, image and information.
The first thing noted was that thq correlation coefficients of 
the chosen variables with the "change scores" of the dependent 
variables were very low (as was found in the previous section),
There was one "consistent" feature in all the analyses. The 
experimental groups always accounted for the largest proportion 
of the variance, whether entered at the first steps of the 
regression equation or the last steps. This applied to all 
the dependent variables, so the assumptions made were correct.
It can be said that viewing the television programmes accounted 
for the largest proportion of the variance over and above all 
the other measured variables. However, it has to be noted that 
although the above assumption can be considered true, the total 
variance accounted for by all the variables chosen to be inclu­
ded, plus the experimental conditions, was very small.
As an example. Table ^2 presents the results of the multiple 
regression analysis on the change scores of the attitude 
advantages scale.
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F. PREDICTIVE ANALYSIS
a) A study of the relationship of the dependent variables 
with other predictor variables.
The results from the previous sections strongly suggest 
that the television programmes must have had some impact 
as reflected in the changes in the attitudes, image and 
information of the subjects who watched them. While the 
tests of relationship showed no specific independent vari­
able that could be related to this change, it was still 
decided to find out once more whether any of the indepen­
dent variables measured (demographic and other relevant 
variables) could best predict this change.
As the experimental group two (who saw two or three pro­
grammes) showed the largest amount of change, it was 
decided to run a multiple regression analysis on the 
attitude change scores of this group as the dependent 
variable, and see which of the independent variables chosen 
accounted for the largest proportion of the variance.
The independent variables which were chosen to be entered 
into the regression equation were basically the same ones 
described earlier: the demographic variables of age, socio­
economic status, etc., and the media and topic related 
variables like having a friend or relative in nursing, 
having a television set, cultural resistances scales, etc. 
Moreover, from the pool of questions administered to the 
pupils during the course of the study, it was thought 
interesting to include some other questions assumed to be 
predictors of change. These were an academic confidence 
(anxiety) scale, and Inkles and Smith's (1974) mini­
modernity scale items.
mThe academic confidence (anxiety) scale was made up 
of six items measured in the personality inventory 
(questionnaire): "Does it bother you?". These items
were used, together with other items, to bury the medi­
cal resistances items in that questionnaire. (See 
Appendices E and N for the general frequencies and card 
layout of these items). When all the items of this 
questionnaire were factor analysed, these six items fell 
into one factor with an eigenvalue of 1.74. Their load­
ings in descending order of magnitude were:
"not being able to concentrate"
"having no self confidence"
"being unpractical"
"my schoolwork is bad"
"not being able to complete work 
started"
and "being scolded by the teacher"
(.34)
(.34)
The responses on these items were added for each subject 
and entered as one score.
Inkles and Smith's mini-modernity scale items were entered 
as separate items but in one step in the regression equation, 
The items were:
qualifications required for an important Job; 
vital aspects for national development; 
attitude to contraceptives; 
tolerance of foreign habits; 
type of news enjoyed.
(See appendices F and P for the general frequencies and 
card layout of these items.)
As it was found in the previous section, the variances 
were low. However, one consistent feature that showed up
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was that the cultural resistances scales, the traditional­
ism and progressiveness scales accounted for the largest 
proportion of the variance. This happened whether all the 
variables were entered in one step and no specific sequence 
was asked for, and when blocking in relation to temporal 
sequence (from childhood to adulthood) was requested. The 
variance accounted for by those two scales was significant, 
but this could be due to the large number of respondents.
Although it can be said that the cultural resistances scales 
account for the largest proportion of the variance in rela­
tion to the attitude "change scores", and at least in this 
study can be considered as the best predictors of change, 
care has to be taken when making psychological inference 
because the total amount of variance accounted for is low.
Not being able to predict"change"from any of the variables 
measured, another attempt was made to find out whether we 
can predict the position of the subjects' attitude before 
the programme (raw"initial"attitude scores) from the inde­
pendent variables measured.
The results showed exactly the same feature as the analysis 
above. The cultural resistances scale accounted for the 
largest proportion of the variance, but again the total 
amount of variance accounted for was quite low.
Tables ^3 and ^  present the results of the multiple 
regression analysis of change in attitude, and initial 
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b) A study of the relationship of choosing to become 
a nurse with other predictor variables.
As explained in Chapter VIII Section G, the variables 
chosen for testing in this study were not only general 
statements, but questions pertinent to liking or not 
liking to become a nurse. Therefore, the next step was 
to find out whether we can discriminate between a nurse 
and a non-nurse by the questions measured in these 
questionnaires.
It was decided to carry out a Discriminant Function 
Analysis on some variables that were thought to dis­
criminate between someone who would choose nursing and 
one who would not. The variables that were thought rele­
vant were:
the subjects' position on the dependent 
variable scales, attitude, information 
and image of nursing;
the demographic variables;
the media and topic related variables, 
cultural and medical resistances scales, etc;
academic confidence (anxiety) scale and 
the rank ordering of a nurse in relation 
to social prestige;
plus other variables measured in the "School and 
Work" questionnaire that were thought to 
be of relevance.
This included items such as whether the subject liked an inxel- 
lectualcor practical job; adventure or security in a 
job; a job that required being well dressed or not;
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whether she preferred to go to College after school, 
or to get a Job immediately; whether she would still 
work after marriage. Other items questioned whether 
she liked school, her relationship with the teacher, 
whether she liked health science subjects and television 
programmes on this topic.
The dependent variable in the Discriminate Function 
Analysis was whether the respondent involved 
chose to become a nurse, or chose some other Job category, 
To start with, the analysis was carried out on the 
group who chose to become nurses before the television 
programmes (N = 133), and those who chose to become 
lawyers (N = 113). It was thought that the lawyer's 
Job would be an interesting one to start with in the 
discriminant analysis, as it is an intellectual Job 
and as the percentage of subjects who chose it is close 
to those who chose nursing.
There are basically three points to look into in the 
analysis:
1. The percentage of subjects correctly 
classified.
2. The best predictor variables.
3. Cross-validation of the results.
This last point is not relevant in this study as we are 
dealing with the actual population of that year and not 
a sample. However, it would be interesting if some 
other study used these results to do a cross-validation 
study in another year and on a similar population.
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The results of the analysis on comparing those who chose 
to become a nurse or a lawyer were as follows:








Therefore 79.9% of cases were correctly classified.












The means of this analysis showed us that, in general, the 
subjects who chose a nurse's versus a lawyer's job wanted 
to get a job immediately after school,were more academic­
ally self conscious, liked being smartly dressed for work, 
were lower on the socio-economic scale, had more favourable 
attitudes (disadvantages) to nursing, were less prog­
ressive in their outlook on womens' role than lawyers 
and more of them were non-town dwellers.
i ; i
The same analysis was repeated on the subjects who chose 
nursing and those who said they "didn't know" (N = 150).
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The percentage of subjects correctly classified(76Jii) was 
approximately the same as the one for nurse versus 
lawyer. However, some other predictor variables 
turned out to be relevant here. In descending order 
of magnitude, those who chose nursing versus, those who 
said they "didn't know" had more friends in nursing, 
were slightly older, showed a more favourable attitude 
towards nursing (advantages), and more correct infor­
mation, wanted to work after marriage and did not like 
school.
Comparing those who chose nursing after the television 
programmes (N = 128) and those who said they "won't work" 
(N = 282), the percentage of subjects correctly classified 
(7^5l^^as again approximate to the comparisons above, but 
further predictor variables were identified. The pupils 
who chose nursing were academically weaker performers, 
a little more traditional, and liked a practical - not 
intellectual - type of Job.
r
These are some of the examples of the characteristics 
(based on our measures) which best discriminate between 
a potential nurse and one who chooseis another Job. There 
are several comparisons that could be made and which 
could show other relevant predictor variables. If all 
possible comparisons are made and a note of the variables 
that consistently show is drawn up, we can have a set 
of variables to be used for cross-validation at a later 
stage. However, this is beyond the scope of this study.
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Problem of ’’Change Scores*'
Whenever "change scores" are used, one has to take into account 
the fallacy known as the "Regression Fallacy". In general, 
this means that "measures of characteristics are generally 
expected to regress towards the mean under certain measurement 
conditions." (Marascuilo, 1971). It has always been argued 
that the major problem in working directly with change scores 
is that they are open to this regression effect.
One way of avoiding this problem is a suggestion to use 
"residual change scores" instead of raw change scores. As is 
explained by Nunnally, "residual change scores consist of 
deviations of scores on a second occasion from those predicted 
by regression analysis from knowledge of scores on a first 
occasion." Thus in this figure drawn below, all the scores 
above the regression line would have positive residual change 
scores, and all those below the regression line would have 
negative residual change scores.
The argument goes on that the advantage of working with 
residual scores is that they overcome the regression effect 
which is definitely associated with absolute change scores 
(X^ - Xg). However, there are still a number of problems
*!•
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with the residual scores themselves
(a) Finding the best way to compute them is still 
under Intense argumentation;
(b) They have several other conceptual and psycho­
metric problems.
Lord (1963); Cronbanch and Furby (1970) and others have 
discussed those problems in detail, and have suggested several 
alternative formulae for measuring change besides the traditional 
ones used. But there is no concurrent trend on the best formula 
to be used.
As the necessity for using "change scores" in this study was un­
avoidable, a lot of thought was given to the problem of whether 
to use them in their "absolute forms" or to calculate and use 
"residual scores", although the latter still have controversial 
problems surrounding them. A careful look at the available data 
showed that it is not absolutely necessary to calculate residual 
scores to overcome regression bias in this study.
What is usually found when dealing with change scores is that 
there is a negative correlation between the initial score of 
the subject on an item and the change score. In simple terras, 
this is usually due to the fact that, when the subjects choose 
an extreme score on a scale (like a five or a one on a five- 
point Likert scale) in their initial test, the possibility 
for them to move in the next test is only towards the middle 
of the scale, as opposed to the subject who initially chooses 
a middle score. This creates the bias of negative correlation. 
Although this applies mostly to single-item scales, for example 
( 1 - 5 ) ,  and less to multi-item scales, for example (5 - 25) 
or whatever, still it has to be considered.
The correlation coefficients of the raw initial attitude score 
and the change score for each item and individual were calculated, 
The results showed the predicted problem:
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(a) The correlation between the "change scores" and the 
initial score was negative;
(b) There was a high correlation between the initial 
scores and the change scores. The mean was r = -'.60
There are basically two dangers related to those results:
1. The danger of this high correlation becomes relevant 
when one is trying to attribute "change" to other 
characteristics like age, socio-economic status, etc. 
Here, the fact that the change score is highly 
correlated with the initial score has to be taken into 
account. For example, the difference in "change scores" 
between two age or class groups might not necessarily 
be due to the independent variable (the television 
programme), but to the initial positions of those 
groups as well, as these are highly correlated with the 
change score.
In the case of the general effectiveness analysis, little 
evidence was found for this bias in this study, as the 
initial raw scores on all the relevant items did not 
differ greatly among the relevant groups, as it was shown 
in the comparability studies.
2. The danger associated with the negative correlation aspect 
of the regression was also considered not to be a major • 
problem for this study. Researchers usually transfer 
their absolute change scores to residual change scores 
when their results on the effectiveness of the independant 
variable are found to be mushy and undecisive. The 
regression towards the mean fallacy makes the net result 
of the possible effectiveness of a campaign (for example) 
a rather conservative, if not negligible one, if not 
corrected. In the case of this study, even without 
correcting the absolute to residual change scores, the 
results in relation to the effectiveness of the campaign 
were in the majority of cases quite "clear cut."
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Therefore, as the best formula to calculate "residual change' 
scores is still controversial, and as the data show that the 
initial raw means of the relevant group do not diverge greatly 
from each other, and as the results pointing to the effective­
ness of the programmes (even without correction) are quite 
clear cut, it was decided not to get involved with the problem 
of working with residual change scores, but to stick to 
absolute change scores. However, it is important to keep in 
mind the limitations and biases discussed earlier.
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CHAPTER XI
CONCLUSIONS. EVALUATION AND DISCUSSION
In this chapter we shall try to summarize and pull together 
the main findings of the study and discuss them, on the basis 
of the chapter-by-chapter findings already presented.
The question as to whether television can make intended changes 
in audiences' attitudes, information levels, intentions and (or) 
behaviour is as yet highly controversial, and there are partic­
ular problems associated with the impact of mass media campaigns 
on young people.
Part of the problem is in the nature of a methodological con­
troversy. Field experiments in naturalistic settings tend to 
be poorly controlled, so it is difficult to be sure that any 
shifts observed can be reliably attributed to the impact of 
the television campaign, while, on the other hand, laboratory 
experiments may be better controlled but tend to be conducted 
in settings and with arrangements which are so artificial that 
it is difficult to know to what extent their findings can be 
generalized to the potential impact of television campaigns 
on the air.
One of the important findings of the present study is that it 
was entirely conducted in naturalistic settings and with 
subjects who were unaware of the objectives of the campaign, 
while at the same time special care was taken in the design of 
the study not only to make possible comparisons between those 
who had seen one or more of the campaign programmes and those 
who had not, but also to compare those who had seen a single 
programme with those who had seen more than one. Against this 
must be put the possible bias due to self-selection of each
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audience, but, as we have seen in Chapter X Section E, there 
are virtually no indications of such a bias when comparing 
the three groups on a number of relevant pre-existing variables.
\ f]
Another controversial aspect of the literature on the impact 
of television campaigns lies in the relevance of the contents 
and appeal qualities of the campaign itself to the existing 
attitudes, information levels, and motives of'the audience. 
Many campaigns have failed through insufficient knowledge 
about the precise positions from which the audiences were 
asked to shift; others have failed through not taking into 
account the resistances to change present in the audience, 
while still others contained appeals which were insufficiently 
appropriate either to members of the target audience or to ' 
their significant others. In all these respects, earlier 
campaigns in Bahrain conducted with the same objectives had 
failed and it is partly because of our meticulous attention 
to the pre-existing positions, information levels, motives, 
attitudes, expectations and, above all, culturally-embedded 
resistances, that the present study has succeeded.
i '1
A. WHY DID THIS CAMPAIGN SUCCEED WHERE OTHERS HAVE FAILED?
The first point to note is that one of the important factors 
in determining the success of a mass media campaign is the 
"expectations" with which the study is approached.
As discussed in Chapter VI, mass media researchers nowadays 
do not approach a campaign with the notion of "the all-powerful 
media" in mind. It is an accepted fact that the media alone 
cannot "sweep people off their feet". The audiences of a 
mass media campaign are no longer considered as passive, 
motionless targets but as active participants in the total 
communication process. Several intervening variables have to 
be accounted for, when considering media effects. However, 
while some researchers regarded these intervening
496
variables as "obstacles" in the way of successful campaigns, 
others have concentrated on understanding them and accept­
ing them as an integral part of any mass communication 
situation.
This study was approached with full awareness of the limit­
ations of mass media capabilities. However, a lot of effort 
was made towards understanding and influencing the intervening 
variables, based on our own research findings and other guide­
lines available.
It is with these expectations in mind, with an outline of modest 
objectives, and with a delineation of specific elements of 
success (in their limited manifestations), that we can account 
for the outcome of this campaign.
The five literature survey chapters have carefully dealt with 
most aspects of mass communication effectiveness from the 
theoretical and the practical point of view. The review 
culminated in a step-by-step analysis of the possible reasons 
for the failures and successes of mass media campaigns. The 
summary sketch framework presented at the end of Chapter VI 
was preceded by a discussion of the elements and variables 
that are within the control of the designer of a media campaign, 
what strategies can be deduced from previous research, and 
what is still largely unknown in this field and needs further 
research. This analysis of persuasive mass media communications 
was used in a systematic manner for the design of this campaign 
and will be of practical use to anyone attempting to design a 
mass media campaign. If each of the elements discussed in the 
framework is considered carefully, the probability of the 
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<For the complete framework, see page201)
Retracing our steps in dealing with the problem of this study, we 
shall present possible explanations for the success of the 
campaign:
1. A careful review and application of the literature 
in relation to the theories and strategies of 
attitude change and the intervening variables of a 
mass communication situation.
2. Application of the causes of the failures and successes 
of previous campaigns to a framework of intervening 
variables and problems that have to be dealt with; 
specification of what can be controlled by the 
communicator and what has to be deduced from previous 
research findings.
3. An elaborate pre-study of the target audiences, 
involved:
a) An examination of the ^true' problem of the 
campaign and the audiences' positions in 
relation to the topic of the campaign;
b) A study of the audiences' mass communication
This
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habits, uses of the media and their tastes and 
behaviour patterns;
c) An examination of the cultural values and
beliefs and other variables that were thought 
to be relevant to theme development, in partic­
ular the resistances to be overcome.
4. Delineation of clear-cut and limited campaign objectives 
on the basis of the findings above and the choice of the 
most suitable theoretical and applied strategy to approach 
the target audiences to create the effect desired.
The development and careful selection of the themes of 
the campaign on the basis of the results of the pre­
studies, using the framework designed for the study.
6 . Continuous researcher-broadcaster co-operation in the 
making of the programmes. The broadcaster accepted 
the researcher's judgement of the audience involved and the 
theme development as well as the criticisms from the feed­
back after each programme. On the other hand, the 
researcher was fully dependent on the producer in 
conveying the message with artistic and creative skills 
and using innovative presentation formats.
7. The choice of a practical research design to measure 
and evaluate the effectiveness of the campaign.
8 . Access to the schools for measurement, and the co­
operation of all the Ministries involved.
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SUMMARY OF THE MAIN RESULTS
The results of this research showed that properly researched 
and appropriately designed persuasive television programmes 
(campaigns) are capable of enhancing information acquisition 
and modifying attitudes and behaviour, at least in our 
particular case.
A summary of the findings in relation to the set objectives 
of the study would seem to justify the above conclusion.
1. Attitude Change:
The attitude towards the nursing vocation for both the 
advantages and disadvantages factors (as measured by the 
items of our research instrument) showed a significant 
positive shift in the experimental groups and none in the 
control group from before to after the television programmes.
2 . Information Level:
For items included in the programmes, there was a significantly 
larger increase in the information level of the experimental 
groups than the control group from before to after the tele­
vision programmes.
3. Image Change:
The social image of the nursing vocation (as measured by the 
items of our research instrument) showed a larger and significant 
positive shift in the experimental group 2 than the control 
group from before to after the television programmes.
! I
4. Behavioural Intention (intention to enrol in Nurse 
Training:
11
For experimental group 2 (those who saw two or more of the 
television programmes) there was a significant increase in the 
percentage of the pupils who declared that they intended to
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join nursing (from 7% before the programmes to 11% after the 
programmes). There was a decrease in the percentage of the 
control group and no change in experimental group 1 (who saw 
one programme only)*.
5. Behaviour Change:
There was a larger percentage of female applicants to the 
nursing vocation for the campaign year as compared to the 
preceding year (see table 25),
In addition, officials of the Nursing School claimed that 
immediately after the campaign programmes ten pupils showed 
up in the school asking for application forms. It was also 
claimed that the applicants in the campaign year generally 
showed a higher academic ability than the previous years. 
Comparing the educational quality of the applicants of the 
campaign year with preceding years was one of the set objectives 
of the study; however, the records available were not sufficient 
to give objective comparative proof that the applicants of the 
campaign year were of better academic ability. Nevertheless, 
the officials of the school considered that their educational 
quality was better.
Changes in the Control Group
One of the important points to note when referring to these 
results is that the control group was not isolated from the 
other groups. Not watching any of the television programmes 
did not mean that no interaction might have occurredl between 
the control group and the other groups at any time between 
the pre-tests and post-tests. Interaction regarding the campaign 
topic could have taken place at home (with family or relatives 
who might have seen the programmes), or in school with friends 
and (or) teachers. This interaction may have contributed to 
the slight change in the information level and image of the 
nursing vocation in the control group.
: I
* The results for experimental group I will be discussed later.
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This possibility for interaction between the control group and the 
experimental groups is relevant to studies carried out in complete 
naturalistic settings. In a laboratory situation, no change is 
expected to occur in the control group, as all the intervening 
variables are fully controlled. In a completely naturalistic 
setting the effectiveness of the programmes can only be measured 
as the change in the experimental groups over and above any 
changes in the control group (having checked the comparability 
of all the relevant characteristics of the groups concerned.
Although there was a slight change in the information level and 
image score of the control group, there was no change in their 
attitudes.
Some psychologists (see Emmett, 1965) have always argued that 
attitudes are very stubborn concepts, much more stubborn than 
they are believed to be; this might explain why we observed no 
change in them in subjects who did not see any of the television 
programmes.
The Impact of Several versus a Single Programme
One of the interesting findings of the study was that the effect­
iveness of the television programmes seemed to be related to the 
number of programmes seen. One 15-30 minutes' television pro­
gramme seemed to produce inconsistent results. Some of the 
subjects who saw one programme shifted favourably, while others 
did not. However, when two or more programmes had been viewed, 
the results were consistent throughout, showing a definite and 
significant impact in the intended direction.
For simplifying the Analyses of the Main Results, we combined the 
respondents who saw 2-3 television programmes into one group 
(Experimental Group 2). However, it is interesting to note that 
there was a "graduated" and significant difference in the infor­
mation image and attitudes if we divided Experimental Group 2 
into those who saw 2 programmes only and those who saw 3 pro­
grammes. This further reinforces this finding that the impact 
of the programmes is partly related to the number of programmes 




In considering the validity and importance of our findings, 
we should now consider a number of possible objections and 
criticisms. Such objections might come from research workers 
in different traditions (for example, from experimentalists 
rather than survey researchers) or from critics who make 
different assumptions or have different expectations (for example, 
concerning the persuasibility of young adolescents). Those 
criticisms were referred to in Chapters V and VII while dis­
cussing the effectiveness of mass media campaigns and the method­
ological problems facing such campaigns. We shall list a number 
of possible criticisms and consider each of them in the light 
of the evidence from the present study.
!• Change chould have been due to unimportance of the
topic, or to unfamiliarity with it.
2 . Change could have been due to persuasibility character­
istics of the audience.
That there was re-inforcement, but no "effects II
4. Methodological criticisms.
1* In Chapter V it was explained that television campaigns
can enhance information and change attitudes if the topic of the 
campaign is new, unfamiliar or unimportant, and if the attitudes 
held towards it are weak and not ego-involving. This argument 
may apply to a number of studies but it is not true of the present 
one, for the following reasons:
a) there had been several television programmes 
about nursing before this campaign, so it 
cannot be regarded as a new and unfamiliar 
topic.
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b) Deciding what career to choose can be one of the 
most important decisions in life, so attitudes 
towards it cannot be considered as weak and unim­
portant.
Some critics have argued that political mass media campaigns 
showed little effects compared, for example, to selling a new 
brand of soap because of the high ego-involvement of the 
audience with political behaviour and its social consequences, 
while buying a new soap brand had only minor social consequences.
Taking into account the Bahraini womens' cultural resistances and 
traditionally held beliefs, the decision for a "culturally fit" 
job can be considered as highly ego-involving, and with more 
relevant social consequences than a political campaign in a 
Western culture. Besides, the target audience was tested at 
a time when the decision on a job choice was very salient.
2^ Another counter-argument could be that the change measured
was due to the persuasibility characteristics of the audience. 
First, it should be recalled that no significant correlations 
were found between change in attitudes, image or information 
and any of the demographic and other variables of relevance, 
such as age, school grade, socio-economic status, school per­
formance, intelligence, residential area, anxiety level and 
traditionalism measures. So it cannot be argued (at least in 
this case) that any of the above characteristics could be 
responsible for the change measured.
However, it can be argued that adolescent female pupils might 
have an uncritical attachment to the mass media and that this 
might have facilitated the change. McGuire (1969) suggested that 
maximum suggestibility was generally found at about eight or nine 
years of age; his evidence indicated that, after the age of 
nine and until adolescence, there was a decided decline in 
suggestibility, after which it levelled off. Noble (1975), basing 
his experiments on Piaget's developmental theory, argued that 
the age of maximum vulnerability to television propaganda was
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actually about ten to eleven years. He carried out a pilot 
study on the developmental trends in childrens' perceptions 
of the televised labour force. On the basis of his results 
on age differences and susceptibility to televised propaganda, 
he came to the following conclusion:
"At about twelve years, children use relative 
standards in thought and from considerable distance 
compare what they have seen with other propaganda..."
(p. 120).
Noble considered twelve years as the turning point in the child's 
life as related to attitude change and television propaganda: 
before that age, children are still quite susceptible, but after 
it they become more critical.
The age range of the subjects of this study was 13 to 20 years, 
with a mean of 16 years. This is above the critical vulner­
ability and susceptibility age levels and so unlikely that they 
have an uncritical attachment to the media.
3. Another of the counter-arguments that could be raised
is that our television programmes merely reinforced pre-existing 
positions and did not change them. It is not always easy to 
distinguish between "reinforcement" and "effect". It seems that 
in this study we have a bit of both. The power of the mass 
media campaigns to reinforce existing beliefs is accepted by 
almost all mass media researchers.
However, the ability of mass media campaigns only to reinforce 
and not to convert is emphasized by psychologists who have 
different expectations of media effectiveness and who stress 
the minimal power of the media to influence attitudes and 
behaviour (see McGuire - 1969, Klapper - 1960, and others).
As discussed in Chapter V, Larson (1964) argued that the 
reinforcement effects of the mass media are emphasized because 
of lack of evidence of conversion effects. He stressed that
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what is probably being overlooked is that "encouragement of 
constancy” or reinforcement may be an important effect in 
itself: reinforcement should not be regarded as "no effect",
as it involves maintaining a position which could have been 
changed in the opposite direction in the absence of the campaign 
stimulus. This argument is also stressed by Miller & Burgoon (1973) 
who suggested that a new look at the concept of persuasion and 
influence is now necessary (see pagelAA).
In the case of this study, a number of points have to be clarified. 
An analysis of the target audiences' positions on the topic of 
the campaign (as discussed in Chapter VIII) were favourable on 
the majority of the items before the campaign was started. The 
campaign themes were therefore designed not to change those 
positions but to present a remodelled image of nursing and a new 
motivation for action. If the campaign acted as a reinforcing 
agent only, then we would expect the positions of the target 
audiences to have remained favourable, and not to have moved in 
the opposite direction. On the majority of items, the subjects 
showed a shift in intensity from favourable to more favourable. 
According to some analysts, this would be considered as reinforce­
ment only, while according to others it is regarded as a definite 
impact. However, there were some items which had divergent 
responses from the subjects to start with. After the programmes, 
there was a clear change in the positions of the subjects on those 
items from unfavourable to more favourable, especially in the 
experimental group who saw two or more programmes.
4. Methodological Criticisms: One of the major arguments
about the effects of mass communications concerns differences 
in the methodological situations. Hovland (1959) explained 
that the positive findings on mass communication effects found 
in laboratory experiments might be due to:
a) Absence of self-selected exposure;
b) Immediate measurement after the communication
c) Absence of counterbalancing communications.
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McGuire (1969) considered such reasons as simply "salvaging" 
explanations for the measured minimal effects of media communi­
cations in real-life situations.
The results of our study seem to show that, despite the inter­
play of variables in a real-life situation, it has been possible 
to measure the effectiveness of the mass communication by means 
of a careful research design.
To evaluate this design, we shall quote Raskin's (1970) step- 
by-step requirements for a valid campaign evaluation (as presented 
in Chapter VII) and discuss where this research has succeeded 
or failed in fulfilling those requirements.
The characteristics necessary to measure the true effects of mass 
media communications in the real world (according to Haskins)
are:
1) "Natural communications should prevail during the resear^".
a) Representatives of the target population did get 
normal messages through an accustomed medium in 
their usual surroundings.
b) The message distribution was unobtrusive and the 
subjects were unaware of any special research 
purpose of the communication. The messages were 
presented hy familiar spokesmen (ordinary student
nurses).
c) The usual processes of selective attention and 
incidental learning were operative. Noise, in 
the form of competing stimuli and messages, other 
persons and social interaction as in everyday 
life, was present.
What makes this study relevant to the controversy over the 
effectiveness of television programmes was its capacity to
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measure the effectiveness of a specifically designed campaign 
in a completely naturalistic, yet controlled, setting. The 
target audiences of the campaign were not removed from their 
everyday situations into a laboratory. Yet access to them for 
measurement could be obtained at several points, and it was 
possible to measure their reactions to the programmes within 
a few days of the showing of the last programme. Moreover, 
the manipulation of the dependent variables was done without 
the subjects knowing the true purpose of the research. The 
aim throughout was to produce findings which would be general-
izable to everyday life.
Although a degree of control equal to that of a tight laboratory 
experiment was not possible (as will be explained later), and 
the costs were relatively high, it is important to weigh the 
advantages of including the complex interactions of variables 
that occur in true-life situations. The inferences from those 
interactions and relationships can add to our knowledge of mass
media effects.
Generalizability
Measuring the effects in a real-life situation necessarily 
implies that the findings should be more generalizable than 
those obtained in the laboratory. What can, and what cannot, 
be generalized from this research?
i. It can be claimed that the results show that 
carefully designed programmes can have an effect 
of enhancing information and changing attitudes, 
but it has to be remembered that the samples 
measured in this study consisted of adolescent 
female pupils, so while the results can be safely 
generalized to an adolescent population, one has 






Th© programmes designed would be effective from 
year to year and are not unique or specific to the 
campaign year. (They were actually put on the air 
in the year following the campaign for recruiting 
more nurses).
The results seemed to show that at least two or 
three 15/30 minutes' programmes are needed to 
produce the desired impact. One 15/30 minutes' 
television programme produced conflicting results.
The specific style and appeal of the programmes 
might be limited to a developing Arab country; 
however, the framework designed to decide what 
type of appeal and strategy to choose, depending 
on the characteristics of the target audience, 
the external events and the communication situation 
(as presented in Chapter VI) is generalizable to 
any attempted mass media campaign in any culture. 
The theoretical generalizations are discussed later
The measurement effects should be demonstrably due to the 
communication treatment(s) and to nothing else.
When designing this study, special care was taken to account 
for possible weaknesses that might reduce the clarity of the 
cause-and-effect relationship. Before discussing what was 
done, it is relevant to consider the following points:
1. As discussed in Chapter VII, to ensure external 
validity and generalizability, one necessarily 
tends to restrict the internal precision validity 
of the study; this is a matter of relative 
priorities.
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ii. When considering broadcasting effects, one should
remind oneself of Klapper’s (1959) warning about 
fallacious one-to-one cause and effect models of 
mass media research, and the temptation to see 
simple and direct effects of which broadcasting is 
treated as the "sole and sufficient cause".
Nevertheless, the chosen design of this study did attempt to 
eliminate extraneous influences by having a control group, 
comparable experimental and control groups, and by checking 
for other influences such as reactivity due to instrumentation 
(i.e. reactivity due to pre-testing).
Let us start with a major condition for a true experiment; the 
random assignment of subjects to treatments. This was not poss­
ible in this study because it would have been too difficult to 
prevent a specific group from watching the television programmes, 
so the treatment groups were based on self-selective viewing.
It might be argued that, due to this self-selective process, 
the results could be biased because of the unequivalence of the 
groups. This is, however, an empirical question, which in our 
case was anticipated by including relevant measures in the pre­
test battery.
Self-selectivity was not found to be a major source of bias in 
this study, as was discussed in Chapter X. Briefly, the reasons
were as follows:
1. An analysis of the pre-test dependent variable scores 
showed no significant differences between the control 
and experimental groups in the attitudes of the pupils 
towards nursing.
2. Both the information and the nursing image scales showed 
a slight pre-test difference between the control and 
experimental groups, but this difference was only sig­
nificant at the p<.05 level. Moreover, as explained in 
the results chapter. Section D, the "majority" of
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individual items: 8 out of 9 information items and 
4 out of 7 image items showed no significant differences 
between the scores of the three groups before the pro­
grammes .
3. The demographic and other relevant variables showed no 
differences between the control and experimental groups 
except for the school class (grade) level, where more 
intermediate-class pupils viewed the programmes than 
secondary class pupils. However, as the age range of 
the intermediate class was between 13 - 18, this was not 
considered a major problem.
Two other strategies have helped to reduce the cause-effect 
ambiguity of this study:
i.
ii.
The use of additional measures of unintended 
effects, for comparison;
The use of multiple indicators of change.
A number of measures were used to find out the effectiveness 
of the campaign and change was found on almost every measure. 
Moreover, for each measure of intended effect, there was 
another control measure of unrelated change, to find how 
specific the effects were. Over all those measures, there 
was a significant change in the ones measuring the campaign's 
effects, while there was no change in the measures of unrelated
effects.
Though this was a rather expensive technique, it rendered further 
proof that the television programmes could produce their own 
intended impacts.
3) "Measurement should be unobtrusive and valid.".
Unobtrusive non-reaotive measures should be used where possible 
or, at the very least, no perceptible connection between 
communication and measurement should be apparent. Special
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care has been taken to ensure that the subjects of the campaign 
would not perceive the connection between the communication and 
the measurement: both the instruments of measurement and the 
purpose of the campaign were disguised, as discussed in detail
in Chapter VIII.
a) The choice of the dependent variables was based on perti- 
nance to criterion behaviour under investigation, rather 
than on convenience. It would have been simpler to choose 
very general measures regarding the topic of the campaign, 
as is usually the case in attitude scales. The intention 
of the campaign was to try to shift more specific resist­
ances in the attitudes, social imagery and information con­
cerning the nursing job. It was assumed that changing such 
specific resistances would be more difficult than changing 
general ideas about nursing; therefore, even slight changes 
would mean that some impact must have occurred.
b) The period between treatment and measurement should be long 
enough to show a long-term, as well as an immediate, effect. 
Although this was an intended objective of the original 
design, it was not possible to get a measure of long-term 
effect*in this study. The delays that happened as a result 
of the television programmes pushed the time for the post­
tests’ measures to the last possible deadlines, and this 
meant that no further access could be obtained to the pupils 
at a later time. However, behavioural change in the long 
run did occur, though this change cannot be traced with 
certainty to the effects of the television programmes, as 
many intervening variables could have occurred after the 
post-test measures, but before applications for nursing 
training took place.
c) The question of a valid representative sample of the target 
population does not arise in this study. As Bahrain is a 
small country, it was possible to carry out the testing on 
the whole potential population.
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d) There was a relatively good re-test rate, but it was not 
as high as desired. Around 17% of the total number of 
subjects were absent during the post-testing period.
However, this absenteeism was random, and no bias in 
the results has occurred as a result of it, as discussed 
in Chapter IX. Despite this loss of subjects, the numbers 
of respondents remaining in each group was large enough 
to show up even small changes in the measures,
4) Haskins' final requirement was that: "The total communi­
cations and research design should be accurately executed.
Haskins argued that the design of a valid campaign is relatively 
easy, but that the execution of it is very laborious. The total 
plan should be followed exactly, and any deviations should be 
applied equally to all treatment groups.
It can be said that, as a whole, the plan of this campaign was 
followed and that any deviations did apply equally to all treat­
ment groups. However, no campaign of this size moves smoothly, 
no matter how^much organization is done beforehand, and this 
campaign is no exception. Some of the things that went wrong 
as a result of administrative shortcomings were:
i. Only three out of the five designed television
programmes were put on the air on time. If more 
programmes had been shown as intended, the effect­
iveness of the campaign might well have been 
greater. On the other hand, it is not known at 
what point repetition becomes useless, and by 
using all five programmes we might have obtained 
an answer to this question.
11 . The delay in creating the television programmes 
led to absenteeism which could have been avoided 
if the timing of the campaign had been adhered to 
as originally planned. Forty-one subjects who 







become nurses were absent during the post-testing 
and it would have been interesting to obtain their 
reactions to the t.v. programmes.
The same delay also necessitated the reduction of 
the contents of the post—tests to the minimum 
possible, so as to fit the whole questionnaire 
into one class period. This meant that interesting 
information, such as the social ranking of the jobs, 
and the cultural resistances scales could not be 
administered again.
Some information gathered at the beginning of the 
research to measure the academic calibre of the 
applicants to nursing became useless for comparative 
purposes as there was a change in the schools' 
grading system half-way through the research period.
It was intended that the number of new applicants 
should be compared with the preceding two years, 
at least. However, due to changes in the filing 
system at the time, only the numbers of the appli­
cants of the preceding year could be traced.
The decision to choose the whole target population 
for the study meant that the class teachers had to 
carry out the administration of the tests. This 
had its advantages and disadvantages. The main 
advantage was that the pupils did not have an 
intruder in their everyday surroundings, and the 
testing was carried out in completely naturalistic 
settings. The disadvantage was that some teachers 
might have biased the experimental situation by 
helping, etc. It has to be emphasised (as discussed 
in Chapter IX) that great care was taken by the 
researcher to maximize the objectivity of the test­
ing situation. This involved a laborious preparation 
of detailed step-by-step sheets of instructions 




how to deal with the questions, what examples to give, 
etc. The researcher also met all the teachers person­
ally to emphasize the necessity of adhering strictly 
to the instructions. However, it remains a possibility 




A discussion of the theoretical strategies of attitude-change 
and their possible applications is presented in Chapter IV.
Our study did not set out to test a particular theory of 
attitude change, but it did apply and make use of a specific 
approach. It would therefore be interesting to note what 
theoretical suggestions have arisen from this application.
When considering how to approach the target population, it was 
decided to apply DeFleur's Socio-Cultural model of attitude 
change to the theme-development and design. This was decided 
because the culture being dealt with was not an individualistic 
culture, but a deeply institutionalized religious culture, 
where conformity to traditional roles and norms was the rule,
not the exception.
It was found that the underlying problem was not with the 
nursing job Itself, but with the social role of nursing as 
compared to other jobs. In a developing country with old 
cultural traditions, there are 'culturally fit’ jobs and 
■culturally unfit- jobs. Some characteristics of the nursing 
job, such as the serving aspects and working during unsocial 
hours, could have created low social status for nursing as 
compared to other jobs sucli as teaching. Assuming that 
incongruence and dissonance existed in the target population 
between the social status of nursing versus its great humani­
tarian appeal, the problem was how to find a socially approved 
way to reduce this dissonance and incongruence. Eventually, 
it was decided to approach the target audience by making the 
objective of persuasion (positive attitudes to nursing) appear 
as a normative and approved aspect of society (so that a 
dissonant element came to look like a consonant one).
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Adopting De Fleur's strategy, this involved basically three 
steps
a) The t.v. message showed the adoption of the 
propagated nursing role to be normative in the 
relevant groups, and a non—adoptor was shown 
as deviant and non-conformist.
b) The social rewards and gratifications for the 
adopter were stressed.
c) It was clarified how adoption could achieve 
group integration consistent with approved group 
norms and values.
Summary of theme development
The complete description of how the programme themes were 
developed using the above strategy was presented in Chapter 
VIII. We shall present here a summary of this section to help 
in the following discussion.
The television communications were directed not only at the 
pupils (target audiences) but also at their parents, brothers, 
sisters and other influential figures. The aim was to present 
a remodelled image of the nursing job consistent with the 
society's approved cultural norms and traditions. It was hoped 
that this approach would work on the basis of two assumptions.
i. If we present the role of the nurse in the approved 
cultural context, it would help avoid the antagonism 
of the traditional beliefs of the relevant groups;
ii. If the resistances to nursing were due to social
pressures, then this remodelling of the nurse's job 
might help to neutralize this pressure, and thus 
reduce the social resistances facing the target 
population in their final choice.
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The programme themes were developed along the following principles 
and needs
1. To satisfy the principle of consistency and congruity, the 
programmes presented the nursing job in a culturally and 
religiously approved role, yet one that is also relevant 
to the modern world. The themes avoided any aspect that 
conflicted with culturally approved moral and ethical 
standards. They portrayed the womens' role in the respected 
educational sphere and emphasized the security of the job.
2. To satisfy the cognitive needs of the pupils, the advantages 
of the nursing job were presented. It was shown as a job 
involving basic health knowledge, of use not only at work 
but also for friends, family and in the home. Other 
advantages were also emphasized, such as social and career 
mobility, chances to go overseas for further education and 
economic independence - but they were carefully presented 
within an accepted cultural mode.
3. To satisfy affective needs and gratifications, the programme 
emphasized the humanitarian appeal of real-life incidents
in our society. Horrific sights of blood and disasters 
were avoided, but there was a low threat content in the 
message, referring to the consequences of ignorance of 
basic health problems. The affective needs for the 
"beautiful and aesthetic" (as suggested by McQuail, Blumler 
and Brown 1972) were conveyed in these programmes by the 
producer’s skill in associating the appropriate visual 
effects with the message propagated, such as the angel­
like figure of the nurse walking in the beautiful hospital 
gardens accompanied by the Arab poet’s verses about a nurse; 
the smiling, paralyzed child in the push-chair; and the 
nurse consoling the old man accompanied by the Holy 
Qura’an verses.
4. To satisfy individual psychological and stability needs, 
the programmes emphasized how much this job has been
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appreciated by religion, and by iamous writers, while the 
socially approved values of knowledge and education were 
presented as characteristic of this job. Feelings of 
personal identity and status were re-inforced by the human­
itarian appeals and the promise of a worthwhile job, and 
conveying meaning to life and existence by making others 
happy. The importance of friends and integration into a 
group was also conveyed, together with the College atmos­
phere which is much respected in this society.
It can be argued that this was not necessarily the most effective 
way of designing the campaign, and that there is no objective 
proof that it was this type of approach versus, for example, one 
based on individual decision making, that created the effect.
However, it is interesting to consider the answers of the pupils 
from the panel study. They were asked what aspects of the pro­
grammes were, in their opinion, the most effective (the complete 
analysis can be found in Chapter IX).
The majority of the subjects thought that the Qura'an messages 
and the real-life story with its humanitarian appeal were the 
most effective aspects of the campaign programmes. There were 
answers such as:
"the programmes showed nursing as an honourable and 
decent job. . ."
"God told us in his Book to serve humanity. . ."
"the programmes prove that nursing is a humanitarian 
job. . ."
"the programmes show us how humanitarian work is a 
duty put by God to the people. . ."
"showed us the sacrifice and noble aspect of nursing 
as compared to a banking job. . .”
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These and other answers (as presented in Chapter IX) clearly 
illustrate that the programmes succeeded in altering the pop­
ular image oi nursing.
Besides the responses from the panel study subjects, a number 
of nurses were informally asked after the programmes what they 
thought of them. The majority of their answers were that they 
showed how religiously prestigious a humanitarian job like 
nursing was. They also said that this aspect increased their 
confidence in themselves and among their friends and family.
Based on the decision that the campaign was to be carried out 
in complete natural settings, the researcher was aware of the 
possible interactions between the target audience, their family 
and significant others all through the campaign period. This 
informal communication was considered a vital part of the total 
communication process and the assumption that it was the tele­
vision programmes PLUS the informal interaction that might have 
caused the measured change cannot be ruled out. In fact, the 
belief that this kind of informal interaction does occur and 
is effective has made us decide to direct the television pro­
grammed not only at the target audiences, but also at these 
significant others. On the other hand, using completely 
naturalistic settings made it necessary to disguise as much as 
possible the purpose of the campaign, and to avoid further 
testing of the subjects or their relatives. This decision may 
have helped the effectiveness of the television programmes, but 
it left some doubts about our theoretical assumptions. Except 
for the responses from the panel study, we have no evidence 
that the indirect approach enhanced the effect of the programmes,
i.e., we have no evidence that:
i. The programmes reached the parents or significant others,
ii, The programmes were effective in reducing the resistances
of the parents and significant others,
iii. That the possibly reduced resistances were effectively 
conveyed to the target audience.
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The possible use of this indirect approach, using informal 
interaction with significant others to strengthen the 
campaign’s impact, might well be a fruitful subject for
future research.
E . SUGGESTIONS FOR FURTHER RESEARCH
Several recent studies have presented detailed reviews of 
the state of mass communications and suggestions for further 
research. See for example Comstock (1975) "The Research 
Horizon", and Davison and Yu (1974) "Mass Communication 
Research: Major Issues and Future Directions".
However, Chisman’s (1974) article "Afterword: Another View 
of Research Priorities", which is presented at the end of 
Davison and Y u ’s book, is of particular relevance to this 
study. Chisman is not a mass communications academic but 
a foundation executive looking at the field as an out­
sider. He explained that his suggestions are based on the 
studies of the academics and researchers in the field, 
however, as he is not a specialist, he c^uld look into 
the field without becoming too involved in the specialist s
details.
Chisman argued that research in the future should be both 
"fine-grained" and "broad-gauged". He said:
, i'
"While acknowledging that most studies 
show the effect of mass communications 
on attitudes, particularly political 
attitudes, to be small, I am not sure 
whether we should give up on attitudinal
521
research. Looking for the moment only at 
studies of political attitudes, I think 
it is fair to say that the more fine-grained 
the research has been - that is, the more it 
has taken into account a great number of the 
psychological variables - the greater signifi­
cance attitudes have seemed to have in 
explaining individual behaviour. Most 
research on the effects of mass communica­
tions has not been very fine-grained in this 
sense."
(p. 198)
He continued that, as much as he believed communication 
research should be fine-grained, it should also become 
broad-gauged. By this he meant that research should 
take into account all aspects of a'particular communica­
tions system simultaneously and set new typologies of 
communication systems. For example, one might find that 
all public information systems about health care, 
accident prevention, civil defense etc., are similar in 
many ways. This approach renders the research more 
practical and applicable and leads to policy—relevant 
findings - as it takes into account more of the factors 
relevant to mass communications. This suggestion is 
supported by most of the mass communication researchers 
who call for more policy-relevant studies.
Our research can be considered an example of an attempt 
to keep a balance between the detailed attention to all 
the psychological factors relevant in creating change and 
measuring the effectiveness of the mass communication 
campaign. At the same time, the framework developed for 
designing more successful campaigns is applicable to a 
wide range of public information programmes.
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While carrying out this study, it was found that there 
is a lot we do not know about the best channel-mix for 
designing effective campaigns, (see p a g e W  ). This 
applies to both personal versus media channels and media 
channels among themselves. This means that more specific 
research as related to this aspect is needed. Another 
aspect which was found to be a hindrance was lack of free 
exchange of information between the diverse disciplines 
dealing with mass communication research.
With a practical yet educated approach to the problems 
of mass communication research, free access to informa­
tion across the disciplines and broadcaster/researcher 
co-operation, the field might develop more definitive 







9b 1 IF YES, SINCE WHEN?
1, More than 5 years
2, 5 years
3, 4 years
4  ^ 3 years
5. 2 years
6. 1 year










10 I HOW OFTEN DO YOU WATCH T.V.?
1. Every day
2. Twice a week
3. Once a week
4. Once every 2 weeks
5. Less than once every 2 weeks
6. Don't watch at all
0
11 1 IF YOU HAVE T.V, AT HOME, WHICH CHANNELS 




































































16bI IF YES, WHAT?
1. Professional Grade I & Administrative 205
2. Professional Grade II & Service 5581 4473. Commercial




No. Statement N %age
17 WHERE DO YOU LIVE?
101 Manama West 1283 15
102 Manama East 32 1
210 Muharaq 721 25
220 Hidd 124 4
231 Kalab 18 1
232 Al-Deir 9 0
233 SamahiJ 13 0
311 Jidhafs 43 2
321 Sanabis 82 3
313 Dalh 23 1
325 Shakhura 1 0
326 Busaiba 3 0
328 Al-Qadum 39 1
330 Karrama 1 0
335 Karbabad 2 0
401 Diraz 32 1
402 Budaia 25 1
403 Bani-Jaura 16 . 1
404 Barbar 1 0
507 Zallaq 9 0
610 Issa Town 198 7
710 Sitra 7 0
723 Aker Kharbia 1 0
810 Rifa'a 172 6
0 (255)
18 SCHOOL PERFORMANCE
1. Excellent 252 8.8
2. Very Good 402 14.0
3. Good 925 32.8
4. Fair 970 33.9
5. Bad 315 11.0
0 (246)







IF YOU HAD THE CHOICE, WHEN WOULD YOU
LEAVE SCHOOL?
1. After Primary level
2. After Intermediate level




WHEN DO PARENTS WISH YOU TO LEAVE SCHOOL?
After Primary level 
After Intermediate level 




iuestj 3 is I For Intermediate Level Only ]












3b1 IF YES, WHY?
1. Don't like studying
2. Not happy at school
3 . Help family materially
4 . Going to get married
5. Father doesn't want me to continue
6. Mother wants help at home
7 . Found a job





Want to train as a waitress 
Want to train as a dressmaker 
Want to train in another job
0
PLANS AFTER SECONDARY GRADUATION?
1. Don't know if I'd reach secondary level|
2. Wait and see if I pass first
3. If I gei good grades, enter Universityj
4. Apply to Teachers' Training College
5. Apply to College of Health Science
6. Apply to School of Nursing
7. Apply for a Company job
8. Apply to train as a Secretary
9. Apply to Gulf Technical College
10. Work with family
11. Apply to train as an Air Hostess
Wait to get married 
Don't know 
0
3 I 1.2| 
8 I 3.3| 
48 119.81 
1(2867)1
Questions 5 & 6 percentages 
(plan to work & wish to work) 
are presented in main text, 
Results Chapter. ________
IF GETTING MARRIED WHILE WORKING WOULD 
YOU WORK AFTER MARRIAGE?
1. Plan to work
2. Leave work





















IF YOU HAD THE CHOICE, AND \iERE ASKED TO 
MARRY EARLY, AT \iHAT LEVEL WOULD YOU 
LEAVE SCHOOL?
1. After Primary level
2. After Intermediate level







PLANNING TO CHOOSE A JOB, WHICH OF THESE 
TYPES OF JOB WOULD YOU PREFER?
1. Job requiring intellectual work




Job having adventure, future but no 
security





11 Job requiring good dress-sense I 812




Job requiring your thinking ability 
Job when learned will know always
Go to College or University 





14 DO YOU LIKE SCHOOL?
15
16
Like a little 
Like a lot 
Don't like 







IS YOUR RELATIONSHIP WITH TEACHER GOOD?
Less than other pupil.5 
Like other pupils 
Better than other pupils
0
WHICH OF THESE SCHOOL SUBJECTS DO YOU LIKE I 
HATE OR DON'T MIND?
1. Like





























1622 p o . i
840 p i . 3
236 8.7
(236)
1236 p . O






































642 p . 9
(429)
1326 p . 8
1047 p . 3
289 p.0.9
(448)
 ^ Physical Education
r Arts Education















Qatar 1. Yes 2690 86.5
0 (420) 13.5
Abu Dhabi 1. Yes 2323 74.7
0 (787) p5.3
Dubai 1. Yes 2001 p . 3
0 [1108) 35.6
Oman 1. Yes 128 4.1
0 r2981) 95.9


























4. All, sometime 
0








2. Next 2 months
3. Before summer
4. Next year 
0
N






IF CAN, DO YOU HAVE TO RETURN HOME AT 
SPECIFIC TIME?
1. Can stay as long as I like
2. Have to go back on time 
0































































































DO YOU WATCH ALL THE CHILDRENS' PROGRAMMESj 
OR PART OF THEM?
Friday












15.1 DO YOU WATCH EVENING PROGRAMMES, i.e 











































TILL WHAT TIME IN THE EVENING DO YOU 
USUALLY WATCH TV?
From Saturdays - Wednesdays 





No. Statement N age \<^
17a 
'ont .1
























































18 WHICH THREE 
LIKE MOST?
TELEVISION PROGRAMMES DO YOU
Arabic Serial 
News in English 
Western Series 





































19a 1 DO YOU KNOW THE PROGRAMMES BEFORE PUTTING 
























20 I IS TV SET LEFT ON ALL THE TIME, OR FOR 
SPECIFIC PROGRAMMES?
1. Left on most of the time
2. Put on for specific programmes
0
21 I WHAT DO YOU DO IF YOU DON'T LIKE A
p r o g r a m m e ?
1 , Qo on watching
2, Stop watching









No. Statement N age W
22.1 WHAT DO YOU DO WITH THE SET?
Keep it on 
Switch it off 
Switch to another channel 
Volume lowered 
0
23.1 WITH WHOM DO YOU USUALLY WATCH TV? 
Alone
With friends
With brothers & 
sisters

















74 I WHEN DO YOU MOST OFTEN WATCH BAHitAIN 
TELEVISION ?
1. Around six in the evening
2. Around seven in the evening
3. Around eight in the evening
4. Between eight & nine in the evening
5. Between nine & ten in the evening













25 WHICH PROGRAMMES DO YOU TRY YOUR BEST NOT 
TO MISS?
1. Arabic serial
2. News in English
3. Western serials
4. News in Arabic
5. Documentaries
6 . Arabic films
7 . Western films
8 . Indian films
9 . Gulf musicals
0, Western musicals
.1 , Family world
.2, Local programmes
0
26 I CAN YOU CHOOSE WHAT YOU WANT ON TV OR 
OTHERS HAVE TO AGREE FIRST?
1 . Watch what I want
2. Others have to agree
3 . We like same things
0
27 1 WHO DECIDES IN THE FAMILY WHAT CAN BE 




























Quest. Like Mind Like
No. Statement 1 2 3 N
28 WHAT TYPES OF PROGRAMMES 
DO YOU LIKE TO WATCH ON 
TV?
1 Westerns (Cowboys) 36.6 44.4 19.0 2654
2 Adventure 55.0 31.9 13.2 2631
3 Detective 57.3 29.8 12.9 2667 '
4 Space & spacemen 32.7 36.6 30.7 2651
5 School Life 65.0 30.2 4.8 2646
6 Drama 47.6 37.9 14.4 2636
7 Comedy 77.8 17.2 5.0 2685
8 Tragedy 47.6 32.9 19.6 2644
9 Religious Plays 44.8 42.7 12.5 2640
10. Historical Plays 26.8 44.1 29.0 2632
11 War Plays 31.6 36.4 32.0 2616
12 Of Great People 41.5 42.4 16.1 2643
13 Home Life & Society Problems 79.9 16.3 3.8 2686
14 Bedouin Plays 61.2 31.3 7.4 2649
15 Travel 43.8 43.1 13.1 2624
16 Science & Inventions 40.0 41.6 18.4 2620
17 Aeroplanes 8e Flying 23.8 49.0 27.2 2601
18 Sea and Ships 33.2 46.8 20.0 2593
19 Painting & Sculpture 39.5 42.7 17.8 2597
20 Home Economics & Cooking 57.9 34.3 7.8 2627
21 Dancing 53.3 30.9 15.7 2643
22 Wild Animals 30.2 37.2 32.7 2602
23 Domestic animals 53.2 37.7 9.1 2647
24 People from other lands 50.4 42.2 7.5 2643
25 Agriculture & Village Life 62.7 29.6 7.7 2646
26 Great Books 57.0 34.8 8.3 2637
27 Children & Childcare 54.3 36.5 9.2 2628
28 Health Science 59.6 34.3 6.1 2631












a p p e n d i x e
Questionnaire
GENERAL FREQUENCIES
FEAR INVENTORY (including) 
MEDICAL RESISTANCES
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Doesn ' t| 
bother 
te 3 N
Working with a Dentist
Work at school unsatisfac­
tory
Illnesses
Start something and not 
finish it
Marriage
The sight of blood 
Exams
School Uniforms 
Scolded by teacher 






Smell of antiseptic and 
disinfectants
Lack of self confidence
Taking decisions
Darkness
Working with people 
Insects
Working with a Doctor
Inability to concentrate
Infectious diseases
Called to the headmistresi 
office
Sound of someone in pain 
Staying alone at night 









APpEWDIX P GENERAL FREQUENCIES
Questionnairet POST PROGRAMME - Individual Questions
Questio^ 
No Statement N Frequency Remarks


















', Don't know 
0
WHAT QUALIFIES A PERSON TO AN 
IMPORTANT JOB?
1, Known family
2. Religion & tradition
3, Popularity
4. Work & experience 
0





No Statement N luency Remarks
8
WHAT IS THE MOST IMPORTANT 
ELEMENT FOR OUR NATIONAL 
DEVELOPMENT?
. Citizen's hard loyal work 
, Government planning 
. God's help 
. Good luck 
0




1642 I 76.5 
505 I 23.5 
(963)
COULD YOU ACCEPT OTHER 
NATIONAL'S TRADITIONAL 
THINKING & HABITS?
WHICH NEWS DO YOU ENJOY MOST?
1 . World news 1130 52.4
2 . Local news 333 15.5
3. Fashion 137 6.4




Comparison of Dependent Variable Scales (After the 









Saw 1 Frog 468 2.6987
Saw 2 Frogs 517 2.8414
Saw 3 Frogs 592 3.5152
CONTROL 268 17.9664
Saw 1 Frog 472 13.1801
Saw 2 Frogs 531 18.4463
Saw 3 Frogs 609 18.6125
IcONTROL 255 15.4627
Saw 1 Frog 457 16.0000
Saw 2 Frogs 506 16.3874
Saw 3 Frogs 573 16.7138
CONTROL 255 17.6196
Saw 1 Frog 457 17.9891
Isaw 2 Frogs 506 18.0514
Saw 3 Frogs . 573 18.5096










a p p e n d i x G
tttnat. c a r d  l a y o u t  a n d  c o d e  c o n t e n t
questionnaire: BACKGROUND INFORMATION
Key to last column:
Code: 902
C = coded
sm = single mention 











HOW OLD ARE YOU?
(2)
sm
1 . Less than 13 years old
2 . 13 years old
3. 14 I I  H
4. 15
5. 16 I I  I I
6 . 17 I I  I I
7. 18. I I  n
8 . 19
9. 20 I I  I I
10. Over 20 years old







(3) I IS YOUR MOTHER LIVING AT HOME ?
1. Yes
2. N o __________________
HOW MANY' BROTHERS SISTERS DO YOU HAVE







Question & Code Content
sm
1 1 1 1 (6 ) HAVE SISTERS OLDER THAN YOU?1. Yes
1 2 . No 1
1 22 (7a) DOES YOUR MOTHER GO TO WORK?
1 . Yes 1
2 . No









9. Self employed(private business^
10 . Civil servant
(7c) IF CIVIL SERVANT, WHAT GRADE?






2. Other Arab Nationality
3. Other
DO YOU HAVE TV AT HOME?
1. Yes
2. No
IF YES, SINCE WHEN?
1 . More than five years ago
2. Five years ago









QuesNo. Questions & Code Content
4 . three years aog
5 . two years ago
6 . one year ago
7 . less than a year
30 1(10) I HOW OFTEN DO YOU WATCH
TV? (at your, or someone
else's home)
1. Everyday
2. Twice a week
3. Once a week
4 . Less than once a week
5. Never watch t.v.
(11) I IF YOU HAVE TV, WHICH CHANNELS 










38 ( 12) DO YOU HAVE RELATIVES IN THE 
NURSING PROFESSION?
sm
39 (13) DO YOU HAVE RELATIVES IN THE 
TEACHING PROFESSION?
sm









Questions & Code Content




d o e s  y o u r  f a t h e r  w o r k ?
Yes 
No
43-441(16b) 1 IF YES, STATE IN DETAIL
WHAT HE DOES:
45-461 (17) I WHERE DO YOU LIVE?
45 (18)
49 (19)
















NOTE; . . ,
and filled them in later.
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APPENDIX H
FINAL CARD LAYOUT AND CODE CONTENT
Questionnaire: SCHOOL AND WORK Code: 903




No. Question and Code Content
3 1-3 CODE
4 4-7 STUDENT NO.
2 8-9 SCHOOL NO.
2 10-11 CLASS NO.
1 12 (1) IF YOU HAD THE CHOICE, WHEN WOULD YOU 
LEAVE SCHOOL?
1 . After primary level
2 . After Intermediate level





(2 ) WHEN DO YOUR PARENTS WISH YOU TO LEAVE 
SCHOOL?
1. After Primary level
2. After Intermediate level
3. After Secondary level
4. After University
5. Don't know
For Intermediate Class only
sm







No. No. Question and Code Content
2 15-16 (3b) IF YES, WHY? >m
1 . I don't like studying
2 . Not happy at school
3. Have to help family materially
4. Going to get married
5. Father doesn't want me to continue
6 . Mother wants me to help at home
7. Found a job
8. Want to train as Nurse
9. Want to train as Waitress
10. Want to train as Dressmaker
11. What to train for another job.
2 17-18 (4) AFTER GRADUATING FROM SECONDARY SCHOOL, 
WHAT ARE YOU PLANNING TO DO? sm
1 . I don't know if I'd get to final Secondary class
2 . Wait and see if I pass first
3. If my grades are good, enter a 
University
4. Apply to Teachers' Training College
5. Apply to College of Health Sciences
6 . Apply to Nursing School
7. Apply for training in a Company
8 . Apply to train as a Secretary
9. Apply to Gulf Technical College
10. Work in family business
11. Apply to train as Air Hostess
12. Wait to get married
13. I don't know yet
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19-20 (5)
21-22  ( 6 )
IF YOU ARE PLANNING TO WORK, WHAT WORK 
DO YOU HAVE IN MIND?







8 . Air Hostess
9. Employee at Company









PEOPLE CANNOT ALWAYS DO WHAT THEY WISH 
TO DO, WHAT JOB DO YOU WISH YOU COULD
DO?

























(7) IF GETTING MARRIED WHILE WORKING, WOULD 
YOU WORK AFTER MARRIAGE?




( 8 ) HAD CHOICE, & ASKED TO MARRY EARLY, AFTER 
WHAT LEVEL WILL YOU LEAVE SCHOOL?
1. After Primary level
2. After Intermediate level




The following questions you have 
to tick one out of two alternat­








No. Question and Code Content
1 25 (9) IF YOU WANT TO CHOOSE A JOB, WHICH OF 
THESE DO YOU PREFER? sm
1 . Job requiring intellectual work 1J
2 . Job requiring practical work LH
1 26 (10) ANb WHICH OF THESE DO YOU PREFER? sm
1 . Job which is adventurous, has future, but risky 1
2 . One which is not adventurous, has no future, but is secure j
1 27
—
(11) AND WHICH OF THESE DO YOU PREFER? sm
1 . One which requires you to-be well 
dressed J
2 . One in which dressing does not 
matter J
1 28 (12) AND WHICH OF THESE DO YOU PREFER? sm
1 .
.




2 . Job which, once you learn, you'll always know J
f —■
1 29 (13) WHICH OF THESE WOULD YOU PREFER DOING 
AFTER LEAVING SCHOOL? str
1 . Go to a College or University J
2 . Find a job straight away 3
1 30 (14: DO YOU LIKE SCHOOL? sn
1 . Like it a little J
2 . Like it a lot J
3. Don't like it —
4. It is a necessity 





No. Question and Code Content
31 (15) DO YOU THINK YOUR RELATIONSHIP WITH 
YOUR TEACHER IS GOOD?
1. Less than other pupils
2. Like other pupils
3. Better than other pupils
sm '
(16) HERE ARE A NUMBER OF SCHOOL SUBJECTS: 
YOU MIGHT LIKE SOME, DON'T MIND SOME 
AND DISLIKE OTHERS. TICK WHAT SUITS 
YOU MOST FOR EACH SUBJECT
Like Don't Mind Dislike £









































No. No. Question and Code Content
3 1t 3 CODE
4 4-7 STUDENT NO.
2 8-9 SCHOOL NO.
2 10-11 CLASS NO.
1 12 CARD SEQUENCE NO.
1 13 (1) DO YOU WATCH TV MORE THAN ONCE A WEEK?
1. Yes
2 . No
(If NO, please put your hand up to talk 
to teacher)
1 14 (2) DO YOU HAVE A TV SET AT HOME?
15 (3)1 IF YOU HAVE A TV SET, SINCE WHEN DID YOU 
HAVE IT?
1 . More than 5 years ago
2. Five years ago
3 . Four years ago
4 . Three years ago
5. Two years ago
6 . One year ago
7 . Less than one year ago _ _ _ _ _ _ _
sm
(4) IF YOU HAVE A TV SET, WHICH CHANNELS CAN 





No. Question and Code Content
1 16 Bahrain









(5) THE PROGRAMMES OF
LIKE MOST?
1 . Bahrain




6 . Abu Dhabi
7. Dubai
8 . Oman
IF YOU HAVE A TV AT HOME, MOVE TO QUESTION 
NO. 10 AND ANSWER THE REST FROM THERE.
For those who do not have a 
tv at home:-










No.[ Question and Code Content
|7.a I DO YOU THINK YOUR PARENTS ARE PLANNING 







IF YES, WHEN DO YOU THINK THEY ARE 
PLANNING TO GET THE SET?
1 . I don't know
2. Within the next two months
3. Before the summer holidays
4. Next year
IF YOU WANT TO WATCH A PROGRAMME ON TV 
CAN YOU USUALLY GO TO YOUR FRIENDS' HOME 
TO WATCH?
1 , I usually can
2 , I usually cannot
3 , Sometimes I can, sometimes I cannot
IF YOU GO TO YOUR FRIEND'S HOME TO WATCH 
TV, DO YOUR PARENTS ASK YOU TO RETURN AT 
A SPECIFIC TIME OR NOT?
1 . Can stay as long as I like
2. Have to go back on specific time
le.b 1 IF YOU HAVE TO RETURN AT A SPECIFIC TIME, 
WHEN IS THAT USUALLY?
sm
9.a





No. Question and Code Content
1 ' 1
It Is now asked of those who have
and do not have t.v. to answer all
the questions.
1 32 [10) WHILE WATCHING T.V. SOME PEOPLE DO OTHER
JOBS AT THE SAME TIME. WHAT DO YOU
USUALLY DO WHILE WATCHING T.V.? pm
1 . Just watch
2 . Do my housework
3. Read




8 . Do other things
1 33 Cll) DO YOU SOMETIMES WATCH CHILDRENS PROGRAMMESpm
'* 1 1 i 1 1i 1 . Yes ■1 1 1
2 . No
IF YOUR ANSWER IS NO MOVE TO QUESTION NO • 1
15
Now a few questions about Childrens'
Programmes
[12) HOVI OFTEN DO YOU WATCH CHILDRENS'
PROGRAMMES?
always sometimes never
7 34 Saturday 1 2 3
35 Sunday 1 2 3
36 Monday 1 2 3
37 Tuesday 1 2 3





No. Question and Code Content
Thursday
Friday
always sometimes neve] 
1 2  3
1 2  3
(13)
41
WHEN YOU WATCH THE CHILDRENS' PROGRAMMES,
DO YOU WATCH ALL OF THEM OR PART OF THEM? |sm
1. Usually watch all
2. Usually watch part







6 . Western films
7. Documentaries
44 (15) DO YOU SOMETIMES WATCH THE EVENING 
PROGRAMMES, i.e. AFTER SEVEN P.M.?






No. Question and Code Content
Now a few questions about the 
evening programmes.
1(16)1 HOW OFTEN DO YOU WATCH THE EVENING 
PROGRAMMES, i.e. AFTER SEVEN P.M.?
always sometimes never 
Saturday 1 2 3
Sunday 1 2 3
Monday 1 ^ ^
Tuesday 1 2 3
Wednesday 1 2 3
Thursday 1 2 3
Friday 1 2 3
1(17)1 TILL WHAT TIME IN THE EVENINGS DO YOU 
STAY WATCHING T.V.?
Saturdays to Wednesdays:
I watch till...•.hrs in the evening 
Thursdays:
I watch till.....hrs in the evening 
Fridays:
I watch till.....hrs in the evening
1(18)1 WHICH THREE EVENING T.V. PROGRAMMES DO 
YOU LIKE MOST?
Arabic serial (daily)
News in English 
Western serials 


























CARD 904 NO. 2i ■  —
Question and Code Content
The following questions are 




VISION BEFORE PUTTING IT ON?
1. Yes
2. No
IF YES, HOW DID YOU KNOW?
From tomorrow's programmes 
From today's programmes 
From the newspaper 
From the family 
From friends
im
( 2 0 )
19
IF YOU HAVE A T.V. SET AT HOME, IS IT LEF' 
ON MOST OF THE TIME OR IS IT SWITCHED ON 
FOR SPECIFIC PROGRAMMES ONLY?
1. Left on most of the time
2. Switched on for specific programmes
( 21)
20
WHILE YOU ARE WATCHING, IF A PROGRAMME 
COMES ON WHICH YOU DO NOT LIKE, WHAT DO 
YOU USUALLY DO?
1 . I go on watching
2. I stop watching









No. Question and Code Content
(22) WHAT DO YOU DO TO THE T.V. SET? 3m
1 21 1. Keep it on
2. It is switched off
3. Change to another channel
4. Lower volume only
(23) WITH WHOM DO YOU USUALLY WATCH T.V.? nun
5 22 Alone
23 With my friends
24 With brothers and sisters
25 With relatives
26 With my parents
(24) WHEN DO YOU MOST OFTEN WATCH BAHRAIN 
TELEVISION? 3m
1 27 1. Around six in the evening
2. Around seven in the evening
3. Around eight in the evening
4. Between eight & nine in the evening
-
5. Between nine and ten in the evening
6 . After ten in the evening
(25) WHICH PROGRAMME DO YOU DO YOUR BEST NOT 
TO MISS? sm
2 28-29 1. Daily Arabic serial
2. News in English
3. Western serials
4. News in Arabic
5. Documentaries
6 . Arabic films
7. Western films












12. Local programmes in general
(26 CAN YOU USUALLY WATCH WHATEVER YOU LIKE 
ON T.V., OR DO THOSE SITTING WITH YOU 
HAVE TO ACCEPT FIRST? sm
1 30 1. I can watch what I like
2. Those watching have to accept first
3. We usually like the same programmes
(27 WHO IN THE FAMILY USUALLY DECIDES WHAT
CAN BE WATCHED ON, TV AND WHAT SHOULD NOT? sm
1 31 1. My father
2. My mother
3. One of my brothers
4. One of my sisters
5. A relative
6 . No-one.
(28 WHAT TYPES OF PROGRAMMES DO YOU LIKE TO 
WATCH ON TV? Here are a number of types 
of programmes, tick the answer that you
feel suits you most ‘for each type*
Don't Don't 
Like Mind Like
1 2  3
32 Cowboys (Westerns) 1 2 3
33 Adventure 1 2 3
34 Detectives 1 2 3
35 Space & spacemen 1 2 3













37 Drama 1 2 3
38 Comedy 1 2 3
39 Tragedy 1 2 3
40 Religious plays 1 2 3
41 Historical plays 1 2 3
42 War plays 1 2 3
43 Of great people 1 2 3
44 Home Life & 
Society Problems 1 2 3
45 Bedouin plays 1 2 3
46 Travel 1 2 3
47 Science & Inventions 1 2 3
-48 Aeroplanes & Flying 1 2 3
49 Sea & Ships 1 2 3
50 Painting & Sculpture 1 2 3
51 Home Economics & 
Cooking 1 2 3
52 Dancing 1 2 3
53 Wild animals 1 2 3
54 Domestic animals 1 2 3
-
55 People from other 
countries 1 2 3
56 Agriculture & 
Village Life plays 1 2 3
57 Of great books 1 2 3
58 Children & Child Care 1 2 3
59 Health, medicine & 
Health Science 1 2 3
60 News & World Events 1 2 3 •
61 Politics 1 2 3
62 Competitions & Quizzes 1 2 3
63 Musicals as a whole 1 2 3
64 Gulf musicals 1 2 3
65 Arabic musicals 1 2 - 3
66 Western musicals 1 2 3
577
APPENDIX J
FINAL CARD LAYOUT AND CODE CONTENT








No. Question and Code Content
3 1-3 CODE
4 4-7 STUDENT NO.











WHAT CERTIFICATE IS REQUIRED 
FOR EACH OF THOSE JOBS?
1. Secondary Intermediate
2. Secondary
3. Teacher's Training College
4. Gulf Technical College
5. Don't know
sm
12 Teacher Gr. 4 1-5
13 Practical Nurse 1-5
14 Air Hostess 1-5
15 General Nurse 1-5
16 Secretary 1-5
17 Teacher Gr. 5 1-5
(2) AFTER GETTING THE REQUIRED 
CERTIFICATE, HOW MANY YEARS 
OF TRAINING ARE REQUIRED FOR 

















HOW MANY HOURS OF WORK ARE 
REQUIRED FOR EACH OF THOSE JOBS?
1. 36 hours per week
2. 31 hours per week






HOW LONG IS THE VACATION PERIOD 



























no. Question & Code Content
31 Gulf Technical College 1-5
32 Teachers' Training College 1-5
33 College of Health Sciences 1-5
34 Gulf Air Training Centre 1-5
(6) WHAT STIPEND IS GIVEN IN THE FIRST 
YEAR OF TRAINING TO EACH OF THOSE 
JOBS?
1. 50 Dinars per month
2. 65 Dinars per month
3. 98 Dinars per month
4. I don't know
35 Practical Nurse 1-4
36 Air Hostess 1-4
37 General Nurse 1-4
(7) WHAT TRANSPORT FACILITIES ARE
PROVIDED FCREACH OF THOSE JOBS?
1. Facilities for those living 
more than one mile from home
2. Facilities for all. Bus 
stops at specific areas
3. Company provides transport




40 Air Hostess 1-5
41 Secretary 1-5
(8) WHAT SALARY IS GIVEN AFTER COMPLE-













no. Question & Code Content
1. 84 Dinars per month
2. 95 Dinars per month
3. 99 Dinars per month
4. 115 Dinars per month
5. 119 Dinars per month
6. Don't know.
42 Teacher Gr. 4 1-6
43 Practical Nurse 1-6
44 Air Hostess 1-6
45 General Nurse 1-6
46 Secretary Gr. 5 1-6




FINAL CARD LAYOUT AND CARD CONTENT








No. Question & Code Content
3 1-3 CODE
4 4-7 STUDENT NO.
2 8-9 SCHOOL NO.









12 1. Requires good academic quali­fications
13 2. Involves difficult training
14 3. It is not socially prestigious
15 4. Rumoured to be only a stepstone 
to marriage
16 5. Provides opportunités for 
socializing
17 6. Requires a nice personality
18 7. Provides good opportunities for career mobility
19 8. Rumoured that choosers not dedicated
20 9. Helps achieve independence















22 1. Requires good academic qualifica­
tions
23 2. Involves difficult training
24 3. It is not socially prestigious
25 4. Rumoured to be only a stepstone 
to marriage
26 5. Provides opportunités for sociali­
zing
27 6. Requires a nice personality
28 7. Provides good opportunities for 
career mobility
29 8. Rumoured that choosers are not 
dedicated
30 9. Helps achieve independence
31 10. It is a secure & sheltered job




32 1. Requires good academic qualifica­
tions
33 2. Involves difficult training
34 3. It is not socially prestigious
35 4. Rumoured to be only a stepstone 
to marriage
36 5. Provides opportunités for sociali­
zing









no. Question & Code Content
38 7. Provides good opportunities for 
career mobility
39 8. Rumoured that choosers are not 
dedicated
40 9. Helps achieve Independence





42 1. Requires good academic qualifica­
tions
43 2. Involves difficult training
44 3. It Is not socially prestigious
45 4. Rumoured to be only a stepstone 
to marriage
V
46 5. Provides opportunities for sociali­
zing
47 6. Requires a nice personality
48 7. Provides good opportunities for 
career mobility
49 8. Rumoured that choosers are not 
dedicated
50 9. Helps achieve independence
51 10. It Is a secure and sheltered Job
(5) RANK THOSE JOBS FROM THE MOST 




















52 1st In Importance 1-8
53 2nd " 1-8
54 3rd " 1-8
55 4th " 1-8
56 5th " 1-8
57 6th " 1-8
58 7th 1-8




FINAL CARD LAYOUT AND CARD CONTENT






of Col Quest Question and Code ContentCols No. No.
3 1-3 CODE
4 4-7 STUDENT NO.
2 1 8-9 SCHOOL NO.










This is the ideal job for life
Like the discipline in this job
Dislike heavy responsibility 
involved
Dislike having to carry orders
Like the uniform
Choose when found no other job
Like the fact that no decision­
making is involved
Dislike certain aspects
Like opportunity presented to 
socialize
Dislike irregular working hours
The advantages are several
It is a routine & boring job
Opportunities for career mobility 
are several















This Is the Ideal job for life
Like the discipline In this job
Dislike heavy responsibility 
Involved
Dislike having to carry orders
Like the uniform
Choose when found no other job
Like the fact that no decision­
making Is Involved
Dislike certain aspects
Like opportunity presented to 
socialize
Dislike Irregular working hours
The advantages are several
It Is a routine and boring job
Opportunities for career mobility 
are several













AIR HOSTESS' JOB 





This is the ideal job for life
Like the discipline in this job
Dislike heavy responsibility 
involved
Dislike having to carry orders
Like the uniform
Choose when found no other job
Like the fact that no decision­
making is involved
Dislike certain aspects
Like opportunity presented to 
socialize
Dislike irregular working hours
The advantages are several
It is a routine and boring job
Opportunities for career mobility 
are several















This is the ideal job for life
Like the discipline in this job
Dislike heavy responsibility 
involved
Dislike having to carry orders
Like the uniform
Choose when found no other job
Like the fact that no decision­
making is involved
Dislike certain aspects
Like opportunity presented to 
socialize
Dislike irregular working hours
The advantages are several
It is a routine and boring job
Opportunities for career mobility 
are several





FINAL CARD LAYOUT AND CARD CONTENT
Questionnaire: WHAT IS YOUR ATTITUDE? (2) Code: 908
No.
RemarksI of I Col |Quest 















Housework is womens’ real work
Women should have freedom of choice
Womens' Role is to marry and have 
children
If a woman is working, the husband 
should share housework
Womens' place is in the home
Further education is beneficial 
to women
If husband is well off, women should 
not work
Women are capable of housework and 
work
Women are less intelligent than men
Marriage should not be approached for 
shelter and security only
Women should be taught only what is 







no. Question & Code Content
23 (12) Women should use talent outside 
home
24 (13) When a girl gets married, she 
should leave work
25 (14) Women should become economically 
Independent
26 (15) Women should choose only secure 
and sheltered jobs
27 (16) Girls should get married only after 
graduating from school.
591 if
a p p m d i x  n
FINAL CARD LAYOUT AND CARD CX)NTENT
Questionnaire: WHAT BOTHERS YOU? Code: 909





1. Bothers me a lot
2. Bothers me a little
3. Does not bother me at all
I I i
I 1
Working with a dentist
Work at school unsatisfactory
Illnesses
Start something and not finish 
it
Marriage
The sight of blood 
Exams
School uniforms 
Get scolded by teacher 










FTNAL CARD LAYOUT AND CARD CONTENT
9iieationnaire; WHAT BOTHERS YOU? Code: 909
Remarks
No.
of Col Quest 1 Question and Code contentCol No. 1 No.
3 1-3 CODE
4 4-7 STUDENT NO.
2 8-9 SCHOOL NO.
2 10-11 CLASS NO.
i 1
t ! I I
1. Bothers me a lot
2. Bothers me a little
3. Does not bother me at all
/ I
12 (1) Working with a dentist
13 (2) 1 Work at school unsatisfi
14 (3) 1 Illnesses
15 (4) 1 Start something and not it
16 (5) 1 Marriage
17 (6) 1 The sight of blood
18 (7) 1 Exams
19 (8) School uniforms
20 (9) 1 Get scolded by teacher
21 (10) 1 Thoughts of death
22 (11) 1 Studies
23 (12) Strict discipline
24 (13) Going to work
25 (14) Obeying orders
26 (15) 1 Leaving school





no. Question & Code Content ; I
Lack of self confidence 
Taking decisions 
Darkness
Working with people 
Insects
Working with a doctor 
Inability to concentrate 
Contact with Infectious diseases 
Called to the headinisstress's offi{:e 
Sound of someone in pain 
Staying alone at night 







Going to school 






FINAL CARD LAYOUT AND CODE CONTENT













THERE ARE DIVERSE EVENTS, NEWS 
AND TOPICS THAT WE WATCH, 
LISTEN TO OR READ ABOUT IN THE 
MASS MEDIA. WHICH MEDIUM DO 









NOW THAT THIS SCHOOL YEAR IS 
DRAWING TO AN END, IF YOU ARE 
PLANNING TO WORK, ^YHAT WORK 
DO YOU HAVE IN MIND?




























WHAT QUALIFIES A PERSON TO DO 
AN IMPORTANT JOB?
1. Known family
2. Religion and tradition
3. Popularity
4. Work and experience
WHAT IS THE MOST IMPORTANT 
ELEMENT FOR OUR NATIONAL 
DEVELOPMENT?






SOME PEOPLE ARGUE THAT IT IS 
IMPORTANT THESE DAYS FOR A 
HUSBAND AND WIFE TO PLAN THE 















SO AS TO DIRECT MORE ATTENTION 
TO THE ONES THEY HAVE. OTHERS 
ARGUE THAT IT IS WRONG TO PLAN 
THE NUMBER OF CHILDREN BORN.
WHAT IS YOUR POSITION ON 
FAMILY PLANNING? Ism
1. Agree with family planning
2. Disagree with family 
planning
IF YOU MEET SOMEONE FROM 
ANOTHER COUNTRY AND CULTURE, 
DO YOU THINK YOU CAN UNDER­
STAND AND TOLERATE THEIR WAY 









4. News of celebrations and 
festivities
WHAT CERTIFICATE IS REQUIRED 













no. Question & Code Content
3. Teacher's Training College
4. Gulf Technical College
5. Don't know
1 22 Practical Nurse 1 - 5
1 23 Teacher Gr. 5 1 - 5
1 24 General Nurse 1 - 5
(9) HOW MANY HOURS OF WORK ARE 
REQUIRED FOR EACH OF THOSE 
JOBS?
1. 36 hours per week
2. 31 hours per week
3. 64 hours per week
4. Don't know
sm
1 25 Teacher 1 - 4
1 26 Nurse 1 - 4
(10) AFTER GETTING THE REQUIRED 
CERTIFICATE, HOW MANY YEARS 
OF TRAINING ARE REQUIRED FOR 







1 27 Practical nurse 1 - 5
1 28 Teacher Gr. 5 1 - 5






no. Question & Code Content
( 11) HOW LONG IS THE VACATION 














WHAT STIPEND IS GIVEN IN THE 
FIRST YEAR OF TRAINING TO EACH 
OF THOSE JOBS?
1. 50 Dinars per month
2. 65 Dinars per month






WHAT TRANSPORT FACILITIES ARE 
PROVIDED FOR EACH OF THOSE 
JOBS?
1. Facilities for those living pm 
more than one mile from home]
2. Facilities for all. Bus 
stops at specific areas.
3. Company provides transport



















This is the ideal job for life
Like the discipline in this job|
Dislike the heavy responsibil­
ity involved.
Dislike having to carry out 
orders
Like the uniform
Choose when found no other job
Like the fact that no decision-| 
making is involved
Dislike certain aspects
Dislike the irregular working 
hours
The advantages are several 
It is a routine and boring job 















no. Question & Code Content
1 49 1 This is the ideal job for life
1 50 2 Like the discipline in this job
1 51 3 Dislike the heavy responsibil­ity involved
1 52 4 Dislike having to carry out orders
1 53 5 Like the uniform
1 54 6 Choose when found no other job
1 55 7 Like the fact that no decision­making is involved
1 56 8 Dislike certain aspects
1 57 9 Dislike the irregular working hours
1 58 10 The advantages are several
1 59 11 It is a routine and boring job
1 60 12 There are better jobs






1 61 1 Does it require a good academic qualification?
1 62 2 Does it involved difficult training?
1 63 3 Is it socially prestigious?
1 64 4 Is it true, as rumoured, that it is used only as a stepstone 
to marriage?
1 65 5 Does it provide opportunities for socializing?












no. Question & Code Content
1 67 7 Does it provide good opportun­ities for career mobility?
1 68 8 Is it true, as rumoured, that choosers are not dedicated?
1 69 9 Does it help achieve independ­ence?






1 71 1 Does it require a good academi qualification?
c
1 72 2 Does it involved difficult training?
1 73 3 Is it socially prestigious?
1 74 4 Is it true, as rumoured, that it is used only as a stepstone 
to marriage?
1 75 5 Does it provide opportunities for socializing?
1 76 6 Does it require a nice person­ality?
1 77 7 Does it provide good opportun­ities for career mobility?
1 78 8 Is it true, as rumoured, that choosers are not dedicated?
1 79 9 Does it help achieve indepen­dence?
1 80 10 Is it a secure and sheltered job?
1 12 (18) HAVE YOU SEEN ANY OF THE PRO­






















265 Square Miles 
341,000 (estimate)




Arabic (English widely spoken) .
Manama
Sovereign Independent Arab State 
ruled by H.H. Sheikh Issa Bin Sulman 
Alkhalifa.
SUMMARY;
Bahrain became an independent state in August, 1971. This 
date officially marked the end of the special political and 
military ties with the British Government under which 
Britain was responsible for the island's defence and 
foreign affairs.
As an Independent Arab State, Bahrain became a member of the 
United Nations and the Arab League.
603
r e f e r e n c e s
Alexander, R.S., and Podair, S. Educating New York City
residents to benefits of Medicaid. In G. Zaltman,
P. Kotler, & I. Kaufman (Eds.)
Creating Social Change. Holt, Rinehart & Winston 
Inc. 1972, pp. 598 - 603
Allport, G.W. Attitudes in the history of social psychology, 
In G. Lidzey (Ed.)
Handbook of Social Psychology. Addison-Wesley, 1954 
Vol. 1, pp. 43 - 45.
Allport, G.W. and Postman, L.J. The basic psychology of 
rumour. In D. Katz et al (Eds.)
Public Opinion & Propaganda. New York: Dryden,
1954, pp. 39^ - 405.
Anderson, K.E. Persuasion Theory 8t Practice. Boston, Mass: 
Allyn & Bacon Inc., 1971.
Anderson, N.H. Test of a model of opinion change.
Journal of Abnormal & Social Psychology. 1959.
Vol. 59. PP. 371 - 381.
Anderson, N.H. Application of an additive model to 
impression formation.
Science. 1962. Vol. 138, pp. 279 - 280.
Annis, A.D., and Meier, N.C. The induction of opinion through 
suggestion by means of 'planted content':
Journal of Social Psychology. 1934, Vol. 5, 
pp. 65 - 81
604
Asch, S.E. The doctrine of suggestion, prestige and 
imitation in social psychology.
Psychological Review. 1948. Vol._55. pp 250 ~ 276
Asch, S.E. Social Psychology. Englewood Cliffs, N.J.: 
Princeton Hall, 1952.
Asch, S.E. Effects of group presure upon the modification 
and distortion of judgements. In Elinor Maccoby 
et al. Readings in Social Psychology. New York: 
Henry Holt & Company Inc., 1958♦ pp. 17^ " 182.
Atkin, C.K. How imbalanced campaign coverage affects
audience exposure patterns. Journalism Quarterly,
1971. Vol. 48. PP. 235 - 244
Atkin, C.K., Bowen, L., Nayman, D.B., & Sheinkopf, K.G.
Quality versus quantity in televised political ads. 




Baldwin, T.F., and Surlin, S.H. The contribution of the 
visual element in television commercials. 
Journalism Quarterly. Vol. 46. 1969. p p . 607-610
Ball, S. Methodological problems in assessin the impact of 
television programmes.
Journal of Social Issues. Volume 32. No. _4.
1976, pp. 8 - 1 7
Ball, S., and Bogatz, G.A. The First Year of '*Sesan^
Street": An Evaluation. Princeton, N.J.: Educational
Testing Service, 1970.
Ball, S., Bogatz, G.A., Kazarow, K., and Rubin, D.B.
Reading with Television; A Follow-up Evaluation 
of "The Electric Company." Princeton, N.J.: 
Educational Testing Service, 1974.
Bandura, A. Strategies of attitude change. Principles of 
Behaviour Modification. Holt Rinehart & Winston 
Inc., New York, 1969.
Barnlund, D.C. Toward a meaning-centered philosophy of 
communication. Journal of Communication. 1962^
Vol. 11. PP. 198 - 202.
Barlett, D.L., et al. Selective exposure to a presidential 
campaign appeal. Public Opinion Quarterly,—
Vol. 38. PP. 264 - 270.
Bartlett, F.C. Remembering. Cambridge: The University 
Press, 1954.
Ba\aer, R.A. The obstinate audience: The influence process 
from the point of view of social communication. 





Bauer, R.A, The Audience. In: I. DeSola Poole, W. Schramm, 
et al. (Eds.) Handbook of Communication. Rand 
McNally College Publishing Company, Chicago,
1973, pp. 141 - 152.
Bauer, R.A., and Bauer, A.H. America, mass society and mass 
media. Journal of Social Issues. 1960 Vol. 16,
No. 3. PP. 3 - 66
Belson, W.A, A technique ior studying the effects of a
television broadcast. Applied Statistics 1956,
Vol. 5. PP. 195 - 202
Belson, Yf.A. Learning and attitude changes resulting from 
viewing a television series "Bon Voyage".
British Journal of Educational Psychology. 1956. 
Vol. 26. P P .  31 - 38
Belson, W.A. Impact of Television. Crosby Lockwood & Sons 
Ltd., London, 1967.
Ben-Seev, S., and White, I.S. Effects and implications. In
S. Kraus (Ed.), The Great Debates. Bloomington: 
Indiana University Press, 1962, pp. 331 - 337.
Berelson, B. Communications and Public Opinion. In
W, Schramm (Ed.), The Process and Effects of Mass 
Communications. University of Illinois, Urbana 
1954, pp. 342 - 356.
Berelson, B . , Lazarsfeld, P.F., and McPhee, W.N. Voting. 
Chicago: University of Chicago Press, 1954.
Berelson, B . , and Steiner, G. Mass communication. In Hum^  
Behaviour: An Inventory of Scientific Findings.
New York: Harcourt Bran & World, Inc., 1964, 
pp, 527 - 555.
Berio, D.K, The Process of Communication. New York: Holt, 
Rinehart 8c Winston, 1960.
607
Berio, D.K., Lemert, J., and Mertz. Dimensions for
Evaluating the Acceptability of Message Sources. 
Mimeographed report. East Lansing, Mich:
Michigan State University, 1966.
Bettinghaus, E.P, Persuasive Communication. (Second edition)
New York: Holt, Rinehart & Winston, 1973.
Bettinghaus, G.P. and Baseheart, J.R. Some specific factors 
affecting attitude change. The Journal of 
Communication. 1969. Vol. 19. PP. 227 - 238
Blumer, H. Suggestions for the study of mass-media effects.
In.E. Burdick & A.J. Broadbeck (Eds.), American 
Voting Behaviour. Glenoe, 111: Free Press,
1959, pp. 197 - 208.
Blumlep,J. British television: The outlines of a research 
strategy. British Journal of Sociology. 1964,
Vol. 15. PP. 223 - 233.
Blumler, J.G. and McQuail, D. Television in Politicsj--
Uses and Influence. Chicago, University of Chicago
Press, 1969.
Bogart, L. Measuring the effectivenes^pf an overseas
information campaign: a case history. Public^
Opinion Quarterly. 1957. Vol. 21. pp. 475 -.498
Bogart', L. Changing markets and media in Latin America.
Public Opinion Quarterly. 1959, Vol. 23. pp. 159-162
Bogart, L. Consumer and Advertising research. In Poole, I.,
De Sola, and Schramm, W., et al. (Eds.) Handbook 
of Communication. Chicago'? Rand McNally 1975»PP«70^ 7^1
Bogatz, G.A. and Ball, S. The Second Year of »'Sesame Streep:
A Continuing Evaluation. Princeton, N.J.:
Educational Testing Service, 1971.
I 1
608
Britt, S.H, Are so-called successful advertising campaigns
really successful? Journal of Advertising Research 
1969. Vol. 9. PP. 3 - 9
Broadbent, D.E. Perception and Communication» New York: 
Pergamon Press Inc., 1958
Bureau of Advertising. Repetition in advertising. (ANPA 
Harvard study). New York: American Newspaper 
Publishers' Association, June 1963.
>
Burt, C. Tests of significance in factor studies. British 
Journal of Psychology: Statist. Section. 1952, 
Vol. 5. pp. 109 - 133.
609
Campbell, D.T. Social attitudes and other acquired
behavioural dispositions. In S. Koch (Ed.), 
Psychology: A Study of Science. 1963, Vol. 6,
New York,: McGraw Hill, pp. 94 - 172
Campbell, D.J. Reforms as Experiments. American Psychologist, 
1969. Vol. 24. No. 4. pp. 409 - 429
Campbell, D.T. and Stanley, J.C. Experimental and Quasi- 
Experimental Designs for Research. Rand McNally 
College Publishing Company, Chicago, 1963.
Cantril, H. , and Allport, G.W. The Psychology of Rad^.
New York: Harper, 1935
Cantril, H. The invasion from Mars. In Eleanor Maccoby,
T.M. Newcomb, and Hartley, E.L. (Eds.) Readings 
in Social Psychology. New York: Holt. 1958, 
pp. 291 - 299
Cantril, H. The Pattern of Human Concerns. New Brunswick,
New Jersey: Rutgers University Press, 1965.
Carey, J.W. and Krieling, A. Popular culture and uses and 
gratifications: Notes toward an accommodation.
In J. Blumler, E. Katz, (Eds.) The Uses of M a ^  
Communications: Current Perspectives on Communi­
cation Research. Sage Annual Review, Vol. 3,
1974, pp. 225 - 248
Carter, R.F. Some effects of the debater. In S. Krauss
The Great Debates. Bloomington: Indiana 
University Press, 1962. pp. 253 - 270
Carter, R.E., and Sepulveda, 0. Some patterns of mass media 
use, in Santiago de Chile. Journalism Quarterly:,
1964. Vol. 41. PP. 216 - 224
610
Cartwright, D. Some principles of mass persuasion. Human 
Relations. 1949. Vol. 2. pp. 253 - 267,
Cartwright, D. and Harary, F. Structural balance: a
generalization of Heider's theory. Psychological 
Review. 1956. Vol. 63. PP. 277 - 293
Catell, R.B. Factor Analysis. Harper, New York, 1952
Chaffee, S.H. and McLeod, J.M. Individual vs. social
predictors of information seeking. Journalism 
Quarterly. 1973. Vol. 50. PP» 237
Chaffee, S.H. and Tims, A.R. Interpersonal factors in
adolescent t.v. use. Journal of Social Issues, 
1976. Vol. 32. No. 4. PP. 98 - 115
Child, D. The Essentials of Factor Analysis. Holt, Rinehart 
& Winston Ltd., 1970
IM
Coffin, T. and Tuchman, S. T.V. without pix. Media/Scope, 
Feb. 1968. Vol. 12. PP. 46 - 53
Cohen, A. Radio vs. t.v.: the effect of the medium.
Journal of Communication. Spring 1976. PP. 29
Colburn, C. An Experimental Study of The Relationship 
Between Fear Appeal- and Topic Importance in 
Persuasion. Unpublished Ph.D. Dissertation, 
University of Indiana, 1967.
611
Colley, R.H. Defining Advertising Goals for Measured
Advertising Results. New York; Association of 
National Advertisers, 1961.
Comstock, G.A. Television and Human Behaviour: The Key 
Studies. Santa Monica, California: Rand Corp­
oration, 1975.
Comstock, G.A. Television and Human Behaviour: The
Research Horizon: Future and Present. Santa 
Monica, California, Rand Corporation, 1975.
Comstock, G.A. Television and Human Behaviour: A Guide 
to the pertinent. Santa Monica, California;
Rand Corporation, 1975.
Cook, J.D., Appleton, H., et al. Sesame Street Revisited 
New York: Russel Sage Foundation, 1975.
Crockett, W.H. The effect on attitude change of cognitive 
differentiation and effect under conditions of 
norms - presentation with and without counter 
arguments. Dissertation Abstracts. 1953. Vol 13, 
p. 445.
Cronbach, L.J. and Furby, L. How should we measure change 
or should we? Psychological Bulletin. 1970,
Vol. 74. pp. 68 - 80.
Cromwell, H. and Kuchel, R. An experimental study of the 
effect on attitude of listeners of repeating 
the same oral propaganda. Journal of Social 
Psychology. 1952. Vol. 35. PP. 175 - 18.4_
612
Davison, W.P., Boylan, J. and Yu, F.T.C. Mass Media 
(Systeins and Effects). Holt, Rinehart &
Winston, Praeger Publishers Inc., 1976
De Eleur, M.L., Contemporary Theories of Mass Communication. 
David McKay Company Inc., New York, 1972.
De Fleur, M.L., and Westie, F.R. Attitude as a scientific
concept. Social Forces. 1963, Vol. 42. pp. 17 ~ 3A
Deutschman, P.J. The Sign-Situation Classification of Human 
Communication. Journal of Communication. 195^
Vol. 7. pp. 63 - 73
Deutschmann, P.J. and Danielson, W.A. Diffusion of knowledge 
of the major news story. Journalism Quarterly,
1960. Vol. 37. PP. 345 - 355
Dickson, J.P. Co-ordinating images between media. Journal
of Advertising Research. 1972, Vol. 12. pp. 25 - 28
Dietsch, R.W., and Gurnee, H. Cumulative effect of a series
of campaign leaflets. Journal of Applied Psychology., 
1948. Vol. 32. P P .  189 - 194
Dollard, J. Under what conditions do opinions predict 
behaviour? Public Opinion Quarterly. 1949.
Vol. 12. pp. 623 - 632.
Doob, L.W. Propaganda - its Psychology and Technique.
New York: Holt, 1935.
Doob, L.W. Psychological aspects of planned developmental 
change. In Art Gallaher Jr., (Ed.)
Perspectives in Developmental Change. Lexington: 
University of Kentucky Press, 1968, pp. 45 - 56.
Douglas, F.C., Westley, P.H. and Chaffee, S.H. An information 
campaign that changed community attitudes.
Journalism Quarterly. 1970. Vol. 47^ . PP. 479 - 487
:i«1
613
Enunett, B.P. The design of investigations into the effects 
of radio and television programmes and other 
communications. Journal of Royal Statistical 
Society. December 1965. pp. 26 - 59
Farquhar, J.W., Wood, P.D., Breitrose, H . , Haskell, W.L., 
Meyer, A.J. Maccoby, N., Alexander, J.K., Brown, B.W. Jr., 
McAlister, A.L., Nash, J.D. and Stern, M.P. Community
Medicine. The Lancet. June 4. 1977, pp» 1192-119^
Festinger, L. A Theory of Cognitive Dissonance. Stamford. 
Stamford University Press, 1957.
Festinger, L. Behavioural support for opinion change.
Public Opinion Quarterly. 1964, Vol. 28. pp. 404-417.
Festinger, L . , and Maccoby, N. On resistance to persuasive 
communications. Journal of Abnormal and SociaJ. 
Psychology. 1964. Vol. 68. PP. 359 - 366
Fishbein, M. and Ajzen, I. Belief. Attitude, Intuition an_d
Behaviour; An Introduction to Theory and R e s e a r ^ . 
Addison-Wesley Publishing Company, 1975.
Fleischer, G.A. A study of the effectiveness of a radio/t.v.
campaign of safety belt use. Journal of S a f e ^  
Research. March 1973. Vol. 5. No^— PP. 3 —
614
Frandsen, K.D. Effects of threat Appeals and Media Transmission. 
Speech Monographs. 1963, Vol. 30, pp* 101_~ IQ^ .
Freedman, J. and Sears, D. Selective Exposure. In L. Berkowitz 
(Ed.) Advances in Experimental Social Psychology,
1965, Vol. 2, New York Academic Press, pp. 57 ~ 97.
Freedman, J. and Sears, D. Warnings, distraction and
resistance to influence. Journal of Personality 
and Social Psychology. 1965, Vol. 1. p p » 262 - 266
Friedson, E. The relation of the social situation of contact 
to the media in mass communication. Public Opinion 
Quarterly. 1953. Vol. 17. pp^ 230 - 238.
Gerbner, G. Mass media and human communication theory. In
F.E.X. Dance (Ed.), Human Communication Theory. 
Holt, Rinehart & Winston, 1967, pp. 40 - 57.
Goldstein, M.J. The relationship between coping and
avoiding behaviour and response to fear arousing 
propaganda. Journal of Social Psychology. 1959, 
Vol. 58. P P .  247 - 252.
Gordon, R. Interaction between attitude and the definition 
of the situation in the expression of opinions. 
American Sociological Review. 1952. Vol. 17.jgp.
Green, B.F. Attitude measurement. In G. Lindzey (Ed.)
Handbook of Social Psychology. Vol. 1, Camb., 
Mass: Addison Wesley, 1954, pp. 335 - 369.
615
Green, M.W. Interrelationships of attitude and information:
A study based on the responses of southern white 
High School students to questions about the negro. 
Dissertation Abstracts. 1954. Vol. 14. p. 1839
Greenberg, B.S. Gratifications and television viewing and 
their correlates for television viewing. In 
J. Blumler and E. Katz (Eds.), The Uses of Mass 
Communications: Current Perspectives on Gommun^
cation Research. Beverly Hills, Ca,: Sage 
Publications, 1974^ pp* 71 “ 92.
Greenwald, A.G. Cognitive learning, cognitive response to
persuasion and attitude change. In A.G. Greenwald, 
Psychological Foundations of Attitude, 1968.
Gross, S.J., and Niman, C.M. Attitude-behaviour consistency:
A review. Public Opinion Quarterly. 1973.Vol* 
pp. 358 - 368
Gurevitch, M. An Overview. In J.D. Halloran and M. Gurevitch
(Eds.) Broadcaster/Researcher Co-operation in Mass
Media Research. A report on an International 
Seminar held at the University of Leicester,
England, Dec. 1970. Kavanagh & Sons Ltd., 1971,




Hall, W. The effect of defined social stimulus material 
upon the stability of attitudes towards labor 
unions, capital punishment, social Insurance 
and Negroes, Purdue University Study. Higher 
Education. 1938. No, 34. pp. 7 - 1 9
Halloran, J.D. Mass Communication Research and Adult
Education. University of Leicester Press, 1968
Halloran, J.D. (Ed.) The Effects of Television. Panther 
Books Ltd., 1970.
Halloran, J.D. Some concluding remarks. In J.D. Halloran 
and M. Gurevitch (Eds.) Researcher/Broadcaster 
Co-operation in Mass Media Research. A report 
on an International Seminar held at the University 
of Leicester, England. Dec. 1970. Kavanagh &
Sons Ltd., 1971,pp. 1?0 - 1?9.
Hartman, F.R. Single and multiple channel communication:
A review of research and a proposed model.
AV Communication Review. 1961. Vol. 9. No. 6 . 
pp. 235 - 262
Hartmann, G.W. A field experiment on the comparative 
effectiveness of 'emotional' and 'rational' 
political leaflets in determining election results 
Journal of Abnormal and Social Psychology. 1936. 
Vol. 31. pp. 99 - 114
} J
Haskins, J.B. Factual recall as a measure of advertising 
effectiveness. Journal of Advertising Research. 
March. 1964. pp. 2 - 8
Haskins, J.B. Evaluation research on the effects of mass
communication safety campaigns: A methodological 
critique. Journal of Safety Research. June 1970 
Vol. 2. No. 3. pp. 86 - 96
617
Hastrof, A.H. and Cantril, H. They saw a game: a case 
study. Journal of Abnormal Social Psychology.
1954. Vol, 49. PP. 129 - 134
Heider, F. The Psychology of Interpersonal Relations.
New York: Wiley, 1958.
Herz, M.F, Some psychological lessons from leaflet
propaganda in World War II, Public Opinion 
Quarterly. 1949. Vol. 13. p p . 471 - 486
Hewgill, M.A. and Miller, G.R. Source credibility and
response to fear-arousing communication. Speech 
Monographs. 1965. Vol. 32. pp. 95 - 101
Himmelweit, H.T. A theoretical framework for the consideration 
of the effects of television: A British report. 
Journal of Social Issues. 1961-62, Vol»17-18, No«
PP. 16 - 28 .
Himmelweit, H.T. The Relation of Research to the Planning 
and Production of Television Programmes. Paper 
presented to the International Seminar on television 
in Munich, Oct. 1963.
Himmelweit, H.T., Oppenheim, A.N., and Vince, P.
Television and The Child. New York: Oxford 
University Press, 1958
Hobbs, D.J, Factors Related to the Use of Agricultural 
Chemicals in Iowa Farms. M.S. Thesis, Amer,
Iowa State University, 1960.
Hovland, C.I. Psychology of the communication press. In
W. Schramm (Ed.) Communications in Modern Society. 
Urbana: Univ. of Illinois Press, 1948 pp. 5 9 - 6 5 .
618
Hovland, C.I. Effects of mass media communications. In
G. Lindzey (Ed.) Handbook of Social Psychology.
1954. Vol. 2. Cambridge Mass.; Addison-Westley 
pp. 1062 - 1103
Hovland, C.I. Reconciling conflicting results derived
from experimental and survey studies of attitude 
change. American Psychologist. 1959. Vol. 14 
pp. 8 - 17
Hovland, C.I. Janis, I.L. and Kelly, H.H. Communications and 
Persuasion. New Haven, Yale University Press, 1953.
Hovland, C.I., Lumsdaine, A.A., and Sheffield, F.D.
Experiments on Mass Communications. Princeton,
New Jersey, Princeton University Press, 1949.
Hovland, C.I., and Mandell, W. An experimental comparison 
of conclusion - drawing by the communicator and 
by the audience. Journal of Abnormal Social 
Psychology. 1952. Vol. 47. pp. 581 - 588
Hovland, C.I. and Weiss, W. The influence of source 
credibility on communication effectiveness.
Public Opinion Quarterly. 1951. Vol. 15. pp. 635-650
Howes, D.H. and Solomon, R.L. A note on McGinnie's
"emotionality and perceptual defense." Psycholo­
gical Review. 1950. Vol. 57. pp. 229 ~ 234.
Hsia, H.J. On channel effectiveness. AV Communication 
Review. 1968. Vol. 16. No. 3. pp. 245 - 267
Hyman, H.H. Inconsistencies as a problem in attitude
measurements. Journal of Social Issues. 1949,
Vol. 5. PP. 38 - 42
Hyman, H.H. and Sheatsley, P.P. Some reasons why information 
campaigns fail. Public Opinion Quarterly. 1947/48 
Vol. II PP. 412-423
*' <1
619
Inkles, A. and Smith,M.B. . Becoming Modern. Heinneman 1974
Insko, C.A. Theories of Attitude Change. New York:
Appelton-Century Crofts, 1967.
Insko, C.A., and Schopler, J. Triadic consistency: A 
statement of affective - cognitive - conative 
consistency. Psychological Review. 1967. Vol. 74. 
pp. 361 - 376
Jacobson, H. The information capacity of the human ear. 
Science. 1950. Vol. 112. pp. 143 - 144
Jacobson, H. The information capacity of the human eye. 
Science. 1951. Vol. 113. pp. 292 - 293
Janis, I.L. and Feshback, S. Effects of fear-arousing
communications. Journal of Abnormal and Social 
Psychology. 1953. Vol. 48. pp. 78 - 92
Janis, I.L. and Terwilliger, R. An experimental study of 
psychological resistance to fear-arousing 
communication. Journal of Abnormal Social 
Psychology. 1962. Vol. 65, pp. 403 - 410
!;il
620
Johnstone, J.W.C. Social integration of mass media use
among adolescents. In J.G, Blumler and E. Katz 
(Eds.) The Uses of Mass Communication. Sage 
Annual Review, Vol. Ill, 1974, pp, 35 -
< >1
Kaid, L.L., and Sanders, K.R. Political television
commercials: An experimental study of type and 
length. Communication Research. 1978. Vol. 5 .
No. 1. pp. 5 7 - 7 1
Kaiser, H.F. Computer programme for varimax rotation in 
factor analysis. Educational Psychological 
Measurements. 1959. Vol. 19. pp. 413 ~ 420
Katona, G. The Powerful Consumer. New York: McGraw 
Hill, 1960
Kahneman, D., and Schild, E.U. Training Agents of social 
change in Israel: Definition of objectives and 
a training approach. Human Organization. 1966,
Vol. 25. No. 1. PP. 71 - 77
Katz, E. The two-step flow of communication: an up-to-date 
report on an hypothesis. Public Opinion Quarterly, 
1957. Vol. 21. pp. 61 - 78
621
Katz, E., and Feldman, J.J. The debates in the light of 
research: A survey or surveys. In S. Kraus 
(Ed.) The Great Debates. Bloomington, Ind.:
Indiana University Press, 1962, pp. 173 - 223.
Katz, E . , Gurevitch, M., and Haas, H. On the use of the
mass media for important things. American Socio­
logical Review. 1973. Vol. 38. P P .  164 - 181
Katz, E., and Lazarsfeld, P.F. Personal Influence.
Glencoe, 111.: Free Press, 1955.
Katz, E., Ldvin, M.L., and Hamilton, H. Traditions of 
research on the diffusion of innovation.
American Sociological Review. 1963. Vol. 28,
No. 2. pp. 237 - 252
Keating, J.P., and Latan^, B. Politicians on TV: The
image is the message. Journal of Social Issues,
1976. Vol. 32. No. 4. pp. 116 ~ 132
Kelly, H.H. Salience of membership and resistance to change 
of group anchored attitudes. Human Relations,
1955. Vol. 8. pp. 275 - 289
Kelman, H.C., and Hovland, C.I. Reinstatement of the
communicator in delayed measurement of opinion 
change. Journal of Abnormal Social Psychology.
1953. Vol. 48. P P .  327 - 335
Kendall, P.L. and Wolf, K.M. The analysis of deviant
cases in communications research. In P.F. Lazarsfeld 
and F.N. Stanton (Eds.) Communications Research.
1948 - 1949. New York: Harper, pp. 152 - 179.
Kennedy, J.R. How programme environment affects t.v.
commercials. Journal of Advertising Research,
Feb. 1971. P P .  33 - 38_
■ 9
622
Klesler, C.A., Collins, B.E., and Miller, N. Attitude 
Change (A Critical Analysis of Theoretical 
Approaches). John Wiley & Sons, Inc., 1969.
Kirkpatrick, S.A. Political attitude structure and
, component change. Public Opinion Quarterly. 1970
Vol. 34. P P .  403 - 407
Kivlin, J.E., Fliegel, F.C. Differential perceptions of
innovations and rate of adoption. Rural Sociology. 
1967. Vol. 32. P P .  78 ~ 91
Klapper, J.T. The Effects of the Mass Media. New York:
Bureau of Applied Social Research, Columbia 
University, 1949.
Klapper, J.T. What we know about the effects of mass communi­
cation: The brink of hope. Public Opinion Quarterly. 
1957. Vol. 21. P P .  453 - 474
Klapper, J.T. The Effects of Mass Communication. New York:




Knower, F.H. Experimental studies of changes in attitude:
1. A study of the effect of oral argument on change 
of attitude. Journal of Social Psychology. 1935, 
Vol. 6. pp. 315 - 347
Koehler, J.W. Effects on audience opinion of one sided and 
two sided speeches supporting and opposing a 
proposition. Behavioural Science Interest Group 
of the Speech Association of America. 1968. Vol. 29
Kriesberg, H. Cross-pressure and attitudes: A study of the 
influence of conflicting propaganda on opinions 
regarding American-Soviet relations. Public Opinion 
Quarterly. 1949. Vol. 13, pp. 5 - 16
623 iJ*
Krugman, H.E. The impact of television advertising: Learning 
without involvement. Public Opinion Quarterly.
1965. Vol. 29. PP. 349 - 356.
Krugman, H.E. Processes underlying exposure to advertising.
American Psychology. 1968. Vol. 23. pp. 245 - 253.
Kutner, B., Wilkins, C. and Yarrow, P.R. Verbal attitudes 
and overt behaviour involving racial prejudice. 
Journal of Abnormal and Social Psychology. 1952.
Vol. 47. pp. 649 - 652
La Pierre, R.J. Attitudes vs. actions. Social Forces.
1934. Vol. 13. pp. 230 - 237
Larsen, O.N. Social effects of mass communication. In
R.E.L. Facis (Ed.) Handbook of Modern Sociology. 
New York; Rand McNally, 1964, pp. 348 - 381.
Lasswell, H.D. The structure and function of communication 
in society. In W. Schramm and D.F. Roberts (Eds.) 
The Process and Effects of Mass Communication.
The University of Illinois Press (Revised Ed.), 
1971, pp. 84 - 99.
Lasswell, H.D., Leiter, N . , et al. Language of Politics. 
M.I.T. Press, 1949.
624
Lavidge, R.J. and Steiner, G.A. A model for predictive 
measurements of advertising effectiveness.
Journal of Marketing. 1961. Vol. 25. pp. 59 ~ 62
Lawton, M.P. and Goldman, A.E. Cigarette smoking and attitude 
towards the etiology of lung cancer. Journal of 
Social Psychology. 1961. Vol. 54. pp. 235 - 248
Lazarsfeld, P.F. Radio and the Printed Page. New York:
Duell, Sloan and Pearce, 1940.
Lazarsfeld, P.Fi Communication research and the social
psychologist. In W. Dennis (Ed.) Current Trends 
in Social Psychology. Pitsburgh: University of 
Pitsburgh Press, 1948, pp. 218 - 272
Lazarsfeld, P.F., Berlson, B. and Gaudet, H. The People's 
Choice. New York: Columbia University Press, 1948
Lazarsfeld,* P . , and Menton, R. Mass communication: popular 
taste and organised social action. In Lyman 
Bryson (Ed.). The Communication of Ideas. Harper 
and Brothers, New York: 1948.
Lerner, D. The Passing of Traditional Society: Modernising 
the Midle East. New York: The Free Press, 1958
Lerner, D. Is international persuasion sociologically
feasible? The Annals of the American Academy of 
Political and Social Science. Propaganda in 
International Affairs. Vol. 398, Nov. 1971 
pp. 44 - 49.
Leslie, G.R., and Berry, B. Note on attitudes towards the
United Nations: An experiment in attitude change. 
Social Forces. 1953. Vol. 53. P P .  87 - 90
Lesser, G.S. Children and Television: Lessons from Sesame 
Street. New York: Random House, 1974
625
Leventhal, H. Fear Communications in the Acceptance of 
Preventive Health Practices. New Haven:
Department of Psychology, Yale University, 1965.
Leventhal, H . , Singer, R.P., and Jones, S. The effects 
of fear and specificity of recommendation.
Journal of Personality and Social Psychology.
1965. Vol. 2. pp. 20 - 29
Lewin, K.‘ Studies in group decision. In D. Cartwright and 
A. Zander (Eds.) Group Dynamics. Evanston 111: 
Row, Peterson, 1953, pp. 287 - 301
Liebert, R.M. and Schwatzberg, N. Effects of mass media. 
Annual Review of Psychology. 1977. Vol. 28, 
pp. 141 - 173
Lindzey, G,, and Aronson, E. (Eds.) The Handbook of Social 
Psychology, 2nd Ed., Vol. 2, Reading, Mass: 
Addison-Westley, 1968.
Lord, F.M. Elementary models for measuring change. In
C.W. Harris (Ed.) Problems of Measuring Change. 
University of Wisconsin Press, 1963^pp. 21 - 38.
626
Maccoby, N . Communication for Health Study. The Institute 
for Communication Research. Annual Report. 1975 - 
1976, Stamford University, Stamford, California, 
94305, October, 1976.
Maccoby, N., and Farquhar, J.W, Communication for Health: 
Unselling Heart Disease. Media 8e Medicine. 
Journal of Communication. Summer. 1975, pp. 115 - 
126.
Marascuilo, L.A. Statistical Method for Behavioural Science 
Research. New York: McGraw Hill, 1971.
Martin, J. Effectiveness of international propaganda. The 
Annals of the American Academy of Political and 
Social Science. Propaganda in International 
Affairs. Vol. 398. Nov. 1971. pp. 61 - 70.
Mayo, C.G, The mass media and campaign strategy in a
mayoralty election. Journalism Quarterly. 1964. 
Vol. 41. pp. 353 - 359.
McCombs, M.E. Editorial endorsements: A study of influence.
Journalism Quarterly. 1967. Vol. 44. pp. 545 - 548
McCombs, M.E. Mass Communication in political campaigns: 
Information, gratification, and persuasion. In
F.G. Kline and P.J. Tichenor (Eds.) Current 
Perspectives in Mass Communication Research.
Beverly Hills, Ca.: Sage, 1972, pp, 169 - 194.
McCroskey, J.C. An Introduction to Rhetorical Communication.
Englewood, Cliffs, N.J. Prentice Hall Inc., 1968
McGuire, W.J. Direct and indirect persuasive effects of
dissonance-producing messages. Journal of Abnormal 
and Social Psychology. I960. Vol. 60, pp. 354 - 358
627 J'!
McGuire, W.J. Inducing resistance to persuasion: Some
contemporary approaches. In L. Berkowitz (Ed.) 
Advances in Experimental Social Psychology.
1964, Vol. 1, New York Academic Press, pp. 191-229.
McGuire, W.J. Personality and attitude change: An information 
processing theory. In A.G. Greenwald et al. (Eds.) 
Psychological Foundations of Attitudes. New York: 
Academic Press, 1968, pp. 171 - 196.
McGuire, W.J. The nature of atttitudes and attitude change.
In G. Lindzey & E. Aronson (Eds.) The Handbook of 
Social Psychology. Vol. 3, 2nd edition, Reading,
Mass: Addison-Wesley, 1969, pp. 136 - 314.
McGuire, W.J. Persuasion, resistance and attitude change.
In I. De Sola Poole, W. Schramm et al. (Eds.) 
Handbook of Communication. Chicago: Rand McNally 
1973, pp. 216 - 252.
McKay, P. The view from here: T.V., do we deserve this 
Dimbelby Lecture. Evening Standard. Wednesday.
May 30. 1979. p. 29
McLeod, J.S. Relations between the content of sentence
completion and objective attitude responses, and 
the content of advertising copy. Dissertation 
Abstracts. 1958. Vol. 19. p. 378
McLuhan, M. The Medium is the Message. Penguin, 1967
McNemar, Q. Opinion-attitude methodology. Psychological 
Bulletin. 1946. Vol. 43. pp. 289 - 374
McNiven, M. Speech Before the National Industrial Conference 
Board. New York City, September, 1963.
628 V !
McQuail, D. Towards a Sociology of Mass Communication, 
Collier - McMillan, 1969. * •!
McQuail, D. Blumler, J.G., and Brown, J.R.
The television audience: A revised perspective.
In D. McQuail, Sociology of Mass Communications. 
Penguin Modern Sociology Readings, 1972,pp. 135-165-
Mead , M . Public opinion mechanisms among primitive people. 
Public Opinion Quarterly. 1937. Vol. 1. No. 3 . 
pp. 5 - 16
Mendelson, H.A. Some reasons why information campaigns can 
succeed. Public Opinion Quarterly. 1973. Vol. 37. 
pp. 50 - 61
Menefee, S.C., and A.G. Gravveberg. Propaganda and opinions 
on foreign policy. Journal of Social Psychology. 
1940. Vol 11. pp 393 - 404
Merton, R.K. Mass Persuasion. New York: Harper, 1946.
Miller, G.R. and Burgoon, M. New Techniques of Persuasion 
New York: Harper & Row, 1973
Miller, N. and Campbell, D.T. Recency and primacy in
persuasion as a function of the timing of speeches 
and measurement. Journal of Abnormal Social 
Psychology. 1959. Vol. 59. pp. 1 - 9
Mills, J. Interest in supporting a discrepant information. 
In P. Abelson (Ed.) Theories of Cognitive 
Consistency: A Source Book. Chicago: Rand 
McNally, 1968. pp. 771 - 776.
Milne, R.S., and MacKenzie, H.C. Marginal Seat, 1955.
London: Hansard Society for Parliamentary 
Government, 1958.
629 I' I
Minard, R.D. Race relationships in the Pocahontas coal
field. Journal of Social Issues. 1952. Vol. 8 . 
No. 1. pp. 2 9 - 4 4
Ministry of Education; Education Statistics 1974 - 1975.
Directorate of Educational Planning (Section of 
Statistics). State of Bahrain, 1975.
Ministry of Health; The College of Health Sciences:
Prospectus. State of Bahrain, October, 1976
Ministry of Work and Social Services; Vocational Guidance 
Programme. Department of Vocational Guidance, 
State of Bahrain, 1975.
Naidoo, J. An inquiry into the structure of attitudes and 
behaviour; A validation study. Technical Report 
No. 38, Group Effectivesness Research Laboratory,
1966.
National Broadcasting Company. The HofstmStudy: A measure 
of sales effectiveness of T.V. advertising.
New York: NBC, 1950.
Neurath, P.M. Radio Farm Forums in India. Delhi;
Government of India Press, 1961.
Neurath, P.M. Radio farm forums as a tool of change in 
Indian villages. Economic Development and 
Cultural Change. Vol. 10. PP. 275 - 283. 1962.
630
Newcomb, J.M. An approach to the study of communicative 
acts. Psychological Review. 1953. Vol. 60. 
pp. 393 - 406.
Newcomb, T. Attitude development as a function of reference 
groups: The Bennington Study. In E. Maccoby,
I. Newcomb, and T. Hartley (Eds.) Readings in 
Social Psychology. Henry Holt & Company Inc.,
New York. 1958, pp. 265 “ 275-
Noble, G. Children in Front of the Small Screen. Sage 
Publications Inc., 1975.
Noelle-Newman, E. Mass communication on media and public 
opinion. Journalism Quarterly. 1959. Vol. 36. 
pp. 401 - 409.
Nunnally, J.C. The study of change in evaluation research: 
principles concerning measurement, experimental 
design and analysis. In E.L. Struening and 
M. Guttentag, Handbook of Evaluation Research.
Vol. 1 , Sage Publications, 1975, pp. 101 - 137-
i \
631
O'Keefe M.T, The anti-smoking commercials: A study 
of television's impact on behaviour. Public 
Opinion Quarterly. 1971. Vol. 35. pp. 242 - 248
Oppenheim, A.N, Questionnaire Design and Attitude Measure­
ment. Heinemann Educational Books Ltd. 1968.
Osgood, C.E., Suci, G.J. and Tannenbaum, P.H.
The Measurement of Meaning. Urbana: University 
of Illinois Press, 1957.
Palda, K. The hypothesis of an hierarchy of effects: A
partial evaluation. Journal of Marketing Research, 
1966. Vol. 3. pp. 13 - 24
Papgeorgis, D. Bartlett effect and the persistance of 
induced opinion change. Journal of Abnormal 
Social Psychology. 1963. Vol. 67. pp. 61 - 67
Peterson, R.C. and Thurstone, L.L. Motion Pictures and 
the Social Attitudes of Children. New York: 
Macmillan, 1933.
Peterson, T . , Jenson, J.W. and Rivers, W.L. The .Mass 
Media and Modern Society. New York: Holt, 
Rinehart and Winston, 1965.
632
Poole, I., De Sola, Communication Systems, In Poole, I.D,, 
and Schramm, W,, et al, (Eds,) Handbook of 
Communication, Rand McNally College Publishing 
Company, Chicago, 1973, pp, 3 - 26.
Randsom House Dictionary of the English Language (The) 
New York: Random House Inc., 1967.
/i]
Rapaport, A. Emotions and Memory. New York Science 
edition Inc., 1961.
Ray, M.L. Marketing communication and the hierarchy-of-
effects. In P. Clarke (Ed.), New Models for Mass 
Communication Research. Beverly Hills, Ca.:
Sage, 1973, pp. 147 - 176.
Ray, M. and Wilkie, L. Fear: the potential of an appeal 
neglected by marketing. Journal of Marketing 
Research. January. 1970. Vol. 34, pp. 54 - 62
Roberts, D.F. The nature of communication effects. In
W. Schramm and D.F. Roberts, (Eds.) The Process 
and Effects of Mass Communication (Revised Edition) 
Univ. of Illinois Press, 1971, pp, W  - 385.
Robertson, L.S. The great seat belt flop. Journal of 
Communication> Autumn 1976, pp. 41 - 45
Ir:
633
Robertson, T.S. Innovative Behaviour & Communication.
New York: Holt, Rinehart & Winston, 1971.
Robinson, J.P. The press as kingmaker. Journalism 
Quarterly. 1974. Voi. 51. pp. 587 - 594
Robinson, M.J. The impact of the televised Watergate
hearings. Journal of Communication. 1974. Voi. 24. 
No. 2
Rogers, E.M. Diffusion of Innovations. Collier McMillan 
Ltd., 1962
Rogers, E.M. Mass media and interpersonal communication.
In I. De Sola Poole, W. Schramm, et al (Eds.)
Handbook of Communication. Chicago: Rand 
McNally, 1973, pp. 290 - 313
Rogers, E.M. and Shoemaker, F.F. Communication of Innovations: 
A Cross Cultural Approach. New York: The Free 
Press, 1971.
Rokeach, M. Attitude change and behaviour change. Public 
Opinion Quarterly. 1966 ~ 1967. Vol. 30. pp. 529~
550
Ronsow, R.L., Robinson, E.J. (Eds.) Experiments in 
Persuasion. New York: Academic Press, 1967
Rossi, P.H. Trends in voting behaviour research: 1933-
1963. pp. 67 - 78 in E.C. Dreyer and Rosenbaum,
W.A. (Eds.) Political Opinion of Electoral 
Behaviour. Belmont, California: Wadsworth, 1966.
Rubin, D.B. Estimating causal effects of treatments in
randomized and non-randomized studies. Journal 
of Educational Psychology. 1974. Vol. 66. pp. 688-703
834
Salcedo, R.N. et al. A successful Information campaign of 
pesticide. Journalism Quarterly. 1974. Voi. 51. 
pp. 91 - 95
Sandage, C.H. and Vernon, F. Advertising Theory and Practice 
Homewood, 111: Richard B.Irwin Inc. (6th ed) 1963
Sawyer, J.M. Shift of attitude following persuasion as 
related to estimate of majority attitude.
Speech Monographs. 1955. Vol. 22. pp. 68 - 78
Schiller, H. The Mind Managers. Boston: Beacon, 1973.
Schramm, W. Mass communications and their audiences in
other countries. In W. Schramm (Ed.) The Process 
and Effects of Mass Communication. Urbana,
Univ. of Illinois Press. 1954. pp. 74 - 83.
Schramm, W. Mass Media and National Development. Stanford: 
Stanford Univ. Press, 1964.
Schramm, W. The nature of communication between humans.
In W. Schramm and D.F. Roberts (Eds.) The Process 
of Effects of Mass Communications. (Revised 
Edition) Urbana: Univ. of Illinois Press,1971»PP*5-55-
Schramm, W. Channels and Audiences. In I. De Sola Poole,
W. Schramm et al (Eds.) Handbook of Communication 
Rand McNally College Publishing Company, Chicago,
1973^, pp. 1$9 - 169.
Schramm, W. Men. Messages and Media: A Look at Human
Communication. Harper & Row, publishers, 1973.
Schramm, W . , and Carter, R.F. The effectiveness of a
political telethon. Public Opinion Quarterly. 195_9 
Vol. 23. Op . 121 ~ 127.
\ '
835
Schramm, W . , Lyle, J. and Barker, E.B. Television in the 
Lives of our Children. Stanford: Stanford 
University Press, 1961. V.
Seasonwein, R . , and Sussman, L.R, Can extremists using 
T.V. move an audience? Journalism Quarterly.
1972. Vol. 49. PP. 61 - 64
Sears, D.O, The paradox of de facto selective exposure 
without references for supportive information.
In R.P. Abelson (Ed.), Theories of Cognitive 
Consistency: A source book. Chicago: Rand 
McNally, 1968. pp. 777 - 787.
Sears, D.O., and Freedman, J. Selective exposure to
communication. Public Opinion Quarterly. 1967, 
Vol. 31. PP. 194 - 213
Sears, D.O. and Freedman, J. Selective exposure to
information: a critical review. In W. Schramm
and D.F. Roberts (Eds.’) The Process and Effects 
of Mass Communication (Revised Edition). Urbana: 
University of Illinois Press, 1971, pp. 209 - 234,
Sears, D.O. and Whitney, R.E. Political persuasion. In 
I. De Sola Poole, W. Schramm et al. (Eds.), 
Handbook of Communication. Rand McNally College 
Publishing Company, Chicago, 1973, pp. 253 - 289.
Sherif, C.W. and Sherif, M. and Nebergall, E. Attitude and 
Attitude Change. Philadelphia: Saunders 1965.
Sherrod, D.R. Selective perception of political candidates 
Public Opinion Quarterly. 1971-72. Vol. 35, 





Shils, E.A. and Janowitz, M. Cohesion and disintegration
in the Wehrmacht in World War II. Public Opinion 
Quarterly. 1948. Vol. 12. 00. 280 - 315
Siegel, A.E. Film-mediated fantasy agression and strength 
of aggression drive. Child Development. 1956.
Vol 27. pp. 365 - 378
Siegel, A.E, The influence of violence in the mass media
upon childrens' role expectations. Child Develop­
ment. 1958. Vol. 29. PP. 35 - 56
Sizer, L.M. and Porter, W.F. The relation of knowledge to
the adoption of recommended practices. Morgantown, 
West Virginia: Agricultural Experimental Station. 
Bulletin No. 446, 1960.
Smith, M.B. Personal values as determinants of political 
attitude. Journal of Psychology. 1949, Vol. 28, 
pp. 477 - 486
Smith, M.B. Motivation, communications research and family 
planning. In G, Zaltman, P. Kotler and I, Kaufman 
(Eds.), Creating Social Change. Holt, Rinehart and 
Winston Inc., 1972^pp. 111 - 122,
Star, S.A., and Hughes, H.M. Report on an educational 
campaign: The Cincinnati plan for the United
Nations. American Journal of Sociology. 1950,
Vol. 55. pp. 389 - 400
Steiner, G.A, The People Look at Television. New York. 
Kxiopf, 1963.
Stephenson, W. The Play Theory of Mass Communication.
Chicago: University of Chicago Press, 1967.
li -l
637
Stewart, J.B, Repetitive advertising in newspapers;
A study in two new products. Boston: 
Harvard Business School, 1964.
M
Sugar, J. An analysis of the relationship of attitudes 
and behaviour. N.S.F. undergraduate research 




Taki, A. The Changing Status of Bahraini Women. The
Bahrain Ministry of Work and Social Services
Publication, 1976.
Tannenbaum, P.H. The congruity principle; Retrospective
reflections and recent research. In R.P. Abelson, 
E. Aronson, W.J. McGuire, T.M. Newcomb,
M.J. Rosenberg and P.H, Tannenbaum (Eds.)
Theories of Cognitive Consistency: A Source 
Book. Chicago: Rand McNally, 1968, pp. 52 - 72. y ,
V
638
Tannenbaiim, P.H. What effect when T.V. covers a congressional 
hearing. Journalism Quarterly. 1971, Vol. 48. 
pp. 434 - 440
Tannenbaum, P.H, and Greenberg, B.S. Mass communication. 
Annual Review of Psychology. 1968. Vol. 19. 
pp. 351 - 386.
Tittle, C.R. and Hill, R.J. Attitude measurement and 
prediction of behaviour: An evaluation of 
conditions and measurement techniques.
Sociometry, 1967. Vol. 30. pp. 199 - 213
Travers, R.N.W. The transmission of information to human
receivers. AV Communication Review (Winter. 1964) 
Vol. 12. pp. 373 - 385
Travers, R.M.W. and Bosco, J.J. Direct measures of human 
information channel capacity. Proceedings of 
the 75th Annual Convention (Washington D.C., 
September 1 - 5 ,  1967) Washington D.C. American 
Psychological Association, pp. 273 - 274.
Triandis, H.C. Exploratory factor analysis of the behavioural 
component of social attitudes. Journal of Abnormal 
and Social Psychology. 1964. Vol. 68. pp. 420 - 430
Triandis, H.C. Attitude and Attitude Change. John Wiley &. 
Sons Inc., 1971.
Tubbs, S.L. and Moss, S. Human Communication. Random House, 
New York, Second Edition, 1977.
Tunstall, J, (Ed.) Media Sociology: A Reader. Urbana: 
University of Illinois Press, 1970.
Turow, J, Talk show as interpersonal communication. Journal 




U.N.E.S.C.O. Mass media in society; The need for research.
Reports and Papers on Mass Communications. No. 59.
Paris. 1970
Vidmar, N. and Rokeach, M. "Archie Bunker's bigotry: A 
Study in selective perception and exposure". 
Journal of Communication. 1974. Vol. 24. No, 1. 
pp. 36 - 47
Vroom , V.H. Work and Motivation. New York: Wiley, 1964.
Wade, S.E. Media effects on changes in attitudes towards
the rights of young people. Journalism Quarterly,
1973. Vol. 50. pp. 292 - 296/347.
Wade, S.E. and Schramm, W. The mass media as sources of 
public affairs, science and health knowledge. 
Public Opinion Quarterly. 1969. Vol. 33, pp. 197 - 
209.
Waller, P.F. and Barry, P.Z. Seat Belts: A comparison of 
observed and reported use. Chappel Hill: 
University of North Carolina Highway Safety 
Research Centre, 1969.
Weinberg, R.S. An analytic approach to advertising
expenditure strategy. Paper prepared for the 




Weiss, W. Effects of the mass media of communication. In
G. Lindzey, E Aronson, (Eds.), Handbook of Social 
Psychology. Vol. 5, Boston-Addiston Wesley^^ 1969 
pp. 77 - 195
Weiss, W. Mass Communication. Annual Review of Psychology. 
1971. Vol. 22. pp. 309 - 336
Whitney, F.C. Mass Media and Mass Communications in Society. 
Wm, C, Brown Company Publishers, 1975.
Wicker, A.W. Attitudes vs. actions: The relationships of 
verbal and overt responses to attitude objects. 
Journal of Social Issues. 1969. Vol. 25. pp. 41-78.
iH
Wiebe, G.D. Two psychological factors in media audience 
behaviour. Public Opinion Quarterly. 1969-70. 
Vol. 33. pp. 523 - 537
Wolf, H.D., Brown, J.K. and Thomson, G.O. Measuring 
Advertising Results, New York: National 
Industrial Conference Board, 7, 1962.
I:
Wright, C.R. Mass Communication: A Sociological Perspective.
New York: Random House, 1959(1st ed.), 1975 (2nd ed.)
Wright, P.L. On The Direct Monitoring of Cognitive Response 
to Advertising. Paper presented at the Association 
for Consumer Research/American Marketing Association 





Yu, F.T.C. Campaigns, communications and development in 
Communist China. In D, Lerner, and W. Schramm, 
(Eds.) Communication and Change in Developing 
Countries. East-West Centre Press, Honolulu, 
1967, pp. 195 - 215
Zajonc, R.B. The concepts of balance, congruity, and 
dissonance. Public Opinion Quarterly. 1960,
Vol. 24. pp. 280 - 296
Zaltman, G., Kotier, P., Kaufman, I. (Eds.) Creating
Social Change. Holt, Rinehart & Winston Inc. 1972
: 'i I
Zimbardo, P.G. The effect of effort and improvision on 
self-persuasion produced by role-playing.
Journal of Experimental and Social Psychology. 
1965. Vol. 1. PP. 103 - 120
Zimbardo, P.G. and Ebbesen, E.B. Influencing Attitudes and 
Changing Behaviour. Addison-Wesley Publishing 
Company Inc. Phillipines, 1970.
Zimmermann, C., and Bauer, R.A. The effect of an audience
upon what is remembered. Public Opinion Quarterly.
1956. Vol. 20. pp. 238 - 248
L/




|l----S  J *  4 I
• * 1'




* ^  o  LJ» U<\*
-' •* I
I^iLÍ«A«A»w  t,-j> .1 0ciLjb c;^ß’ ;iw/-
Î . ^
" ‘^ ^-'*«■".^ 1 o l - i  J -*  < Û-S-JI : ^ J^
L-Í
\ r  !• ‘
Î  I— '— t»» 0 - : ^ ;  * —» >  j _ »  5 O-
 ^ L j* ' * 'lAj— :JI
» ' Î I,
■* liT-t“ J j ' L_JLkll
VI
UIl « û— »
»-O
Il j - J . s U- C/-’Ç
U
U J  1,1
/
ï .i..— ,U-.II 1^ U
rSimmm»tAi\ J I ■ ft> 2 ijr*
• »'
.1 A jÜÍ'o L— J»j ^ lu^-U¿ly>/(.í
Uj» (>5 4 i
C-^  \ TL ,;, J^
4 ■■■■J (— • U**
V
V 4. 0« U : cr
 ^ ^  "^1 ¿ 11 
A»wJVh^ '^ ^^ Ww» 11^- ,- ft> •'U“
J» —
A— l.u.<< o-äJlo^U- ; c>-
'* Atf.,(’i.*^ >‘J i •* J 1^ .
■^i'* ^  iKüJI ^  'i/ !>%• U“
tÿ J—^  ù^ ^ f yi <^UaJl e¿L^I ij| 2*^ )^
ùv^ l^ VÂAiCll ^ L,»,JI ^_Il







tIA vJ lift ; ^
\ \ ò \
0 >  V'
A j ^ \ ^ \ ^





'• .^ i \
‘ V ‘ V'
< —'
ùjSi di L ^ V J ^ U .  J ___ - J 1  L _ ^ S _____ y o J t  Ù - 4 ____^JlkJI
jf Jt J* ■>
y
^  jt Jf ^  . rf- V/ .
U  I A  I l»|« » •  •
>^0 it
<zs Uo:;» : U“
jU
Î Â. U1
" ' . 1 o V -- -•
*** (jwA v j O  Xwfll^*J 1 Jil „*!,m
J> >
J? • cr




UL« a u— ■, iii^ L I, ,i|^.' y ■*< j L —*cJ^I «-<ji aaj•>
I Sf . -• ü











•«J ^ o  !i • •  ^! 111 _• *- * 1 ,
ivrjtot jL^
Il \ 1
^y 4»i. myml J „„ ,...'^ i I ( ^  . »y^  I »  {>—
• • • I -il
• • • • * • Jt
• • • Am I I^ î 4. Il ■ V * b 1




I •  •  « *^  • • • • 1^
ciJÜl VI *IU» • • « • - ^ ■ J ** \- J *4»JI CMjkîSI}
à ji






*•• " rf^ l  j y  <L |I J l i  JLyJ^
 ^V UUoi— .OUJI \,— U, 1^ . ,;.T ù, 4_JI ¿,r \
^ 1 ----^ L -,'î— ju^j^\'i.
I >
% . »ü<-f3
*-»JU>JI u^¿»í*— *-.|*i.,^^l|^13— ^  --- ^Uijii___ /
^  ^ "




s ^ ^ v i o u . u j i ; i ^ L _ ^ i
^ 1  o!i* • à





U  • • • 4* «X«a ) I 4^  «xl ^
^1 L If^  ^  ^ 1 m s U-c j I^ jJi» Jj¡- J
^  I  ^  ^ij? I) lì l^lî^  1^ *\smj\ \  ^tí jJ 1^
^  LmJ ^  I  ^ o '^  cuf^ i^ s tii o  !j  ^   ^ o  ^  J"i^  ^ 0^ 5
ur— ùlrg ••• « «.^1L L J 1 <» ^ yL ij JJ 1
1— ie jji{ *¿.><>fil I  ^¿¿.bl; v>ä 1I Ì
.......f*^0* c^*l^ (> ti>^
C « ^ a 3  XiJ^ 1 ^  1 J^ j J  1 JUc-.^l j j S;}^ 6 S**^5 v>^ u^j*^ ^ ^ j'
* >=J^ Uol^oây^'i-jO. J l ^ . j ^ ^ l  j :j L-îj ^Ijjl
L— <«Lj.(L. U  dJ Ju Í J  i cufcjjt
i*J I I *XA  ^c«y OÎ O  I ^  LjJLy JLA^ * 4 J
é*Lj>.Sll aJLJldiJ
O ^  J3.I j 1^ * (3 6 4- ^ ^  I ^ J^LJ Ij
C-¿«flJ I , J
U . 4 ^  jJlili J^l
— li I ^y i ^ j t » :  J  ITil c.|5 ji;»U  4^ ji¡ Ij I »_iü Ij
ljLjj • • • 4«a-rfJl îy Jì*^s:
¿)i iS\^  ^ y^uÄ5*ü»J ^ c^ ^  ^Cl.l*ii c-ji*i^  a¿ *x^
L < ^
U L^ 4ASI^ C*«|^  jaI* Oí
r — À-^ î'S^ Jl ^jJij \¿JJ^ U^î'il \^ *U^i *x*^ 6
^ L j^I J ^ l  ^ c j ^ d l i f c ^  O^ 4jJ \ 4 jjt
O  ^O ■ ■'***'* ù r^  * * *  u*-«i5*^ 0>^ ^  * S  f>^ ^
L—»1^  cl^  ^ Oi^li jJL*î^ ¿^i^ial l ^^ L*J 14¿JbL{ (3*^  ^^
* * * * * *  0« O*
vjîliu Jl^  JL>.1 _^J cjlî Li¡^ ji
JI > 0 , ^ 1  6 Ç«a I«^ O ^  1 i—J.
1— — — <»j <• LmJ*i{ l{ 1*5 Ift **^^ 5 c**^   ^ ^
■aJ 1 1 «Lft Ì C.J j 3 C. l « 9 l  Ç4 JLiA..» 4 J l,^ ,i-j
é'L^Sll ...
Jj-lj 4
iJhJ 1 . .Í
J  U*-¿LfrjJlLU J^i
«-•li G»i-iJi^^,^juri/c,i5^^^i,.j^.^vt.uaji, j^ _
( ¿jbl 1 4âL»J i )
till* 1L
• t é  •ti'
o *  j  (> j J  Ij j J  I 4u '
a_áJ : >^|Jc*lí» '*i'^  * u ^ W  '
Í < { U L  ^ ¿ ^ ' o ; » . l  j Lä J I  JI^^Jl ^ 1  Ij Jl¿.1 
Û *S *Ü ' ' ' j-|-' uSj^  ' »i !• )l L^aÍ CJ5^ vJ^1 )l
t-----J^ í-/" íáA • • • í5*mJI, ;^l
Í*^ a. 'ÚL ••• .UÌ O r - U U ' U i l
2 «• « • • f>á-. ^'JLJ J U 1 v-*5^1 ^  Jl^
(í-'!>*‘tiwÜ ' J l^  í í ;-L*JI IjU ?í o-lc-l, Ij u
o J l o ^ a ^ l  J l c , j ^ ^ | j V l o U o l  o i l f  j u , l  L
J  í J ^ l ¿ , ; a J l j  ^ V l  ^ b u , ^  . -  • i !  o « l * í - » í
Î Î  t í a J l 5 C , l _  I j U  ^  J _ ^  ♦ • • J ' L s ^ ^ l c ^
-o!>Vlc.U¿,l 4^vi*,u1 blayull ^
• f • cr*‘ '■
if iji
I I
. t I >o. « • • ü’^
.•i Ul
^  C>* ■liwit^ I .Ì
i>l*Aí*AJt x r w t ó  ^L_«}l
iJw Ja I )Uw*y a
OU— V -„„ ..^  vr*"^ *^ ’k « • • •
•« f' ^5»
J U i J » V t
< I
. • •
g p t * J  g 4 * > i g r — U(> * - . - ^ < 1  ^ ......t j l  ^  1 J L — A  o '
tV**3* • • 4.»»i^ .».ifJt f^ii..iM-iL*iJ^
%  J-*Jl> J — ^ ,0* < ~ < V  Ciy^^
■* a — »*-' tí>-h <-■ i»»o^— ___i
» U ^ l  J  «U— ^*ljj J — -^1 MjjJl, ,j___«Í-
• • •
• « < f •
t V - i w — « j Ib  t,-i^li5— I W »  ^ >»■,■,>,Oil U v —
•  ^ • •
OU-ÜI Ï  4Wi*l c ' it V
JL*~-»a>--.»ja -Jf» 4,— lU o ^  U -ä U .« -----als \.*%^ J ;îj
Ciyt^ C i W ^
* • «^w m m JlàAìJI r ~ t
UiimVV» » » e « I^j • t
u<>*> [• • • • 0>*V— .**V5 Û>— ^ >
• • • • ¿ < ^ w i^t M« c ^ b  ^ ^ - J Ü ) jM
rlu^
# * ♦ •
I« • « «
.•i<
ra^ l .  4,# U # U ^  lA^ I y>Uu.UUu»mJ?jk5
. . olkSyjJl. C O A ^  Cl>— í - K w y W »  !>J— . . g » _ _ A U  Î V
• * • <>.'•* J*'A— jsi.)j *>J-
^|WU« • 9 4^ itiÿwJt 
• • ^ M*,l| J)
■» . n j lva, . J„f»j
«.Uts,^. . . fVl I----,- 1 ^  J ,  l__^.^ll^  ;^ ...l
Í»* • .«— j5uiis.i*u«.vi u > - a 5 Ij________  o ^
li 4 »
!>¡^UJI C« «4«JÍ| |>üi|M * 1 «{pi <Ími!■■<■> L O  -j* JUj .
• • • • ^VJI
y p ^ l  ^  üi Laa^ i^ ili^ t m^*a ÍaSi«mmwI Lo
^ «Leeá»^ l| ^ VT
’ /
VI ^L^ ,.i^  *Íi
^  J!>u VI ¿I)# 1^ L L-efJljJI ¿íl T^»— SicUy
C ^ ^ l U i »  U pLwjUi— »Im  y U  y — • • • ♦ l - ^ V  Ct-íjJI
O O
/
* | > - i m t < . H ^  I I  l » * \ <  o *  C l í » *  •  •  •  j. *■  - .
*.Ul» v^ibJ» .. V  j U ui
t>tíj««LA, j Jj Uä . J A
/ * ^ ’ «>— «?» u^Xjÿ,^jt«)6»*..»m < U — í»j..«
h. ’
O - ^  Aí«íU I ,,
<»-J» • V  0»j. | ¿ J . * U J V  »UpAjJV ___Î ^ . y i
^u-U»
i P V  J A • ü--^ ■»■ *JI Qwi »i^.lt cJf JL
*L^; VI j * ^ t u
- W U ^  o- s r ^  tr^ «;blvs.^Jb 
i^ul^l »>4—
cr w'
V^jL* ^ U #  ; 
. yíuii^l
> y.w.ljl J-<> :,
'‘r*-*rwjF* • k/>'







3^  I j I ^
^ >^*ÍG VI 31^1
C'-- Jaü i;u-fc*JJ L ^  |^,j aä.
. _ t
• L /\.' I L^»«a «."* iK»J
-  ) T
u U J W ^ w  ú  ^ íbiJi q ;.-j  l  _  , r
# «
( T O  i
• • • • i >  i / b  Xs ■'s.'l.
Lf^leV t^,ilijj| ^
-  1 £
( TI )
« *
( ty ) I
o' JjU:
I ^al.i«éaj b^ .«á,
J;ï 0 ;í: vÍ'¿I^I ^
- ( >  LúaíU:*¿jL^ ^
* ^  I------
-  I i
-t6l
Ip j I







(  ) A  )
( t 1 )
( T - )
ijU-,» JSJ » V'J^-!>+• Ji» 1/  5^UI (.r*^
d * - p J  I (>• 'il J  UJ» )l 1^  LT,^ .^ j 11
. oL¿JI
iJ.-8-U ó\jJíi J ^  I
• 4 Ugy5 jj  I
SI— iijj - r
• J I — ¿J» t l  I
• • • •2uV»*JI *>U
‘^' o' Ls-ljf*
on-» 'iíí O ' lJU
• J ^ l  JUI
-  i
S------ o^*i^> 'f-'ll o'^ ^
Û) ■ t í  4 ï i i  ^ _ y j  L a J  I  1 1 1 _
I j l  ¿ ,1  3 1 ^
IjJl. L^UI- ^  |^ j 6 ^\S
Ù W  i>3>: ¡Jtijjü ~Ajj\
-  — Y
— A
I o* * ß" j  J 5 1  ‘¿ l^  I 
------ — .kiL• -3i 1
■** ^ l < * J I  - J l  1 » ^  t "  I I
í  Y -  t  )
A- ................  II H 'j
< 1 -  A ) 
**■ *•- .OJI
— H L _ _
i ^ L k j J l  J ____ ^  j
( r -  1 )
.( V ) f ^ -5'J_5-2> U
l>!> « jjb yj» ¿ j X  JÜIxUlj,Ji
• Crt.
( n  -  ). )
C T ' í - J '  J  U j í . j  j  L<JI 2 l ^ |  * l , i y , L i J
* '-f“  W J í  I • í ! ^ l  j l i i t ' s l l j  LLa
------------ Â i l ç  q |  I  L J Í *  . - s ¿ l « r  , . .  . <  I '. I í  ‘  I . c--------^  c^ gjl
L«ol : y^
2 JL-SÍ:u
OJ^ o  * ^  LrJ •
UUv)l 1 1—
•W •
2 aSlli 1___JÍ  ^-*• j 'T'j . —  ->u:i 1
U *  ) •<i L«i>J juJ <1^  lî*J 1 1 4 ^
• 1 • 1
( tí )
' UJ I 1 1 * JLfì ^  _
{ t T ) ,
A^B^akJ 1 é {¿ l>9wü ^ 1 1^  Í J J _
( tr ) .
«Ajíü* A* |i« 11 à éJLA ^  cT^
( ti )
<• ^
* J l 4 >A yJ
% 1 
( to )
1 1* JL*#» <l¿i I»» 11 4 I.LA l L#J 1 -J
• iJJ ' o^ t AÀi|i« 1
(tl )
 ^ rt «1 |io i I tf JL£> O* (J/* «q
* Câo 1J J ^
« 4 Y )




Í • • )
Í 0 Í ) 
( »T )
•
*jJ L^ J^ O 1^ ' f • i 1 ^ n 
jC.ljU_>Uy;Ûlejyi
• I *^***^‘ 1
t >ÿJ 'i/ rt'i*i |i<.l 1 a ,iji  ^L/ ' '^"*
* »J L—•J’' 1 * "
• 5^ 1 ^  1 d JLû J-‘!y^ ;.!-H
<VjJôi«Sj^ J dJL* aJ»|  ^^ *n 
d «U jiC> dii 11 d JiS> P 1 c/V^  "H
ViJ LLCi^ AÂi|iaJ 1 d  ^ ^_¿J
U o
>ô;UaJI L>tl ijUUg _  1.
: m I V  !• i
l i i l j t  V 2 j:>tur.wJ
.. V 'T ' cr-




( » 0  i
»
(o‘o ) !
S jjj^  l <
* «j^  iJl*»>J I U^îlU l P ^ 1
(o i ) =
1
4 JL^ iji^ iU.nLi jj.. «.T
AÿJ^ MMK U s Lm rtJL.yio) 1
• I j S
(o Y ) ó Jt 1 1^11 4 JLü» K,T*^
• * Lm  ^ J^ ^
1




(^*a#wJl fu lfill Ö
! ( » 1 ) ;  1t 1 JjH fljJl *^1
1





«ilp -^i~  ^  ^^  1 4 Jufii l*pwî" "** 1
1 • • •
! (TT )
_
1 • • 4^ «xJ l^ r>yi.iVlJ C. <L«i ^ »i>.l 1 à ““1
, S --jU ^ol.L>U ^1 53 lojyi 
; “
C ir ) '1
1 ÂJ^-Jl é JLa (w^ L . j^ 't n! —M
. L J
: ( l O ; * djry^ AJLç«eJ l 4 JLfik l^ ‘  ^ M
h » )




• (a4.4ii~j^  ) <lJL*e¿uL^-*J 1 4 J-í') — ^ 1
]p *X¿ *i6 tJL.^ i#J 1 4 JLa  ^«vâlj 1 { ^ l ÿ  •* ^ j
1
J  ( lY  )
----------— r— ------------ i ----------- ------------------------------ ;----------- 1
i i i i i Lla^  «uÎ 1 a Jxj> J  k->-l (*^ *7"  ^1
j 1 Jt~ -' iXj
(ö(j(
, ■ ^ 
v>*!jÎ
., „____,







_ _ J .
( T Y )






(TÀ) 2j  - J  i « I j L » d  'i l*5 5 ^ » , t L — I
( M  ) a
- U '
(r* ) 11
(T-Í ) U « I >1 l é J^ Oj •^ 1 '-tj
(ry ) ä
I :  i ' • - ''. 'I 3^ *wj y







iji^u ^-tii •r" '^-y-II : I
d JLC. •L _o^‘ u
v-i
’^ 1  c;^ l. •\'
LiaI
1 Ú y  Ù * Ì '
<»a-J^ÍL,^l d Jlü oiiJ




(3— — Ô  V* 1^ '!* J-** ¿J L.^ 1
(^^ )
(^r )
( u  )
(^0 )





—  * l»l.fuj I Û.
é t li; jlJ  ÂJ llJ i ) I Ö Jji _  )
Ç y  i Oil i ^  jjj ^  ijv ».T
• j— ,,,,, JJÜl
<*i I*i.» iI à i3 ^  ^^O"*'  ^^ I
2 .^Mk« 1 J^y^ »y zz L^‘
JU :: v>.--j 2jl^  1 d J.i.1 (^y> i/'’^  *“
j yi I ^  »ii<J 1 \j»^J^ ^
•  ^‘ -fi 1 d jy
i S  ^0^‘
».“■^   ^ 1 d «J.JÌI '.
*  ^  ^p/’j ^  4^ Ij 1^ J L¿"w Í
d «J.A ^  1t f ' ' l^^^ LJ.^  *»n ^ I ^ ‘ ^
d iLß j  {J^ JÜ I i_j4>*,a!LU * ’
L y y  Í o  ij yjj J^¿ lo i
lyy i^-j I d jj“. ^ L  i>w-i.o-''i '' 
o  Uj I yfev yj I j^yLc.
. 2^ jLlAÍ
^  * ji It ' I d O
dj *s’''ßj I d *J.JJ-^
• d JU JLO dJL^ I d Jjj J ,  JLäl) !i;V’

51 i.T Ÿ - m ™
ómmj U«J I
( 1 _ A ) 
(tU^I
îiU»^l JjJj
h i '  I
( r «, ;» )
0  ) rdLljA
O^J j^U— VI «Âft yi ¿yj:
* Jck¿> di^JI
( n  _  Í . )
, ‘ »Ai-*» *W-iî «iJl^liJ)
Ji-5 * l> 'J^y .>  . 5 ^  JÛ  . ^  • iJ V Ijc .U li^ V l^  iyU -V l . i .
J i £ r ± ¿ / • .w £ ¿ ¿ i ¿ . c - í iji j j
.¿I,. . *v ■ , fJ  w"> y -  s^'^  jÿ*«. Oi-lj Üjy»UJl o j ! 4¡tj Uä ¿L, J J
yC'i;Ut g»-lj-^Vi^ iÿilylcij ¡.^Ijl I .^ij,






■ ^ J ^ 4 J ¡à í di», •. ..L^ 'l^ j. JÍJj U-a»,^ í¿1l h4 db-a
lUliA»!^ «>jO v  (-a ! L,Jd¿tj ^  o-
* •JÍ^ 1; li lOl Jit L^ d-t^ j j  1 2j.
i-wt^ ùî>Tjt# i^liJl^j^l S ^ L  
4e^U 5 ^ 1 , ^-b d - t ^ ^  ^ 1  i
Äj>U%^l -j^U îiUaJI J -J j
■• tr“ if~L>Jl»i^ iúAj ^  ^ ;,B’I j|
U , ^ t  u_i






JLr* a^.u ^  i^at. u-t-^
'^ 1 V/-





( r t  )
( r r  )
t r t  )
t r »  )
( r i  )
/  rv )
( r\  )
( n  3)
1
X t • )
V i \  )
\ •SaJlJkJ; ■
'JÎT - U U aJ-í,^ «. • V
0 ^  ^ \ j j  Sj^ -  J^A>J 1 O J tû: -,
• I * - " ^
•ÍÍJ —,\
'15yiâj ^JibN „• r
• Ü Í  jrl^JJ'S^
O i Ä u - W I  “ ^uv'çrt-- -=
*  ^*■*■ J->- O li 1 J-3
• a.
• !_________
1^1 J IL _ a
I J i ^ l






( r i )
( Y i )
( n
I Ulw V 4 jijb
Jlu*■!>V VI ,









J T o V
%;î
u   ^i u r
4.>m0
C ? ^  Llc.,^J






( r i  )
■■»'•»• . ----- y \ ^ ‘
/ '^ m m ..J u
j W l
j IL j *\ • j\X¿ JO •
<y
»*




v - ^  Í úfj.l < ôa o* JÍI >riUl>JI C . > ^ -  




1. ^ ‘-‘» î ^ y i  I .. .. ,|
t o





v/sjtil f  ^^  ^^ ÍAi«m) t 4j^ ¡>nl I J .!aaJ t à JU ^
* Iil I  ^ yS  ^ t JJji 





1_____^  X 1 3 Jl
3
3 _ _ ¿ j J I  T
«
o l j , m  ii.-A-r
• f
^   ^  ^ LM* " ^  ^  ^***>*  ^ 4  J L £ i
* ^11 .... .¿I><<^ ll  ^ /i JJI i «
1 r X ^
^  ùi^ : ®
JiUiJI
C3j- J l ,LJl
e-^IpJ !
TloljLw.ai I
4— j Ji* ) 3.¡j>wftJ r
ù U H
* I I ^
( U )
( M  )
(T. )
( n  )
O  V )
vy >
ti/jl 0 ^ 1  «ia ^  JS3 iyUaJI 3 j l ^ l  yJU
j— JI'vy«jUiy<u¿ • S-n-J£l V^ií-Vxía^l c h Jj- ^
• . i .r t ,' ■
1^ JúJ ! S .u
•• >
''
c-l • . A vi • * *
Í-.. -I
>^' '.v^jUl





b — ¿ÍI ) 2




4>^  jJ- 1 ) ¿t»!. M.« j 
(^ Ul. »CaJ i
¿ Î 3j,<i 3i^ Ji.) ^ yJiJi
1£>Imw (_j-û  Lo »— * ' ■— ^ • * ‘ I
->W jJ.^










-  i ) ’
yOjl
■ ( r _ 1 )
( 1 -  Á ) 
__ O U I
( ' > _  1 )
! . jj, > o j - C  uMIoüUllî •* * !lI
“ ' ' ■ ■  •  - •  ■  I I I . .  .  - - - • L~^ ■ ^  . I {
( J « ;  o î ^ ^ J - î «  l U ^ l o U J a i J l  J M .  . I l  .  .  -  I  -  M l  •W U J Ä M U 1  J  O - r ^ '  l >  d O A  ^
• ' ^ 1 ^ 1  4;îc*;t
Î U  ot> . U JS- j î a ^ l i , ^ ; i U i . i U . J U . ^ ,  bU a .1^  i^l
O- ( W W -
y ^ U i l  LL6 Jfw-U- Jl _
<c.^\aS^ ^  Lj-;t ^ 1  2
T  j^ U^. 
ü l i u J I
• -/'•f •
f i V—■ f
J ^  ô j L|.^  jU» ,^¿»oi Jl¡3j1 ~ ~  ’
(Ì? I U JI OfrV !
(d^ 4^  I^ jJ  I i   H
) d>*P^<4k>^ I —. Í I
1yySsJ I l¿-«áo — ï
I (|.LJI^I )i¿^l_í 
(^<*1 «■!< L¿01 uJ 1 ) S  ^*“ 1^ 
,; (J— ujI JI ) i a ^ ’i_T^





L-fJI sSj¡¡ü\ * 2 ^ y ^ \  ^ \ ^ \ s  ¡j U U»
iugi
y' y ' > j 55u»^i 
•*-*!> v!>?- j* ✓SjLii ^
V^IV û'^cSUl V
V  ^1 ^  J J t L i  A Ji ^1 .1




L^ôaJI • t• -
i*uJI jLo JI • 0
(¿L
iii I«aJ I J LaJ I ♦ *l
M m •
i>mâU L u^ ^  • Y




ii »aJ  I jLäJ I t*>ft ”* H
) 0
4 — ^  ) n
!;l-- )Y






S j } \ YY
S l k J I J J j
• Y
( A b
ù X ) 4 i ^ ^ > 4 i  ¿yJjUj c5 aJÍ p o ü y jI yi lo ; Yû (Jr-
— — 5{)J^ * Y L J L>. VI
—  4- .¿.^;»VÎ ^l/Jl
,VI JU
l J.»«JI g»l/JI
^ j— _ a JL j L¿«VI 1^ P- aie
3_____ J lB J I g.1^1 Jaâô JL9>I^
î _______s -^ J I ^ V l
i ________^>V1 ^ 'V l
C_— ^ a ; ^ l  puvi
SUaJt










9**%¥mt^ « « . i
'•¿J ci • Y'I
îÿJ U—-.^ 1 jjbLio ft I Jj Ia j^ \ I
V^ l 1^ *1^  I ^  jjfcUjI Ji •cr^aJLc
.^^^\y liK Sj U -LL-as 0 ^
jdl jjol/»JI ^ - o ^ V I  /il JJ^ Y (^
cr^
 ^ J^ lc







w lU J I•
O r ) J
T
( U  )
'










V ù Í li-J O^jÀbJ I ^  1^  ^  U 3 J U J-Ä Ì
“ j— U  ( t )
------ -, V
Í ^iriJl (^:





*  ** •»•
. U  , c ^ |  | .< J ^ IJ |_  T .
---- — -*LriJ'u«^ Jji |.lii»^ l
----- o jy i |Ji^ S I
1.^
iriT'“
■ N ‘ -î .••> L>^ T cl>
-íaÁí JL>-I^
•*^*^"**
O í J-û'-------1: LU; T \ . r
 ^  ^ *---- - en------ Uà: 1J lo
-U5 L: j  ^  I 
‘Uj^LuJi
I I I .  n »1  1
^  ï ü l
(♦ I )
ii’Y«.«! ),• » #
CoN
suciry: • IM' JLJv V T*»
/(ÿb
; »U'-.
‘li^bi -  _
— iJi -  _ -




—  ' cr.
a A U l ¿ ; i ; j V - 4 A U f ~  
k -y f« ; ^ | y u j lA i i l iH - ,^ U i  U _ i V
I »^*«4 n»»t I
‘Jüs^vi,vií¿yi i*ii*-‘vi«.uwi
V.UJI ij.1^1 
fiy-OI pUVI • 
f^'vi
ir^vi



















U *  )
( U  ) * Ì
T













— .«• *¿»1 JUrfíL
îjUi»'i/l ^^ [/¡ ^«uaLu J-^—
r X
JL ^U< ^ I I
,.LV1 i|
* J ^ v ! ^  oIp/Sj UI
Ij I^ LU>.|
■ f l j l i s u i l  , \Ji J
Ijl J
! ig .»*«■ i i jr*l/î
•* •“
« .«
. .  , . .
«f i» . '*
,^ -^-.>01 .» « i#
•||¡)eA*i>Ü  1 .«  ’ ' i0 ■•
 ^ ^ f LyUS L|^ «4jb Lij J IàJ» ^11 jLft Lw L j-Iî — '
Va*
LfJiS' Ui jjs t Ul I 2 J U
t Liu JLfit Ltw t 2
í ' ^ > l S f ¿ ^ ^ á J I  ju¿>;i ¡jU^y. u _
( l'iv J ^  I f ^  I ^
-  . ,1UJ=‘V11L>- J^ -'5,l-M
:L.*MI - . f i l¿\*^^\j 2-^f UU 
----  UlÜ^f
------  ■ jUJp^'J
------  JlÀJa^ 'J “^yÙ: ^
V«,«m LJ12i»LJI UL^f ^ j-ftLu J-i-i—
----- ^ ‘UJl J'Vl
S*UJ1 ) 2;JU-Jl^yi ^ ^jUiLtj Ç'i/I

















( r i  )
U *  )
( u  ) • i
T





• Ì• • Y
• A
M
( t í  ) i
T
m
. ......... . w.) f
J U pL
— .Ci^r , ILpLjuJl
îjUU^I ^ o¿-^ l-tj joi,
JL
\ ® Jl|jp-Jl ¿ibj
I Jul ül^l




^ I # lê •
,.a
yrs^' / .  •
I .« ' .« ■«
fL|JS L|J¿«u4L^ JUU^I ^  JLA L«U la J«1p — )|
LfJiS' Ui JUS» U;* I 2 j  U
11 Lü) JUS» L*t I 2 u Ip
j, J J I  J  L J a  *il I ^  jJi I«
( t 'fV j I Ä^ l* f )TS^>C^ 1 1i 1:1 *\J I - . .•'"'*J-U'_ú^_• J UJa 'il I Sia- 
Jlit'VI, Ui.
Ulitf
------  J f
■---- -- . J \J ^
ÎÂPÂ-LJlâpLJI J-ÍO ^f2^L^l ^1^1 UL^f ^  j-ftLiJ -
i*UJI J  ) V U J I ^ I ^ I  L^'-i/l J  j
« J23
Î ( * Lw>a S>^ ^
b W














‘-.•■'i-V-f-'' o IJ I (^ )
iXrf^* o'
M
--•—  ounaJI ¿Ua»
- ------5^j UJI iuJI
JaU ■:> V
*1 2 j L
>/\ ‘
c?-
• Lti jj L 2 j L
— N L Lj»- ^ ^ r>É»g L L ^  f
O x O ^ ^  2jjí*LiJ c.:¿-j^ o ^  UI -  ^
c J  f » U J I  J c i j /  J  - J ’J ?  f -  j l l  •
Î 1 * H »U tx L i JU* . . •. 1
f L j  ui O ' ^ ^o  ^ JaU- f ( Í ,)
c?^ C;i— '•j'
• (Ja*j oLLw ) Î ¿JJ j
— — ———  Âcl—Jl 5 j U




















4^ L«J I )l I J Í  OI» Li I
< I 1• • • • • • •  \j I






 ^ * tT *  J  LS 1 — OlT
.-<w>
• • • • • • •
.........0--XH»^’4^ Lil






1......u?— — '■ ■-.*
¿^\ o > ^ ‘ J  ^l>UI ^
 ^ -** v A  O O  j * O'* ’
. 4-_________¿UI
u í
- - --1*f —  ^ .1-^ '
( Y -  i  ).
n 1 • t
/






^ w  - « • )
Ì •—  ^ T Li^  l  ^ ^  UsfcJ 1
¿iUa^l J^L ÜUaJIJ«Jjr
( i r  ) \
Y
( u  ) i i
Y










T 'iM o* 2^ o* ' vIíK ) * ^  * o ¿ ^  (J^  * ' i-r
*»«L**J I J f j -M i l i  C' -»i- I j : ^ j ^  o  ' J ^ J  ^ ^ Ù 15^ Ij I
• {*jS“jZ
ij* pj-U Ja o
* ’tÍL .' ^  ú n > ^  j-u  ^ b I j  I • v u-
Î OJrJ-tlji pj-á;
i.
bi» • I ,










( r . )
( r \ )
Sl^JI
iM
Â^bJI a Í S m ^  1 ^ u^ Ji:aoJI 
,  y U i l  d J i-^ U J I J p - j ^ l y l y a J l
¿ f t i I ! l  Mil I ^ 1  (  t i iU t f   ^ I h Î X *  ^ I  ^ l ÿ  I a  1IÂ &  •  \
f ^^ .1 ini?
( J 5 « a j l ^ i l l  l " i w l  C J ) g J I  Cmf ^^f^¿SC J o £
II , ,. S ^ jJ I J U c ^ l  ij^  I (
Î ¿ftS ^ JiJaaJI 5 ^
■ I I I  1  j I^SCLm iI  'ÿ  ^ J i Á L w e  ^ L â a O ^
I ■ ■ —I i «A J  I L a o
Î fjfi \ ^ (J-
, d L « . J  û ô irf^ ja ij ^ "S *  ( J * ^
— I.i. (JÒ^ ô*j® i vJ>*
y o¿*^ <> cgi? • '
— — cL âl ôJ oí  Usi J Jftft
Us 1 J Omt Oyj^ ^  ( OîrV"**^ PwIÿoJiAlS U Jl¡& J^aC
î û-iy aJl d|j «uudJUi otUáás Oí*^ û® (^ 1) 
■■■ ■ ^. >■ .... jl^ ji 2uiftl^  jJI
\r LT
J ■>■ Il rtfr
uJI
iysa___ yuJiv^î




^ - J â ; U
1I& i/^  ^  Lî I j_ÿ
LT
•Ââ Jl>  <3.>
.-A.»i>
î dbUlAa ^  3 ju^ dbU^lcoloir*-^ J^ î ^ ® U"
C-UUaJI SX 0« J®Î 3jLll
c-LJLUn S-L "
.ÜUaJl 5.. .¿0, O» J^l
^ ftô L^ \^ ->




t i  LUü I U  «i UUJI j
( t r  )
( Tt )
/
íj*-a- UJ I J V Q  LmJ 'Vi-.* "I 





•OX/*í^ I / ^  J I 1a ¿ ó« 
*^''*' . .. .
diJ^  Lr
Ï--------^J-ül
d— ejí>vJ l 9 di
■ «~gJ. r.t V




a J i i-’.-i^  t-M
'y--
.t V
O^ j i ú  *■' ^
úr^j^ Jj>í t 2jl^
? tf.L«.>i. Ij J la \Z j  I d— .j -uJ I
4 2j£j* ^  v*^ '’ ^
-d---- ^\jZu,y\ jL*o_r l^j JüJ\j:'
“ ' “J «J i «JLft^  I taJuAa«
I JUC;
^ U O I 'yr
wes c«>

























■■I. 11 ,1 ,
^  JCJL)
*  . ..... ^ . . i i uin»t ^1  ^!¿cjl-*-
• U— ■«■>eij-i -.,, , f,N
—  • "0er







“O ^ 1 / ^  1^  1 ^  <j_£c¿ u«



























Î L j IopVI J-a-î S--jaJl dj: Jji •^.
( 1 )
ij J 1 ^ I  ^^ U^l; \j )¡ l^ (jIS*! j|
S— joJl d  j rJ-» I J U  i aj liLl^ ^ jl5*l J1 ( ^ )|
Î 2L JI ofr VI JLio
—  2— Ij jJI
— S—y*uJI C--Ü tJ
LoU ^ ‘U  a p U ^ t >  - - - *
- Çÿ/— ------ J l o y
- - • ( o  1 .'* •




ô ïjJ iJ I 5-^j oJU <^ J jc l t
. S.UUvll
• Ij
- > í¿ > - a .jf
* l i j  1 Y 1 L—Ui
_• Í LT
" ^ J ^ I j  '’ñZJ L*«
S-^L>JL ^]^\s\
-  ..■ft.liJV^J i J  I 1^
>>v^ I I 2.J5l) . jil~r
•Ci?T cr*V ^
-51-i - ■-S jcJU |. jl> L. I
-jSli'. , Jb
:t Ja^
« <^ UjLee*wN 1
¿«.joJI
( n  )






«IkJl j^U aiUccJi j j j
 ^r
2i3mj t .(3^  j
( r -  ) )
\y c ^ j  juJ I
C/^ 3  ^j  ^^  *‘^L—  ^o b U l
• QÍ\ji'i\ s\
Î áiMj  «ittJ 1 t j  L.»>J 1 ^  J ^  1^  j3 •— *  ^ l/*




Î dM*j U«J l 1 jJ 1^ -— *
S^MjúLjNI 3 j L ^ I
■ I. 1 . J 1 Jü
' í  > T .
m






iîikJl J j j
»
( i ’ ) Ì
t






Ct i _ i r  )
(tY_t# )
Ì t
 ^  ^ ty * ^  Í «J-lc- J-Í3 • ' Û
J_c, • '. Ì
 ^ CÍ ÔJI J-»-*J I U>< ^  cL Ij^ -- j  l^
? (^ «JCuiJ iJ.U^  V.Í I I_j5 •  ^^


ÜLUJI J J  j
(Y\ )
Î1 iaJ* J I (_yJ Í jJ 1^ * '^'^j
( 1 )
J I f J i  J 1  ,,Ji v^uJi::Ni-bjJl^c.jl< !JI
( A -"j
L i < . .W J i  J 1 i :  '-'b jJ  Ij o j K  I j i  { y  . )| 






<L«« « 11» r^j 1
L>mJ I• J.5- Ij L
O  }^jj, J^9 Ju»-iJ 1
M
.k.
—  j^\ j— ^ \
4jj^ \>- àju.}'j
t'i » )
Í ir-^  kXJ 1 Li ( iKlJl ( ;•

( r 1 )
dj U«u» ^  I
1 )
.1 0. U clL,. I
( n -  '• )
2—í l k J I  j ^ U
m
y i tu J i  j j j










SjLu,V I ;ô a  U» o ,jj ^yülc-üU






















_  A  .
' Â.-A' ^
ii ji  o  liU-^ o  JLÄ L :  J  jï>
 ^ ^  U«^ j5-a- y^b Jjl
t iftv / b j t i l
« JL
ÀSa>.'ì/jl
J :û i 1^  1^^
tXÛ t i J a  1 J 1
O  JLC
telJL& ^ ^J t i  I







% V 1 _ Y _
àugi;
(nv)
( Y . )
(VV) 
( ! Y Y )  ;
( Y D
( Y Y )
( Y A )
.»? V: i*''VV''| V.N’% '.'s l'iii ' 1* . -
» . i  •
■ J '^-v^
. •/ - jy r,h\ I .!• i • - ‘ • '■*. .*■ •' .'
■y) •
j^Uni. ^ ■ I I I  n
V jt 3! ^  ujfe /s^UI,




y U,.iU| Lìa^  L  , g; lJ)cz: Jj  ^— y
r^ j^ì}
y àJ^Ì 11 J^ l»» o  Isl JL4P cf^
J>l ^  éXo^ \ —A
yQHÓJi^ jj;Uj




_y LiUj L ^  Lj jl; Ui:j:r, U> ~
2^,U»cu>l tJj> -  r
y 10 X n> j X >  o  là! JU9 ^ .^ 3ÌJ _  Q
ÀgiaavA^ Ji J->0 *l
y S >Ag JX  ^J^j Jj;^ __ Y
_y J»»Ji LgJj./:> Jy,, _  /,
 ^ ylx jxU«j Jj^  —  'i
■ -■ .'• :i . ’=■' .
. .-. • • :V‘-.; •• A .' ,.. »• :« ;i  ••; / •••• i- M».- •;. I
• • •» >1 > :■ o.-.’. % <: <.* .'.•'. v'V- ..•■•'•',•.> ve’- ;«•-,;
|k:. ?<■ V• r *.1 i. .• * » .  I . * * ' . * ’ •? *’ • •. » .
k  . '.n/-..; . • • ,'. . \ i;. -V • .^ — _______________  * * _ . *f I - I . . •
'too
♦ ^ • * » * * • * ' ; • •■ /. V-? -. ' '•. • • . • 1
■ ö U i l i I•» ___ _• •
.'.N, J - i ■ (■
* •- î^ î
(  i i t
y ■11« M ■
’ « î- *j /*•';»***•»
ìi,.V‘ì:ì ‘-
r » ^
* •* ' 1 ’





 ^^ ■ ■»* 1 * •' 1 ■'. • . ,\ ,*i 1# *./. 1 -
» • • i ^  17 1 • '
l i - iJ j î  
1 j<
1
: SjM J î I J ^ Ü v 'î Î- •^ ‘^ /^ J
s 1 ^1  VÍ *iJ âJ I îJ I 2Ji^\  jyi fl«I0 «. j
(  »  • )
> •> * i . •^  ^V . • •v«!: \ , .A. 
• ^
*• 7- , '>»/•• ;■■’• : ■ •• : ,
: r
j:-.' \ 
‘ »•'• • I ‘ . .






. ç^UNum-sl S i ^  \4Xr» ^  1  
• . ^ U î J l  1
S i ^ l  tf Â ^ . l jU d V I  j3.«|
.V..
(  *  » )
rr--- »^7
'  ■ :* • .'» ' •* * «'
• '*» /'*''^  .
,» ' *• >. •
• •' *' i'/ '
m - .;
.’•■ * -f ■ • .
•‘•v ivv '- y . .■’ ‘‘•s' - ';■ I
* * * l f . • ■
 ^ ♦ f
( • T )
,  /■?,>;. -/l;'- '
’ • (ir'
é
*  ^ • »
ÿ--‘ .:.r ■. ' i ■ ’
’ ’■ », ■• .■
/ I
’ ► . 11 ’ . > • 1 '
V'.:’ r ' •. . 1 '■ *■





» • • •»• •»,*• '\ r» •
\\ .•• ■' •-; y -
;*i‘•’••'»''% ■
■ •* ' ,*V. '
* - * ■ r.
,:>• V-'-'; :'y
. Í' : ^
‘ ' r. • . ; 1 i
1 • ■ •
‘ - r /.- 1
.yyyy.y’ .
1 A «Ai|Jy<«NAAeJ 1 1(^  LU 1 «- 1
' ' Í • ' ■
* - s  •  *f-\*
♦ • f ' ' . » ' '
» V * 4 ' •.
. ¥ V '
r ■ * *•
« .» ^
* 1 * • ,
1 *
*• • 1* \ * J . . ’ 
• 1 ‘ 1 1 '
L «—0 a¿6 14 JLa  1 L-j — 1
«U|.c 1 1
( » » )
1
»■ '•. ••• : Í.
■ ii'lr •••7 '
.f ' »' .* - 1 ; » I .
^  ^  f 1 < i ô  0  L-.Í». ¿>a- - j
• ......  .....
; . ■* ^  1^  \y 1
( « t )
/ ! . .  
' « •
" • > , ■ ’ ' 1




0 ^ “'”'' 1
( « Y )
-Í ^  '  1/' 
»*■». * , ’
» ( . 1
î • .
iUf«(J 14 «Lô Çi«»*Lm ^ 1  — 1
2.J j Ij2sI l^ î ^  1 I
( * A )
,  f  *  J t • ' 1 1
( « V j
* : !. '•>N ■ ' * . - '
•| «4 . '  ••
1
• 'i »
y'r.-,:' ' ■ * . 1 ’ •
S O- JL& 2jL|„j  I fl « i 5  y  J 1 - 1  
** * 1
* \ ' t »  . ' 4 * •y*^  * » '  • • • • f  « ■ . * ' • 1 »
2JU9 I fl J-Q -  J
( n i ) -
v '-/ .' 'v-
‘ » ’ • ; . ’  * ■
• 1- -.1 1 . . I l
•• ■ *. -•. 1 *.«.4 • . . 1
y ‘ '' '-  ^O"!"^   ^^ J  ^ " "  1
* ' ♦  ^•
r . ;• • t.* 
• • * . .  *
‘. 1 I t
_________________________ ? J— Í—'!) 1
'101
:a¡ugi j j j  
v . Y
—












( i l )
î .'^ 1,-11* U ' *:'J
«K * I u>,y-ï ! )i|
‘ I S'^‘ ^ '
jcd- -j : L|^ *V 2 i ^  1 4 tjUjü 1 !j:\ jj
*î  ^• 1 » I
/»l^ f À-i;: SijJI 4 J sL¿;jlI| »L;,9i
I 4 J  Lij ' J-
J> «w > J 1 lo JLir. I a J a  • 1 U
• ' c
â J ^ ^ I  1 4 j-Ti ^^9 1 O  U .’< j 4 , / - ‘-;
t^;)î J? ckJ 1 .JJ ¿: L^ -^ ' l; 11 ^  J'•^laa^ I 4  kipA * 1 ^  I :• Iv'O'' U
Lir.l^
<* kÀJi 1 4 •îp/'< Uily
» .




(  V A  )
V  ^* *^-t^  ' l o l ^  J^. ; I,
Jli
( )
---------------------a J J û J  1 t f  J  . , , .
Â i 3 Î î C J  i^ J a M l> ^ 3 C ^  II*  »|IÉ>
M 1 •• *





( ^LjJI^^I ) ôj)j





( r \  )
J3 (V.'-«»
0.^ 1^1
JÜVijJü'o* jjiv¿i^iy»i- : it
JUi6 ^^^6J  Liit I
* J • ^  Ij aJ 1 • L^*l
( rT )
( r r  )
( ri )
j*\ 0^1;^ *^ o
4w J.aJ
( ^LaJI^^I)




* * 8 - * * 3 - 1 »  ^  ^ ¿ / ' L J  I
0>^— K Ott jJJ à
■ * “ "¿I
S-J^'
2u-—U^'





G?>— >' Jj W««of fli'i'' -it- of la». ^ 1  o. •sfo-UJIcA-w i ,
J  U L jU I  ^Ulf, 1 U ^ j  li.u I j  JS 4j 1^
. •••••, y^wXiJ!
' «JliUVl aa. 4,u»c tliiJlo.^-fji.5^>i.^lofugi Uf
Î Otíífll Os4t> O* (ÿ
••
~ *^t/ j^La I
•»
■---------- --— ^,UJI a-ji.%:^ M - t o
0 ^ 0 ^  ¿irJ 6 5 ^  UU^tlciaL- lj|
^ í^ /íí»5 2Â^ l>
Sy.^]^ v!»^a;fct/ s^UI
 ^  ^b>*^  I < JL'^ . : Y
••» • «
y J  LaJ IJ L>V I 
Ai^ Ia J  I ¿1^ j J  I ^ L i l  
•1----- .J^I.UI
jU*i/l^c.L-.l:Jt ô-ldJIcJVUi^VI .Lñ I
ur»<^Yt>^JI<Á¡. J A  i,^UI ; j I^jJI . A,
1 3 J L
UJuJi y.Ao Ot-Ä^ >2Jl jbJI
Ojt /  s^ tii
iftLvi t
I I.9J U:v^  jJ 1 ) âj.
( ^  L-uJ I ^ I )  3 '^/*
Î ^  Jíli-aJlaJIj^-iM^J^iclsU ^  L : Y
* l y o  JD
( I




( n  _ ) o )
O Y )
( U )











^L) aJ I cyj/ 1 ^
-^i>— *I 'J
? U.j-0 1/^ VI aJ lo : r ^
2òf^ jM^  il*
a^ lâil I J j ;  .ir J
,;^  bJ I ^  I-w a¿>.l;vl;>»;
vi*«ûj I ^  Ag^ JaftJ I x5* ^
Î bib^ ^ aîsi Jo U yi lo : t
Or^ 1 ^ 1  c M  j U J I  J o- J I
I p-LJ I 1 aJfiy/^^Ul^^J
urt-* ^  ^ 0>^* ^ Jr¿P J.^ 1^
•A— 1 JaaJ I
' 1 0 ^
Ua^l J _ J j
Jjl f-»-»
»-it- ,nJI
à J  VliÔJa iÿ 03
V I J l
••••
«iUaçJI ü^lf iîUa-JI








I fr<i*i,Mja lj5) j j ^  • y* I , ^  ^ I • *1 " • I
^  ( j l  . . . a>a;Vl J b U a  J  V¿. . u i  V-
(J ) <X-Ö U . 2 ^y^ 2 ^  3U V I
• •  I«Xlô J





U ,LU :S— ID I
lk )l >-ûU : )A
^ J
T ^4,UI O
1------- i Jaü; J
'3H LUI L • Ì “iU“




. ^ 1 - Y '>> JU£
Jl>!
‘  Js>-Ja¿JI Ja-i¿ 5j I ^  




i y i J I y j ;  Jty._,ljj| J Í ^ c . U U J I  Jícji,w¿: ^
*rs
I : I f  ^ ^  jTt ' ‘i' f->
j£ll - V - , L _ : . I J . ^ l U I S L ^ , ^ I J ^ t . ^ , , . ; . , ^ ,
V'
• L-atL^ U , ;
— • f*— :X- i  ^  I  ^i_^-.L> !
' c.-t-U J ^ t u  J ^ l  ^  ^
i J I . ! ^ v i  i.t . * C : ~ ^ ' ’ - ^ s r ^ ’ îj-------¿>iJ!
' '•*-® J — Jlj î - v ü J I ,  ; f ^ |  ^  I _ c1 ^ ; , t' ¿ ¡ 1 _  r
c - ‘ -^
. _ i -  I * ‘------- ^'•‘- ' o l î ^ l . i i ^ l J  .L J• ú-í-JtL-----,Js.\jS^ . J-^3
c.L_JLkU_,_^-^f;_j^, f
 ^ '^**r ' U« >~i'j I <»--« JÂJI ;*I <> L-^*VI JU^». T
J-Í J * ; _ , u v
t>t^;a»l, J Î I ^ L ^ I j  l ^ ^ l  _JS^| IMI, ,
♦ îv-^r. s H Y ô . - i i — -;,Ui-iji,^|^u_i(A)d L-^_t
"-'u ¿~!' ni — :^I<,L: V l _ f■^ üUi* ..iiLJà_¿-I*.- f- Il• O  * J n ^  ***J I tV» wJ>>. I ¿ l_ -I l UtI
• •  • '
1 6 %
 ^ ' ‘I--- Jl v't:— V i
^  V c-UJlkll 'j^ . : ¿I-,. .
I l l  t f * • ' '■* tJT"' Ÿ«
llo»í-.UIo— f--L,Uo»
•. O






-  r «.
$
• îAs~^lc^or-®r «iJl-^^’I Jl c-LJUJI^Ui-l c - ô l ^ ^ I
. -S.,----J i o i  v^ s'l^ I
V f — JÜÍ ^I L^^JLaí






»Ü i/" 2iLm î I p- ,^, ..!, IL»- <1 .11 • 1 f , ^ C r ^ u ' u ^ * ^ ; ^ s J L i — idLjLA - r
• ----------: J --------- 53
— 'I V
v/ •g-y-oJI ^ MiVI
I ■ i^U— ,1 Ji ^  i-».uvi i.
•'j kil) ) xr--Lt:l J i J L J I  .
®5 *iSi Î v^ lr^ J o® îJLl .— I d  i— ;,ri -  1
I IjLÄ ^
Î* Í ^ ( -la— Î9
l i o
Ì Ì
U. JJÍ i_Xw J í ^  „  I
i n Z Z T l Í ^  j¡ "‘1 ' ^ 'J - * v j ^ o i  • í.típ-vi ^ i ^ U \  J  ^ ¿ ^ V i




■ <íiUi> o>-4 0> s - - , ,  U a_^j i - j u ,  J ÍJ _ ^ -  I ^
• l.vl« * * .imJÍ
 ^ çr* o. ^ j \  ^
1 ,, •
v=>LJiyi¿I¿__ l ,K  L. , f .  , ,, *f
.--L  iiL n . . f . o* •■L^í v> >-^ jl —
la^ . i - , U l o , o , J | . ^  vf,
c.LjlUJI^ _íji-^ 1 . I - I \j|
J I j y }  VI ^  ‘ Ù*






( T ) -------i^ysi. _






•j U I  J^ ,!,;;__ V i






* e — ^





. . .  .  -
Ù^L* o 'i/ -s  V. Î . .U •




Oi^Ù^iJ-Jlo. J»yl *C.I^U_Vl jL I • .'
• ”  y^fi> f~»-j»i.uji»., «
Ancaoon it dilani io dar Cm  dM dM* 
CDpjrngbi of ddt diedf lòis vidi in
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oMy be published ariebout the auchor*t prior 
writien conseoi.
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